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Polk Puts Direct Mail 


Toni Moves Leo Burnett Co. Business to 


Tatham-Laird and New Nathanson Shop 


CuicaGco, Sept. 9—Don Paul Na- 
thanson, new agency head who left 
Weiss & Geller last week with 
$5,000,000 worth of Toni advertis- 
ing (AA, Sept. 5), still has no of- 
fice, company name or agency 
principals. 

But he’s doing very well indeed 
in the billings department. 

This week he added Prom and 
Children’s Prom home permanents, 
as Gillette Co.’s Toni division 
withdrew from Leo Burnett Co. all 
of its products handled by that 
shop. The third Burnett-handled 


product, a lipstick variously known 


as Viv and Soft Touch, was as- 
signed to Tatham-Laird. 

In yet a third shift in the current 
Toni shakeup, Tame hair rinse 
was sent from Tatham-Laird to 
Clinton E. Frank Inc., which al- 
ready has Pamper shampoo and 
Casual home permanent. In addi- 


NEC Affiliates 
Wary of Weekday 


‘Monitor’ Plan 


New York, Sept. 9—The NBC 
Radio affiliates went home today 
without committing themselves on 
the three major proposals ad- 
vanced by the network manage- 
ment. A statement by the group 
said the stations would act on the 
proposals “in the light of their ap- 
plication to the individual case.” 

The network will go ahead with 
its plans for one of the proposed 
innovations—an extension of a 
“Monitor” type of program service 
to weekdays. Then it will be up to 
the stations as to whether or not 
they clear time for the show. 

What will happen in the case of 
the other two suggestions remains 
to be seen. 


® The three propositions offered 
by the network were: 

1. Extension of the “Monitor” 
idea of selling and programming 
radio to the Monday-through-Fri- 
day daytime schedule. This service 
will not duplicate the weekend 
“Monitor,” but it will be patterned 


tion to the lipstick, Tatham pre- 
viously had White Rain shampoo 
and Bobbi home permanent. 


ws The fledgling Nathanson agency 
did best of all, however. In the 
last two weeks it has collected the 
following Toni product accounts: 

From Weiss & Geller—Toni 
and Tonette home permanents, Sil- 
ver Curl home permanent, Deep 
Magic cleansing lotion, Sofstyle 
and Spin Curlers; from Leo Bur- 
nett—Prom and Children’s Prom 
home permanents. The agency is 
scheduled to officially come into 
existence on Dec. 1. 

The latest realignment in the 
turbulent Toni advertising setup 
comes only a week after a state- 
ment by Stuart Hensley, sales, 
brand promotion and advertising 
v.p. of Toni, that “we don’t con- 
template any further changes.” At 
that time, Mr. Hensley viewed the 
departure of Mr. Nathanson with 
Weiss & Geller’s Toni business as 
strictly an intra-agency squabble, 
in which the client had no part. 


ws Whether there will be still fur- 
ther changes around Toni was not 
known at press-time. But the pres- 
ent situation there would seem to 
be this: 

1. In rapid succession Toni has 
dropped two agencies and helped 

(Continued on Page 117) 


Arguments Over, 
FCC Prepares to 
Move on Pay TV 


Jerrold Corp. Plans to 
Test Wired System Not 
Requiring FCC Approval 


WASHINGTON, Sept. 9—The next 
move was up to the Federal 
Communications Commission, after 
the opposing camps finished the 
preliminary rounds in the battle 


along the same lines. To make this 
more palatable to stations, the 
network will offer them substan- 
tially more local commercial cut- 
ins than they get on “Monitor.” 

2. A reduction of approximately 


over subscription television by fil- 
ing legal statements summarizing 
the reasons they believe fee tv 
should or shouldn’t be authorized. 

Pro-subscription tv forces con- 


24% in network compensation to 
stations to help NBC provide bet- 
ter shows. This is to bring NBC 
into a competitive position with 
CBS, which already has won this 
concession irom its stations. 

3. Adoption of some sort of very 
flexible participation sales pattern 
for several nighttime network 
shows aired Monday through Fri- 
day. This will permit advertisers 


to buy brief announcements in| 


such shows as “Dragnet” and “It 
Pays to Be Married.” 


s Next week in Detroit, CBS Ra- 
dio affiliates will hear what their 
network management has up its 
sleeve for fall. Program, sales and 
promotion plans will be outlined, 
but no revolutionary proposals 
are expected to be advanced. 
Nearest thing to a marked devi- 
ation from the traditional sales 
pattern is Columbia’s new five 
(Continued on Page 117) 


tended they are being blocked by 
network and movie interests with 
purely selfish motives. The other 
camp was equally dogmatic in as- 
suring the commission that fee-tv 
forces will never be able to bring 
the public anything better than it 
has now. 

With the opposing viewpoints 
fully written out, FCC must now 
decide what to do next. There have 
been some suggestions that the 
commission sponsor limited tests 
'to gauge public reaction to sub- 
scription tv. Others in both camps 
have opposed any further testing 
and have demanded that the com- 
|mission go ahead with hearings for 
‘a final ruling on the proposals. 


's CBS, which was the first to file, 
‘reiterated that pay tv would black 
out channels, compel the public to 
pay for the same channels it 
is now getting free and deny tel- 
| evision to the very families who 
(Continued on Page 116) 


SAFETY BOWS—This is the four-color 
comics ad that will run Sept. 18, 
introducing the new 1956 Fords, 


with safety features. J. Walter 
Thompson Co. is the agency. 


Ford Will Conduct 
All-Media Drive 
for ‘56 Cars, Trucks 


DEARBORN, MicH., Sept. 9—The 
Ford Motor Co. will introduce its 
1956 cars and trucks with an all- 
media advertising campaign that 
will start later this month. 

Ford will sponsor “Ford Star 
Jubilee,” a 90-minute spectacular 
on CBS, on Sept. 24. The new cars 
also will be shown on “Producer’s 
Showcase,” Sept. 19, and “Ford 
Theater,” on Sept. 22, both NBC 
shows. In addition, a spot radio 
and tv schedule will run from 
Sept. 19 through Sept. 28. 

There also will be many addi- 
tional radio and tv spot announce- 
ments that will be paid for by 
Ford dealers through the FDAF 

(Continued on Page 117) 


, Competitors Leave 


Polk to Carry Ball 
on Agency Billing 


Cuicaco, Sept. 9—When R. L. 
Polk & Co. fills in the details of its 
new agency-commission direct mail 
plan at next week’s Direct Mail 
Advertising Assn. meeting here, 
no one will be listening more avid- 
ly than the competition. 

But, allowing for any further 
possible surprises in the Polk pack- 
age, the other direct mail compa- 
nies will probably let Polk carry 
the ball on this one. 

A check by ADVERTISING AGE of 
four other leading direct mail 
companies found that—with one 
exception—Polk had taken them 
pretty much by surprise, that they 
don’t intend to imitate the Polk 
plan, and that at least two have 
strong doubts that it will work. 

The four companies were Reu- 
ben H. Donnelley Corp. and Buck- 
ley-Dement Advertising Corp., 
both of Chicago, Dickie-Raymond 
Inc., Boston, and James Gray Inc., 
New York. 


® When asked whether it had any 
plans for an agency commission on 
direct mail advertising, Donnelley 
actually gave a qualified “No.” 
A. M. Andersen, exec. v.p., said: 

“We haven’t closed the door on 
an agency commission, but we 
must have some strong evidence 
from both agency and client that 
such an arrangement is worth the 
extra cost to the latter. In any 
event, a commission arrangement, 
we believe, should be handled on 
an individual basis rather than es- 

(Continued on Page 113) 


Last Minute News Flashes 


Stans Is New Deputy Postmaster General 
WASHINGTON, Sept. 9—Maurice H. Stans, president of the American 


Institute of Accountants and head 


of Alexander Grant & Co., Chicago 


accounting firm, will succeed Charles R. Hook Jr. as Deputy Post- 
master General when Mr. Hook leaves to join Kudner Agency (story 
on Page 117). He has served as consultant on fiscal matters to the 
department since the Eisenhower administration took office and is 
best known as the author of “Financial Policy for the Post Office 
Department,” a study on rate-making procedures which advocates 


a pay-as-you-go rate structure. 


Grant Gets Florida Avocado & Lime Account 


Cuicaco, Sept. 9—Grant Advertising has been appointed to handle 
advertising and sales promotion for the Florida Avocado & Lime Com- 


mission. 


R&R Regains Red Top Brewing 


CINCINNATI, Sept. 9—Ruthrauff & Ryan has been appointed by Red 
Top Brewing Co., Cincinnati, to handle advertising for Red Top beer 


and ale. Reach, Yates & Mattoon, 


New York, has been handling the 


account. R&R previously served the account in 1950 and ’51. 


Westvaco Moves from Frank Best to F&S&R 


New York, Sept. 9—West Virginia Pulp & Paper Co. will move its 


advertising account from Frank B 


est & Co. to Fuller & Smith & Ross 
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Will Act as ‘Publisher’; 
15% to Agencies on 
Use of ‘Polk Market’ 


Detroit, Sept. 9—R. L. Polk & 
Co. will move boldly to place di- 
rect mail on a par in the national 
advertising field with all other 
media, when it announces a fully 
commissionable direct mail service 
at a special press luncheon in Chi- 
cago on Sunday. 

The move is revolutionary in the 
direct mail field, which has never 
been commissionable to advertis- 
ing agencies, and is certain to be 
one of the principal topics of con- 
versation at the annual Direct Mail 
Advertising Assn. meeting which 
opens there Monday. 

The fully commissionable serv- 
ice is based on use of Polk lists 
(principally auto registration lists 
and city directory lists) which Polk 
has christened “the Polk market.” 
It follows some five years of ex- 
perimentation, notably with Ford 
and J. Walter Thompson Co., its 
agency, but also with MacManus, 
John & Adams; Guild, Bascom & 
Bonfigli, and Kenyon & Eckhardt. 

All four of these agencies have 
placed business for accounts with 
Polk and received commissions on 
such business, just as they do from 
other media. 


® Last month Polk sent a lengthy 
letter to agencies with which it 
has been doing business, saying in 
part: 

“Effective Aug. 1, 1955, standard 
gross rates and specifications will 
be established by R. L. Polk & Co., 
when functioning as the complete 

(Continued on Page 113) 


Magazines Had 
Top Volume in 
‘54, MAB Says 


New York, Sept. 8—The Maga- 
zine Advertising Bureau today re- 
ported gleefully that (1) magazines 
carried a larger volume of national 
advertising in 1954 than any other 
medium, or 38.5% of a four-medi- 
um total, (2) more than 80% of 
national advertisers used maga- 
zines—nearly half again as many 
as used the other three major me- 
dia combined. 

Further, MAB noted that 70% of 
national advertisers put the largest 
segment of their expenditures into 
magazines, that 80% of advertisers 
using only one national medium 
chose magazines and that 70% of 
magazine advertisers used no other 
medium. 


about Oct. 1. G. M. Basford Co. handles the company’s polychemicals | MAB also proudly pointed to the 
division. The House of J. Hayden Twiss services Westvaco’s industrial fact that 87% of magazines’ pre- 


chemicals sales division. 


E.T. Howard Gets House of Westmore 

New York, Sept. 9—House of Westmore, cosmetics maker, has ap- 
pointed EF. T. Howard Co. to handle its advertising. Previous agency 
has been Kiesewetter, Baker, Hagedorn & Smith, which is now being 


liquidated (see story on Page 3). 


(Additional News Flashes on Page 117) 


war advertisers still are using mag- 
azines in 1954, compared with 


82.3% for newspapers and 54.9% 
for network radio. Of the 71 com- 
panies which have discontinued 
magazines in the period, 52 are 
either out of business or have dis- 


(Continued on Page 8) 
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A Churn Isn’t a Churn When It’s 
Used to Make Oleo, FTC Tells Armour 


WasHINGTON, Sept. 8—Another ,for Cloverbloom 99 in newspapers, 


controversy over those words that 
can and cannot be used to adver- 
tise margarine shaped up today as 
the Federal Trade Commission set 
out to stop Armour & Co., Chicago, 
from using the term “churn” to 
describe the manufacturing of its 
margarine, Cloverbloom 99. 

A complaint against Armour was 
issued by FTC today under an 
amendment to the FTC Act passed 
in 1950, which outlaws any repre- 
sentation or suggestion by “state- 
ment, word, design, device, sound 
... that margarine is a dairy prod- 
uct.” 

The commissioner’s complaint 
charges that Armour violates the 
law by using such expressions as 
that Cloverbloom 99 is “fresh 
churned,” that it is “churned a 
full hour,” or “so thoroughly 
churned and blended that it can’t 
taste oily.” Also that it “has that 
‘just right texture’ because Ar- 
mour uses ‘modern, sanitary, real 
churns’.” 


® The commission ‘contends that 
these and other expressions used 


FCC Examiner's 
Ruling Gives CBS 
St. Louis TV Outlet 


WaAsHINGTON, Sept. 8—Federal 
Communications Commission Hear- 
ing Examiner Thomas H. Donahue 
today pushed aside the usual cri- 
teria and recommended that FCC 
settle a five-way contest for tv 
Channel 11 in St. Louis in favor 
of the Columbia Broadcasting Sys- 
tem. 

In his opinion Mr. Donahue ac- 
knowledged that four rival appli- 
cants were all well qualified to 
operate on Channel 11 and that 
none except CBS faces the issue of 
absentee ownership, which has 
been a major factor in many pre- 
vious FCC decisions. 

However, he said, it must be 
recognized that network broad- 
casting is the warp and fabric of 
American broadcasting. He added 
that profitable owned and operated 
stations are vital to the prosperity 
and success of the networks. 

“It should be pointed out,” he 
said, “that CBS seeks a station of 
its choice, not by purchase where 
competition is not present, but by 

(Continued on Page 6) 


; 


magazines and other promotional 
media “have long been used in 


‘connection with dairy products and 


have become firmly associated in 
the minds of the members of the 
purchasing public with dairy prod- 
ucts.” 

While Armour has 30 days in 
which to file its official answer, 
the company has already stated 
publicly that it intends to defend 
its right to use the word “churn.” 
Armour insists the word accurate- 
ly describes the manufacturing 
process. 

Earlier this year FTC issued or- 
ders directed at advertising terms 
used by three other prominent 
margarine manufacturers. 

In one of these cases, involving 
E. F. Drew & Co.’s “Farm Queen,” 
the commission struck down the 
phrase, “churned to delicate, sweet, 
creamy goodness.” 

FTC Chairman Edward F. How- 
rey, who wrote the decision, said 
he considered that the expression 
was forbidden because it suggested 
that “Farm Queen” is a dairy 
product. 


Nestle Agrees to 
State Proportion 


of Tea in Nestea 


WASHINGTON, Sept. 8—The Fed- 
eral Trade Commission today re- 
quired that the Nestle Co., White 
Plains, N.Y., clarify its advertising 
for Nestea to give the exact pro- 
portions of soluble tea and carbo- 
hydrates. 

A stipulation agreement ac- 
cepted by Nestle takes exception to 
advertising copy which proclaims 
the instant tea as “a perfect blend 
of the choicest orange pekoe and 
pekoe teas...brewed in advance 
for you, to capture the full, rich 
flavor.” 

“Actually,” the stipulation says, 
“Nestea is composed of equal parts 
of soluble tea and carbohydrates.” 


Jackson to Advise ABC Ltd. 
Alfred Jackson, manager of tech- 
nical operations for WRCA and 
WRCA-TV, New York, will spend 
three months in London as a tech- 
nical consultant to the Associated 
Broadcasting Corp. Ltd. during the 
early phases of its commercial tv 
operation. Sherman Hildreth, su- 
pervisor of technical operations for 
the NBC-owned stations, will as- 
sume Mr. Jackson’s duties during 


his absence. 


LADY-OF-THE-MONTH—Chosen the first lady-of-the-month by U.S. Lady, 

a new magazine aimed at service women and service wives, Mrs. 

Nadine Crawford accepts a plaque from Marine Col. R. F. Crisp at 
a Washington, D.C., reception in her honor. 


Coupled with Initial 
Engineering Show, 
Machine Exhibit Hums 


Cutcaco, Sept. 7—The tremen- 
dous strides that have been taken 
toward automation by the machine 
tool building industry in the past 
eight years were clearly evident 
in the machines that are exhibited 
at the Machine Tool Show, at In- 
ternational Amphitheater, and the 
Production Engineering show, at 
Navy Pier. Both shows opened 
yesterday and both will close Sept. 
17. 

The Machine Tool show, which 
is sponsored by the National Ma- 
chine Tool Builders Assn., was last 
held in 1947. About 190 manufac- 
turers of machine tools, who are 
members of the association, went 
all out to make this show a noisy 
success. Huge, new and impres- 
sive equipment valued at $20,000,- 
000 was shipped here from all over 
the U. S. More than 100,000 per- 
sons in the field are expected to 
see the more than 500 exhibits be- 
fore the show closes. 

The Production Engineering 
show is the first of its kind. It is 
the largest initial show of any se- 
ries of annual industrial exposi- 
tions, both in terms of square feet 
of display space and number of 
exhibitors, ever held, according to 
Clapp & Poliak Inc., New York, 
producer of both shows. This 
show is devoted to equipment, ma- 
chines, instruments, devices and 
controls that are the key to auto- 
matic production. 


s Tell Berna, general manager of 
the NMTBA, and William E. Rutz, 
exec. v.p. of Giddings & Lewis 
Machine Tool Co., Fond du Lac, 
Wis., told ADVERTISING AGE that 
the improvement in machine tool 
machines has been amazing in the 
last eight years. The two men 
listed the following as trends in 
the industry since the 1947 show: 


e Machines are more flexible 
and are able to do a wider variety 
of jobs today than ever before. 
Machines are much more accurate 


Advertising Age, September 12, 1955 


COMMUTERS—A novelty at the twin Machine Tool and Production 

Engineering shows in Chicago was helicopter tuxi service from the 

International Amphitheater, scene of the first, to Navy Pier, where 

the newer exhibit is being held. Boarding the taxi are Kenneth E. 

Knowles, v.p., Clapp & Poliak, the show producer, and Rhonda 
Sherwood. 


Huge Industrial Exhibit Shows How 
Machine Tools Get Bigger, Brainier 


and they are much less dangerous 
to operate. They also are faster 


and more efficient. 


e The move toward complete 
automation has been steady by the 
machine tool manufacturers. Ma- 
chines today are doing more oper- 
ations during one cycle. A ma- 
chine that required three opera- 
tors 20 years ago now requires 


(Continued on Page 119) 


Koupon Krusader, 
‘Kissed Off' by GF, 


Nurses Rage in Lair 


New York, Sept. 7—Earl L. 
Dickson, Oregon supermarket op- 
erator and self-styled “Koupon 
Krusader,” is back on the firing 
line. 

Mr. Dickson, who claims he 
holds $25,000 to $30,000 worth of 
coupons which manufacturers have 
refused to redeem—and who also 
claims to have received a “monu- 
mental kiss-off” at the annual 
stockholders meeting of General 
Foods Corp., when he was here 
(AA, Aug. 1, Aug. 8)—has re- 
turned to his lair in Albany, Ore. 
After catching his breath, he has 
renewed his campaign to kill cou- 
poning. 

“Since returning home,” Mr. 
Dickson advises AA, “I have 
launched a mimeograph program 
to consumers and dealers. Get out 
two sheets a week and report pro- 
gress by radio on local stations 
here.” 

The mimeographed reports em- 
phasize in various colorful ways 
these salient points, which are the 
bases of Mr. Dickson’s credo on 
couponing: 

1. That coupons are legal tender. 

2. That coupons are a form of 
price cutting. 

3. That couponing is an insidious 
practice. 


4. That cross-couponing is even 
more so. 


5. That grocers are “fleeced, 
abused and enslaved” the minute 
they allow themselves to succumb 
to couponing practices. 


® In his current report, Mr. Dick- 
son “blesses Safeway with its 2,- 
000 outlets and its policy of re- 
deeming any and all coupons.” 

He also emphasizes that “no 
grocer has to take in a damned 
coupon. He can refuse to honor the 
darned things. He can also assist 
the issuer in getting more of them 
thrown away.” 

Mr. Dickson is convinced that if 
enough people join him in his Kou- 
pon Krusade and redeem their 


Downytflake Cakes 
Pop Out of Test to 
National Distribution 


PHILADELPHIA, Sept. 6—After a 


four-month test of its Downyflake 
prebaked frozen pancakes in the 
Chicago market, Waffle Corp. of 


America has begun the first step in 
national distribution of the new 
frozen food. 


Downyflake pancakes now are 
being made available for the first 


time in metropolitan New York, 
Philadelphia, Baltimore, Washing- 
ton, Milwaukee, Madison, Indiana- 


polis, Fort Wayne and South Bend. 


® The toaster-heated “1-Minute” 
pancake was introduced in Chicago 
May 9 after two years of research 
(AA, April 25). The company, a 
subsidiary of Doughnut Corp. of 
America, New York, introduced its 
Downyflake frozen waffles five 
years ago and has since achieved 
complete national distribution for 
the waffles. 

Large space newspaper ads, fea- 
turing a combination offer with 
Downyflake waffles, will carry 
the bulk of the campaign aimed at 
acquainting the public with this 
newest “built-in maid service” 
product. Waffle Corp. will refund 
25¢ to each customer who buys 
both a package of Downyflake 
waffles and a package of Downy- 
flake pancakes. And, according to 
the company, good reception is ex- 


pected because the price of 
Downyflake waffles has been 


“substantially reduced.” 


J. M. Korn & Co., Philadelphia, 


is the Waffle Corp. agency. 


coupons for cash or merchandise, 
“manufacturers will either give up 
the practice or cut it down to rea- 
sonable limits.” 

Within the next few weeks Mr. 
Dickson expects to make another 
reconnaissance, if not in force, at 
least with vigor and color, into the 
East, which he considers enemy 
territory, but in which, he claims, 
he has a number of active guerrilla 
partisans. 


Scott Names Harlan Long 


Harlan M. Long, formerly owner 
of his own agency in Janesville, 
Wis., has been named manager of 
the new Janesville office of Scott 
Inc., Milwaukee agency: 


HUGH L. RAY has been appointed na- 
tional retail sales promotion and 
advertising manager of Sears, Roe- 
buck & Co., Chicago. Mr. Ray, for- 
merly head of the domestics buy- 
ing department, succeeds Marvin 
L. Lunde, who has been assigned 
special work in the general mer- 
chandise office, 
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Pan Am Mailing 
Spoofs Agency 
Buck Passing 


New York, Sept. 6—“Everybody 
that worked on the folder is gone 
and there isn’ t anybody hereto 
chexk it for mistakes but me. Nor 
to send it out niether, So it’ a good 
thinh yhat I8m_ reliabble.” 

So notes Bill the Office Boy (IN 
charge) in a new mailing piece 
prepared for Pan American World 
Airways by Dickie-Raymond. 

The mailing is directed at the 
advertising profession, and quietly 
spoofs advertising ways at the same 
time that it tries to sell the idea of 
travel by Pan American to admen. 

The story is told in a series of 
cartoon panels resembling doors. 
Through the glass above, “typical” 
agency scenes appear. The printed 
text is below. The story allegedly is 
about the preparation of the mail- 
ing. 


® In the first panel, the account 
exec. is shown throwing the idea 
for the mailing on the creative di- 
rector’s desk. 

“I’m not telling you your job,” 
the text begins. 

In the next panel (next office) 
the creative director confronts the 
copy director with the job. “We 
want original thinking on this,” 
he says. The copy director smirk- 
ingly passes on the job to the copy 
chief. 

“This is not copy, you under- 
stand,” he explains. 

Next panel, the copy chief cheer- 
fully passes on the job to a stricken 
copywriter. ““You’ve got a free hand 
on this,” he says. 

The job gets passed on in this 
manner from copywriter to art di- 
rector (“I don’t pretend to be a lay- 
out man”) to art department 
(“Don’t pay any attention to my 
rough”) to production (“I don’t 
care what stock you use’) to the 
printer (“No particular rush on 
this job’). 


® In the final panel, Bill, the office 
boy, is shown burning the midnight 
oil alone and madly typing out his 
letter to recipients of the mailing. 
Underneath is the legend: “Every- 
one else has gone... what in the 
world have YOU been waiting for?” 
Beneath that, the lineup of account 
exec., creative director, etc., are 
dashing for a Pan Am plane. 

Bill’s letter, which he is typing 
and typing badly, is included as a 
separate piece, on a pink interoffice 
memo letterhead (“for internal use 
only’’). 

“I notised theres suppose to be 
a re plycard for you to send for a 
‘Bargaim Book of pay Later Tours’ 
to ask for furher information about 
the new Family Fare Plan,” Bill 
writes. “The printer printes some 
and 19M encloseing one. The printer 
sasy you dont’ need no stamp on 
thiskind of card. Just fill it in and 
drop in in the mailbox! 

“Ps, 18m only just learning how 
to tipe.And I couldent find the 
white paper. HOpe you can read 
this allright ko 


‘Newsday’ Appoints Clurman 

Richard M. Clurman, formerly 
an associate editor of Time, has 
been named editorial director and 
editorial assistant to the publisher 
of Newsday, Garden City, N. Y.., 
daily. Mr. Clurman had been with 
Time five years. 


Bryan Heads KTRH,. Houston 
William Clark Bryan, formerly 
v.p. in charge of radio-tv of A. S. 
Black & Co., Houston, has been 
named to succeed Ray Herndon as 
manager of KTRH, Houston. Mr. 
Herndon has been named manager 
of a tv station at Midland, Tex. 
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THEY’VE ALL GONE—This sprightly booklet, joshing the 
advertising gentry, was put together for Pan Amer- 
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ican World Airways by Dickie-Raymond, Boston 
direct mail organization. 


Standard Oil Offers 
Drivers Anti-Freeze 


Guarantee ‘Til Spring 


Cuicaco, Sept. 7—Standard Oil 
Co. (Indiana) hopes to get motor- 
ists to put in their anti-freeze early 
for the coming winter with a writ- 
ten guarantee that it will keep 
them filled up with anti-freeze 
until spring. 

Standard will promote its guar- 
antee with ads in 534 dailies, 1,148 
weeklies and spot radio and tv an- 
announcements. In addition, direct 
mailings will go to credit card 
holders and point of sale will back 
the offer. D’Arcy Advertising Co. 
is the agency. 


® To qualify for the guarantee, the 
motorist will go to his dealer. There 
the dealer will check his car and 
the motorist will pay for correcting 
conditions that cause leaks or haz- 
ards in the radiator, hose connec- 
tions and gaskets. 

He will then pay to have his car 
filled with anti-freeze to protect 
him down to any degree he names. 
If he finds he needs additional an- 
ti-freeze between now and next 
spring, he can drive into any Stan- 
dard dealer in 15 midwestern and 
Rocky Mountain states. The dealer 
will recheck the cooling system and 
fill him up again—without charge. 


Juice Industry Overconcentrated; 
Minute Maid Must Sell Some Facilities 


Miami, Sept. 7—The Depart- 
ment of Justice today announced 
an anti-trust settlement which re- 
quires Minute Maid Corp. to dis- 
pose of a portion of the facilities 
it has acquired in the frozen juice 
concentrating industry. 

Under voluntary compliance sys- 
tems now being used by the anti- 
trust division, the settlement was 
negotiated with Minute Maid prior 
to the filing of a complaint. Com- 
plaint and settlement were filed 
simultaneously today in the fed- 
eral district court here. 

The controversy was the out- 
growth of Minute Maid’s acquisi- 
tion of the Snow Crop division of 
Clinton Foods. The Department of 
Justice said it was concerned be- 
cause the merger gave Minute 
Maid 35% of the total capacity of 
the frozen juice concentrating in- 
dustry and left Minute Maid with 
two brands—Minute Maid and 
Snow Crop—which represented 
25% of the total national market 
for concentrates. 


= In announcing the agreement, 
Attorney General Herbert Brown- 
ell emphasized that this settlement 


relates only to the frozen juice 
concentrating industry and does 
not involve Snow Crop facilities 
for the production and sale of 
frozen fruits and vegetables. 

He did not indicate whether the 
department is questioning Minute 
Maid’s position in the frozen fruit 
and vegetable business. 

Under the settlement, Minute 
Maid must sell or dispose of facil- 
ities at Dunedin and Frostproof, 
Fla., which it acquired from Snow 
Crop. It also must discontinue op- 
eration of facilities at Davenport, 
Fla., which it has operated since 
1949 under a contract with Ridge 
Citrus Concentrate. 

The agreement also provides that 
for a five-year period following 
the sale or disposition of the facil- 
ities, Minute Maid shall be en- 
joined from acquiring any addi- 
tional facilities in the frozen con- 
centrates field, except upon appli- 
cation to the court. 


Allied Arts Names Janis 

Allied Arts Corp., Chicago, con- 
cert and theatrical agency, has 
named Martin E. Janis & Co., Chi- 
cago, to handle media publicity. 


Treyz answers Hearst’s knock 
against television 
Sylvania’s tv contest counts heav- 
ily on chance 
Landers, Frary boosts new prod- 
ucts this fall via maga- 
zines 
Confused by ad claims for sewer 
pipes? Competitor asks govern- 
ment test 
Dairies now distribute orange 
drink, too, study finds ..Page 11 
Norge will use heaviest ad drive to 
promote laundry line ..Page 16 
Tired business men can now re- 
cuperate at Aspen, famed art 
center 


Springfield, Mass., has bait adver- 
tising headache 
Scamper, new liquid detergent, 
bows via magazines, supple- 
ments ....... cocccooecae ae 


Chun King will give away Stude-| 


bakers to sell American-oriental 
GOOG sick’ iv Sb040 50 ve Page 26 
$5,000,000 men’s, boys’ wear pro- 
gram given lift when Sears, 
Roebuck joins 
Grier’s Almanac is 150 years old, 
still carries heavy advertising 


Dy Gdnecrwesesodes sé Page 32 
Diamonds can be sold via advertis- 
ing, too, De Beers discov- 
COE icnncds chde Rader Page 32b 


Visao, Portuguese-language maga- 
zine, racks 60% ad gain Page 33 


Business paper advertising helps 
Moretrench dig up sales Page 36 
Nighttime tv is busy, while day-| 
time tv idles along ....Page 38 | 
World’s Best Job? That’s advertis- | 
ing, panel to tell Chicago-| 
(cians See enees Page 39) 


| 


Cooperative market research of- | 


cery chain ............Page 40| 


Highlights of This Week's Issue 


Some say they’re cars, but Radio 
Advertising Bureau thinks 
they’re radios 

Downtown is safe from ravages of 
suburban stores, retail group 
head says 

Health and beauty aids need bet- 
ter deal in supermarkets, Hal 
Mark says 

Furniture sales lag because adver- 
tising promotion lags, JWT’s 
Johnson says 


REGULAR FEATURES 


Advertising Market Place 
Along the Media Path 
Coming Conventions 
I  yE 
Employe Communicati 
Getting Personal 
Looking at Radio & eqneumneoupesnanentinn 
Looking at Retail Ads occccn. cccccccccccccccccsssee 
Obituaries — .............. 
On the Merchandising Front ................ 
Photographic Review 
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What They're Saying 


| LaRosa Macaroni 


Six Other Accounts of 
Dissolving Kiesewetter 
Agency Still Homeless 


New YorK, Sept. 8—The $2,- 


] \000,000 in billings handled by 
© Kiesewetter, Baker, Hagedorn & 


Smith, now in the process of dis- 
solution (AA, Sept. 5), has split off 
into many different fragments. 

| The juiciest plum in the Kiese- 
wetter shop—the $1,000,000 maca- 
roni account of V. LaRosa & Son— 
has been snared by Sullivan, Stauf- 
fer, Colwell & Bayles. Horace Hage- 
dorn, v.p. and partner at the Kiese- 
wetter agency, is expected to join 
SSC&B next week. 

Another of Mr. Hagedorn’s ac- 
counts, Stern’s Nurseries, Geneva, 
N.Y. (which includes Stern’s Gar- 
den Products Inc. and Geneva Gar- 
dens), is moving to Fairfax Inc. 
One of the largest mail order nur- 
series in the country, Stern’s now 
bills some $250,000 a year. The 
company selected Fairfax because 
of its mail-order experience. 

S. A. Schonbrunn Co., New York, 
moved its Medaglia D’Oro coffee 
account over to David J. Mahoney 
Inc. 

Crown Corset Co, New York, 
maker of Rengo foundations, has 


selected Manston Advertising 
Agency, New York, to succeed 
Kiesewetter. 


Flexnit Co., Elizabeth, N.J., mak- 
er of Flexnit youth girdles, is now 
at Bermingham, Castleman & 
Pierce, New York. 


® Other Kiesewetter clients are 
still in the process of selecting new 
agencies. One account, D. P. Harris 
Hardware & Mfg. Co., New York, 
maker of Rollfast skates and bi- 
cycles, expressed surprise that its 
agency was going out of business. 
It apparently wasn’t notified. 

Two divisions of Warner-Lam- 
bert Pharmaceutical Co. are adrift 
as a result of the liquidation of 
Kiesewetter. The agency has been 
handling Standard Labs (Sloan’s 
liniment) and an ethical product 
for Warner-Chilcott Labs. Both 
Warner-Lambert units said they 
have not picked a new agency as 
yet. 

B. F. Gladding & Co., South Ot- 
selic, N.Y. (fishing lines), Hoff- 
man-LaRoche Inc., Nutley, N.J. 
(vitamins), and Standard Toch- 
Chemicals, New York (Color Car- 
ousel paints), are other Kiesewet- 
ter accounts which reported to AA 
that they are not yet ready to name 
new agencies. 

Sanford D. Buchsbaum, former 
account, man at Kiesewetter, has 
joined E. T. Howard Co. as an ac- 
count executive. 


It's ‘Insight,’ Not 
‘Numbers,’ That Count 


in Ad Research: Root 


San FRANCcIsco, Sept. 6—“Math- 
ematical” and “recall” research on 
the effectiveness of an ad is not 
very good, according to Dr. A. R. 
Root of Knox Reeves Advertising, 
Minneapolis. 

This is what Dr. Root told the 
American Psychological Assn. at 
its annual meeting here this week. 

According to Dr. Root, “A truer 
judgment of the goodness of an 
ad lies in an analysis of the view- 
er’s perception or the meaning that 
an ad produces in the viewer. 

“The material presented for ob- 
servation undergoes wide changes 
in both the immediate experience 


4 (Continued on Page 6) 


res eee ox were = fy ey ws ; ‘¢ me Le ~ 5 we : a “a Sp eet ae (ary ian evi | ay ye Baie pe et ee {mem eg pug GUE eae aaa A E ee ai r ; so. 
le 
tere” . 
bee ‘ 
opr ee ' . 
fe 
‘ = ee ee : re eo ip pile cx ns cud ? WONG ALE LL RLM SE IBAESINL, BISNIS SEAR “RY He 4 es Se ee et a pone ener AA ei Neen ee Sullivan tauffer Sh 
= & ; Se 3 a ae é S e 
“ th is —— Tema al ao ee ky e S$ age orn, 
7 2 rr ree een — fo eee 
a : : \ \z La oe ae ff & ? a ey 
5 3 : St Hes leg Mer ae ; ; ya Spee 
2 a Cas ala: a a aii [\eeoAS ile? a 
‘> Jae Ee ae a Sf eee 
es lled es, a Pi | Ww 
be, cima pesos Hone ceeomerermaat ae — wd 
ro 3 4 j i é | Mis it SE 
a oC * a] ) "Be ors | 
oe, EY i ; a } ‘ 
j ¥ uP oN fies . ‘ big | 
< (ee ae | : e grar 
| ’ — : per 
| ball — . RR 
W 
wax ‘i - es : mot 
es men 
nd has 
c i a plet 
a BB a tt tern 
eee oan 
ee out 
= pay 
oa D 
P : ee 
this ts our account exec. Age 
a 
ee 
7 
_ 
a a ne a 
. | 
a | 
"4 
Pe | I 
a 118 A 
114 
Texas law encourages ad spending 
- | by counties ............Page 20 
) See 
ROT «OCOD crctntrsecnsssssertcssitensenssceseeeees 
Re ) SS 
-| This Week in Washington ......................... 
.) 
neurons. wie diese Cat, a ae pee Gee Powe ie . PABA =) 2 Sek ely oh Rekha cme ke Revie. ppg wey Bl : 2 se Se Se Ss ehitne Bil ue we pak, re aa, “ s Lagb ey GR a ees eee Lo x 4 rg eas “ oo Cua atthe: 
Se Sites So gen eek TP Big Mine hte Sema C8 So, he ie ie 18) sare aa ee ey ee hee dg cia ee Pees Se ie San ee RR aT ek wd | CERT CE aT 6 ih Appt 3k Cain S CRIS a ae A TEN Coe Ng Mag 8 and Re mete 1S SME ow oA Mann P< 3 ae AE ie ae eee 
she Bs [RET Nae EO ne rt LT A Si Bg Were yD Le ae Mg | AE RE eg a eed met rk IR eR CE a a lee OR, oD ae Re gs” Sg tee See Gen eam Oo 
esse te ey geene Vere ee Mag Ae FoR OE Ok Oe eck eae SIP aa Oe com 2 es tee ee Oecd ie ger PAT eet ee iy, Aicare Mg Se ees ah aS Se sad? Ro ites Po aie ee? eee Ee i A I Tr ee Cet pak Packs so en’ 
haus GSS RU Ba ts 8 egrets GaP raae Heres Txer) ASahee er RY 5 Sok WO ae ae. peg Ate usage ate no nape hy etetie oN Sk gn a? ea! 
Veh: Fs ee ee Pay 3 ieee i, oat ee ot 2 ph Suk a fee e" gh ely AE Tn re ee Ao ares acts Lg Stier ae eee g bay 5 Fo te ase tee i: Sera Pe Ne ae MRR ee ih ce Me (bon et red eae OU er aS (eres 2 ence ewer a ae ee ane = 


Sheep Promoters — 
Set Meeting to 
Plan Campaign 


WASHINGTON, Sept. 8—Now that 
it seems certain that sheep grow- 
ers have approved proposals for a 
big promotion and advertising pro- 
gram for wool and lambs, a spe- 
cial meeting will be held in Chi- 
cago Monday to decide what to do, 


of 1954, the program is a novel ex- 
periment in “self help” on a scale 
never previously attempted. Under 
the plan, a score or more groups 
concerned with wool and sheep 
problems have established the 
American Sheep Producers Coun- 
cil, Chicago, as a joint promotion 
agency. 


s The funds for the promotion are 
provided by the Department of 
Agriculture, which will deduct 1¢ 
|per pound for shorn wool and 5¢ 
|per cwt. of live weight for lamb 
/and yearlings, from the price guar- 
|'antee payments which it makes to 


and when to get the program un-| growers. 


der way. 

While the initiative for the pro- 
motion comes from the Depart- 
ment of Agriculture, the campaign 
has marked time until the com- 
pletion of a referendum to de- 
termine whether sheep growers 
are willing to finance the project 
out of their government incentive 
payments (AA, Aug. 29). 

Developed under the Wool Act 


The fund may amount to about 
$3,000,000. 

Preliminary results of the refer- 
endum showed that owners of over 
72% of the sheep have approved 
the idea. Final results are expect- 
ed to confirm this result. 
| Since a two-thirds vote is suffi- 
‘cient to authorize the project, de- 
partmental officials have indicated 
it is safe for the delegates to Mon- 


day’s conference to assume that 
they are in business. 


ws Under the agreement already 
existing between the new council 
and the department, promotion 
plans must be approved by the 
Secretary of Agriculture. One of 
the issues which remains undeter- 
mined is the extent of control that 
the department will exercise. 

While the contract will not pro- 
vide any funds for the promotion 
until next summer, when pay- 
ments are made for the 1955 in- 
centive program, sponsors of the 
plan are hopeful that advances 
will be obtained from private 
sources which will enable the 
project to get under way, at least 
on an experimental basis, immedi- 
ately. 

First order of business Monday 
will be the creation of a perma- 
nent organization. At the present 
time the new council has only an 
interim board of directors and 
temporary offices. 

Some of the associations sup- 
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Theyre taking a powder...in lowa! 


THE DES MOINES 
REGISTER ann [RIBUNE 


An“‘A’’ schedule newspaper in an “‘A-1’’ market! 
Gardner Cowles, President 


REPRESENTED BY 
Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 


Doyle & Hawley—Los Angeles and 


Powdered dry milk, that is! And the remarkable 
thing about dry milk purchases in Iowa, is that 
one brand, in one year, went from a 1.3 to 
19.8%* use on farms, and from 1.6 to 24.3%* 


use in Iowa cities and towns. 


Just goes to 


show you how a product, vigor- 


ously promoted and advertised in the right news- 


paper, can go places—and fast! 
Right newspaper? The Des Moines Sunday 


Register with its 1,310,000 readers, of course. 


ing eight. 


your brand-s 
responsive, 
cities like Phi 


San Francisco 


For that’s the paper with from 50% to 100% 
saturation in 81 out of Iowa’s 99 counties, 40% 
in ten more and better than 20% in the remain- 


With the Des Moines Sunday Register, you can 
actually blanket the entire state of lowa with 


elling message—tell your story toa 


““A-Schedule” market that outspends | 
ladelphia, BostonandSanFrancisco. | 


*PERCENTS? We took them right out of our latest | 


“Brand Inventory in the Homes of Iowa Subscribers” 
—a report that can well mean new business oppor- 
tunity for your brand. Write, for your copy on your 
company letterhead. 
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Sensational 
ohtfer to win new friends for 


Philadelphia _ the finer-tasting whisky 


you SQUE 
3f00 


_B bolle 


when you purchase the 


id noe 


ee 


Philadetph 
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NEW TEST CAMPAIGN—Continental 
Distilling Corp., a division of Pub- 
licker Industries, is making a 60- 
day test with a three-bottle carry- 
home case of its Philadelphia 
blended whisky at a unit price of 
$10.50 in New York and $10.98 in 
Massachusetts. It is using 66 news- 
papers daily. Al Paul Lefton Co. 
is the agency. 


porting the council are already 
conducting their own advertising 
promotions. They are expected to 
urge that a substantial percentage 
of the fund go into promotion 
other than advertising. 


Norman, Neuberger Both V. P.s 

In reporting that Roland Reed- 
Gross Krasne TV Commercials has 
opened offices in Chicago and New 
York last week, AA erroneously 
said that Burton Neuberger is as- 
sisted in Chicago by Jay Norman. 
Actually, both Mr. Neuberger and 
Mr. Norman are v.p.s in the Chi- 
cago office, which is at 716 N. Rush 
St., not in the Hearst Bldg., as re- 
ported. 


Parmelee Lyman Named V. P. 


Parmeiece Lyman, with Lennen & 
Newell, New York, since 1952, has 
been appointed a v.p. of the agen- 


Philadelphia Whisky 
Offers 22% Discount 
on 3-Bottle Pack 


New York, Sept. 7—Continental 
Distilling Corp., a division of Pub- 
licker Industries, broke a 60-day 
campaign today in 66 newspapers 
in New York and Massachusetts, 
offering a carry-home package of 
three bottles of its Philadelphia 
blended whisky at a unit price of 
$10.50 in New York and $10.98 in 
Massachusetts. The single bottle 
price is $4.50. 

The disparity in price between 
the two states is caused by tax 
differential. 

This is believed to be the first 
time a whisky distiller has offered 
consumers a carry-home package 
at a quantity discount. Several 
years ago Schenley Industries of- 
fered its Golden Wedding at $9.99 
for three bottles. The regular price 
at the time was $3.33 a fifth. 

The reason for the current offer 
by Continental, a company spokes- 
man said, is two-fold. It is a mar- 
keting test in specific markets for 
a limited period. If it clicks and 
proves profitable, the test will be 
extended to other markets, he said. 


= In addition, it was pointed out, 
cigaret companies have found 
that selling consumers. cartons 
rather than packs is effective in 
getting people to switch brands as 
well as in increasing sales to loyal 
smokers. Continental believes that 
if a consumer will buy three bottles 
of Philadelphia whisky at a saving, 
he is apt to like it better than if he 
buys one bottle only. 

Ads will run daily in 66 newspa- 
pers in the two states for 60 days. 

Al Paul Lefton Co. is the agency. 


Gallo Winery Buys Outdoor 

E. E. Fisher Associates, San 
Francisco, on behalf of E & J Gallo 
Winery, has signed for 50 two-post 
painted bulletins from United Out- 
door Advertising Co. The Gallo 
bulletins have oil painting cutouts 
and are 16’ x 14’. The agency con- 
tracted for the posters on a 36- 


month basis. 
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SINGLE-FAMILY DWELLINGS 


your product belongs in 2% million 


Magazine 
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“THERE ARE MANY 


PATHS TO THE TOP 


OF THE MOUNTAIN” 


— ANCIENT CHINESE PROVERB 


This Week 


MAGAZINE. 


AMERICA’S LARGEST FAMILY MAGAZINE 


Reap By 11,000,000 Famities Every SUNDAY 


In the publishing field, there are varied methods for 
gauging exceptional achievement. But among them, these 
are of prime importance: Editorial value, circulation, 
market coverage, readership and cost-per-thousand. 


By the sum total of these criteria, THIS WEEK Mag- 
azine is pre-eminent. It not only offers highest quality 
editorial material, the largest unit of circulation, deepest 
penetration of over 5,000 cities and towns across the coun- 
try, the greatest readership — it also offers the lowest 
cost-per-thousand of any general magazine. 


And now, THIS WEEK is pleased to present yet another 
measure of its value to the advertising community: 
The ‘first 56-page issue ever published by a National 
Sunday Magazine. 


A singular achievement due to the complex technical 
problems involved in publishing a newspaper-distributed 
magazine of this size, the issue is also noteworthy for the 

_ fact that it represents an overall advertising investment 
of nearly $1,000,000 — an all-time high for Sunday mag- 
azines. In its pages, it carries some of America’s most 
distinguished brand names, encompassing many of the 
major business classifications. 


We are indeed grateful to the scores of famous adver- 
tisers who made this newest achievement possible, and to 
the hundreds of leading companies that, through the 
years, have helped build THIS WEEK into one of the 
great advertising forces of our generation. And in the 
months ahead, their c_atinuing and growing confidence 
in the advertising power of America’s most widely-read 
magazine is certain to result in issues even larger in size 
than the one dated September 11, 1955. 


SHARES THE POWER AND PRESTIGE OF THESE 35 GREAT NEWSPAPERS WHICH DISTRIBUTE IT 


The Baltimore Sunday Sun New Orleans Times-Picayune-States 
The Birmingham News New York Herald Tribune 

Boston Sunday Herald Norfolk Virginian-Pilot 

The Charlotte Observer and Portsmouth Star 

Chicago Daily News The Philadelphia Sunday Bulletin 
The Cincinnati Enquirer The Phoenix Arizona Republic 
Cleveland Plain Dealer The Pittsburgh Press 

The Dallas Morning News ; Portland Oregon Sunday Journal 
Des Moines Sunday Register Providence Sunday Journal 

The Detroit News Richmond Times-Dispatch 

The Houston Post Rochester Democrat and Chronicle 
The Indianapolis Star St. Louis Globe-Democrat 

The Jacksonville Florida Times-Union The Salt Lake Tribune 

Los Angeles Times San Antonio Express and Sunday News 
The Memphis Commercial Appeal San Francisco Chronicle 

Miami Daily News The Spokane Spokesman-Review 
The Milwaukee Journal The Washington Sunday Star 
Minneapolis Sunday Tribune The Wichita Sunday Eagle 
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FCC Examiner's : 
Ruling Gives CBS 
St. Louis TV Outlet 


(Continued from Page 2) 
entering the arena of a competi- 
tive proceeding and laying its 
record on the line against vigorous 
adversaries. 


= “At the culmination of that very 
searching test, it is apparent that, 
ironically enough, [CBS’] only 
significant weakness is its size. Its 
record here is admirable, consider- 
ing the evils that size often begets 
(e.g., monopolistic practices in vio- 
lation of law) and the temptation 
to engage in conduct clearly un- 
seemly from the public interest 


‘CB 


standpoint—not an infrequent cor- 
ollary of such a commanding 
position in the industry as that 
which CBS occupies in the field of 


broadcasting.” 

The decision pointed out that 
S currently owns stations in 
New York, Chicago and Los An- 
geles; a u.h.f. station in Milwaukee 
and is the prospective owner of a 
u.h.f. in Hartford. Mr. Donahue 
said the additional v.h.f. in St. 
Louis would help equalize its posi- 
tion in station ownership in rela- 
tion to other networks. 


® The decision is subject to review 
by the full commission. Other ap- 
plicants for Channel 11 are St. 
Louis Telecast Co. St. Louis 
Amusement Co., 220 Television 
Inc., all of St. Louis, and Broadcast 
House Inc., East St. Louis. 


Butkowsky Succeeds Harris 
Alex M. Butkowsky has been 
appointed assistant advertising 
and sales promotion manager of 
Burndy Engineering Co., Norwalk, 
Conn. He succeeds David H. Har- 


‘ris, new president of Cart-Ad Inc., 


New York. Mr. Butkowsky joined 
the company in 1950 and was ap- 
pointed art director in 1951. 


KCCC-TV Asks FCC Okay 
for Merger with KTVU 

A proposed merger of KCCC-TY, | 
Sacramento, Cal., with KTVU, 
Stockton, is now before the FCC | 
for approval. Capital City TV) 
Corp., owner of KCCC-TV, has| 
purchased the stock of San Joa- 
quin Telecasters Inc., which sus- 
pended operation of KTVU April 
30. If the FCC approves the pur- 
chase, the merger would link the 
inland valleys of California with 
one television system. 

The FCC also has been asked 
for permission to resume opera- 
tions of KTVU, carrying programs 
simultaneously telecast by KCCC- 
TV. If the merger goes through, it 
is planned to have KTVU carry 
the entire 15-hour daily program 
schedule of the Sacramento sta- 
tion. 


Hall Names Jack Fuir 

Jack E. Fuir, formerly a re- 
search analyst with N. W. Ayer & 
Son, Philadelphia, has been named 
research director of John T. Hall & 
Co., Philadelphia. 


11,322 Advertisers, more than advertise in all 
_ ether industrial media combined, are using space = 


_ in the 1955 Edition of THOMAS REGISTER Annual 
ie 


T.R. operates in a field entirely different from periodical publications. At the vital 
moment when purchase is first contemplated T.R. is habitually consulted by U.S. 
Industry for the complete advance picture of all supply sources. Since the complete- 
ness and accuracy of the data in T.R. is unavailable from any other source, the more 
than 50,000 in use copies represent an unmatched advertising value. 
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There is an obvious reason why 11,322 Advertisers 
are using Product Informative space in Thomas 
Register! Investigate = and profit! 


T. R. Circulation is 96% Paid. Any single edition of T. R. exceeds any other 
but in terms of purchasing power, volume and use, 


. R. exceeds by far all ot 


ide in numbers alone, 
combined. 


A 


JOHN E. RIESENFELD, who has been 
associated with Hearst Magazines 
for the past 18 years, has been 
named president and publisher of 
Confectionery-Ice Cream World,| 


Television Weekly and U.S. Tobac- 
co Journal. He succeeds Edward H. 
Davis, with the publications 58 
years, who will continue as ad- 
visory consultant. 


Ads Help Hatter 
Sell Hats to Admen 


New York, Sept. 7—Thomas 
Begg Inc., New York hatter, “dis- 
covered” advertising when it 
opened a store in the heart of 
“advertising row” in 1952. It has 
paid off to the tune of a 150% 
increase in sales. 

The first Thomas Begg store was 
opened here in 1940 in the Metro- 
politan Opera House Bldg. In 
1952, Arthur Sarnoff, president, 


Madison Ave. At the same time he 
put up $1,000 for an experimental 
ad campaign. 

Satisfied with the initial re- 
sponse, Mr. Sarnoff allocated $3,- 
000 for 1953 and saw sales expand 
by 40%. Using a strictly high 
fashion appeal, he continued with 
a $7,000 campaign last year and 
sales moved up again. 

Mr. Sarnoff, who says sales have 


branched out with a store at 400. 


dvertising Age, September 12, 1955 


It's ‘Insight,’ Not 
‘Numbers,’ That Count 


in Ad Research: Root 


(Continued from Page 3) 
and later attempted re-enactment. 
The viewer organizes his perceptu- 
al field by omitting, by adding, by 
‘shifting the focus and filling gaps 
without being aware of what he is 
doing in order to come out with 
\his particular orientation to the 


 |situation presented,” he said. 


Dr. Root pointed to the Knox 
Reeves “M” test as the more ac- 
curate method of measuring ad- 
vertising results. 

This method makes use of the 
intensive interview in the hands 
‘of clinically oriented individuals, 


ito gain an insight into the viewer’s 
perception. 


® Dr. Root also deplored the “fet- 
ish” for numbers in advertising re- 
search. 

“An increase of mathematical 
reliability of our data will not 
create more meaningful advertise- 
ments,” he said. 

Among sources of error in ad- 
vertising research, he cited at- 
tempts to record statistically rela- 
tionships between stimulus and 
sensation based on accurate recall. 

“These attempts forget that the 
‘material presented for observation 
‘undergoes wide changes both in 
the immediate experience and later 
attempted re-enactment,” he ex- 
plained, urging more “reality test- 
ing” that observes and reviews the 
viewer’s responses. 

“The character of perception 
varies with the nature of one’s own 
interests, attitudes and emotional 
states,” he explained. 
| Dr. Root suggested that advertis- 
ing research be concerned with the 
descriptive characteristics of what 
‘is perceived rather than the condi- 
tions under which perception var- 
ies. 

He summed up the philosophy 
of the “M” test approach as: “The 


gone up 150% in the past three problem of the analyst is to make 
years, told AA he will spend $12,- his best guess not of the verbal re- 
000 in 1955. He reports that his sponse but what the expressions 
sales already are up 38% this year. really represent.” 

Begg will run a total of 31 small-' 

space insertions this fall in The Golden to Arthur Cohen 

New Yorker, New York Herald| Ernest Golden, formerly New 
Tribune, New York Times and England manager of Boy’s Outfit- 
New York World-Telegram & Sun. ter, has joined Arthur Cohen Ad- 
Lancaster Advertising Agency vertising Agency, Boston, as an 
handles the account. ‘account executive. 


No wonder builders say 


their top magazine is 
Better Homes & Gardens! 
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Why does the Post lead the general avidity that is unique in weekly maga- 


Why the best seller 


weekly field in newsstand sales by zine readership. Whether you meas- 

over half a million copies? Because, ure this by hours spent or by times 

° week after week, The Post is more picked up and reread, it gives an 

at the newsstand IS interesting to more people than the advertiser an added assurance that 
magazines beside it on the newsstand. his story will be read, remembered 


And this is the very reason why the and responded to. The Post gets to 


the best read at home Post is read in the home with an the heart of America. 


—— 


Donn Bennet 
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“Now I know the real story é 
of the Salk vaccine snafu ! 


says PETE BOOTH, V. P. and Copy Director, Campbell Ewald, Detroit 


“Just how effective is the Salk vaccine? 
Is it safe now? Will there be enough 
of it? And what really went wrong 
with the program last spring? Now 
that all the shouting has died down, 
I guess that every parent with small 
kids is asking these questions. Steven 
Spencer has come up with the type of 


article that gives you all the answers... 
the bad news as well as the good.” 


Every parent should read Steven M. 
Spencer's ‘Where Are We Now on 
Polio?” in this week's Post. 


In all, 10 articles, 4 short stories, and 2 
serials in the September 10 issue of 
The Saturday Evening Post. 
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‘TV Guide’ Sets 
$30,000 Splash 
for Park Forest 


Park Forest, Itt., Sept. 8—The 
merchants in this babyboom pri- 
vate housing development 25 miles 
south of Chicago are going to have 
themselves a star-studded, 10-day 
merchandising ball next week, with 
the help of TV Guide. 

The magazine is preparing a big 
fistful—$30,000 worth—of display 
materials for the shopping center’s 
60 merchants, plus a series of eve- 
ning shows featuring tv and radio 
stars such as Sammy Davis Jr. and 
Red Skelton. 

The merchandising jamboree will 
open Sept. 15 with a huge parade 
through a nearby town and Park 
Forest, terminating at the shopping 
center plaza where the shows will 
be held. 

Among the parade attractions 
will be Borden’s Elsie the Cow, the 
Kraft Wagon, the Pepsi-Cola Car- 
ousel and the Jewel Blimp. 


® Other manufacturers who have 
jumped on the TV Guide band- 
wagon are Miller Brewing Co., 
Dean Milk Co., Pabst Brewing 
Co., Beatrice Foods Co., Continen- 
tal Baking Co., Fleishmann Dis- 
tilling Corp. and Thomas J. Webb 
Coffee Co. Greyhound Corp. and 
Motorola Inc. are still in the “may- 
be” category. 

A one-hour WGN-TV show fea- 
turing Sammy Davis Jr. will close 
the jamboree on Sept. 23. 

This is an experiment for TV 
Guide, Edward Pazdur, promotion 
manager of the Chicago edition, 
explained. The magazine is “flex- 
ing its muscles locally,” he said, 
and if this one is successful other 
editions will try their hands at it. 

There are going to be many Park 
Forests across the country, Mr. 
Pazdur predicted, and they are the 
logical places for this kind of stunt. 


@ The Park Forest Merchants) - 


Assn. has purchased, in exchange 
for the $30,000 promotion bundle, 
six pages of advertising to run in 
issues this month or next month. 

Following the jamboree, TV 
Guide will publish a booklet, “TV 
Guide Visits Park Forest,” pointing 
to traffic increases, sales increases 
and other selling points of the mer- 
chandising events, to give local 
advertisers a picture of how TV 
Guide can merchandise locally, Mr. 
Pazdur said. 

Several manufacturers are be- 
ing offered exclusive deals. If they 
tie in with the festivities—provid- 
ing a float for the parade, display 
materials and space in the maga- 
zine—their products will be fea- 
tured exclusively, Mr. Pazdur told 
AA. 


® For example, if a baking prod- 
ucts company ties in, only its prod- 
ucts will be used on the cooking 
show, which is one of the scheduled 
evening features. 

Managers of other TV Guide 
editions are being brought into the 
city to watch the Chicago edition 
put on its show. The entire opera- 
tion is under the direction of Don- 
ald P. Kahn, national promotion 
director, John Gillman, manager of 
the Chicago edition, and Mr. Paz- 
dur. 


Ad News Assn. Sets Meeting 
The first fall meeting of the Ad- 
vertising News Assn. Inc., New 
York, will be held Sept. 13 at 5:30 
p.m. in the Advertising Club, Park 
Ave. and 35th St. Composed of 
advertising business paper writers, 
the group, which was organized 
this past spring, is opening its 
membership ranks to those in al- 
lied advertising and public rela- 
tions fields on an associate basis. 


Goldblatt’; 
Marshall Fields 
M. L. Rothschild 


+ PARKING FOR 3,500 CARS 
+ CAMOPHED SHOPPING 
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| * PARK FOREST 


HAPPY COMBINATION—This ad of the 

Park Forest Merchants Assn. in TV 

Guide is part of the deal in which 

the magazine provides the local 

merchants with a 10-day, $30,000 
promotion. 


Somerville Gets 


Job of Building 
Plymouth Quilets 


Detroit, Sept. 8—Chrysler Corp., 
which last week announced plans 
to develop separate dealerships 
for its Plymouth division, has ap- 
pointed Robert C. Somerville to 
perform the task. 

Actually, Mr. Somerville has 
been appointed executive director 

of markets, with 

the assignment of 
gradually devel- 
oping separate 
dealerships for 
all four Chrysler 
divisions. In 
many instances 

Dodge, DeSoto 

and Chrysler 

autos are lumped 
* together in one 
dealership. 

But all 9,900 
Dodge, DeSoto and Chrysler deal- 
ers also sell Plymouths, and es- 
tablishing separate Plymouth out- 
lets will be the new marketing 
director’s chief assignment. 


® Mr. Somerville, for the last two 
and a half years v.p. in charge of 
sales for the Dodge division, has 
been in the industry 40 years. He 
joined Chrysler in 1931 as a mem- 
ber of Plymouth’s sales promotion 
staff. 

In another marketing change at 
Chrysler, Raymond J. McGovern 
was named director of markets, 
working under Mr. Somerville. 

In a letter to dealers, L. L. Col- 
bert, Chrysler Corp. president, said 
those in charge of the new market- 
ing program would begin first in a 
few selected cities and metropoli- 
tan areas and gradually extend 
their activities. 

He emphasized that the change 
to one-division dealerships would 
be made gradually, and only after 
a careful dealer-by-dealer study. 


® “The situation of every present 
dealership will be considered sep- 
arately and in the light of its own 
particular circumstances and the 
dealer’s individual preferences,” he 
added. 

The present system of selling 
‘Plymouths only through dealers 
handling one of Chrysler’s other 
cars started in 1930. The original 
\idea was to give the then-new Ply- 
imouth an established countrywide 
dealer organization overnight. 

Some of the marketing compli- 
cations that have developed since 
[then were refleeted in Mr. Colbert’s 
jlist of the advantages of the new 


Top Volume in 


Magazines Had 


‘54, MAB Says 


(Continued from Page 3) 
continued all forms of national ad- 
vertising. 

In 1954, magazines showed gains 
in 17 of 28 Publishers Information 
Bureau classifications, losses in 11. 
Newspapers gained in nine, lost 
in 18; network radio gained in 12, 
lost in 14 and network tv gained in 
24 and lost in two. 


® Magazines led all competing me- 
dia in 18 of the 28 classifications, 
and the nearest competitive medi- 
um (newspapers) led in seven. 

These figures are taken from the 
Sept. 12 report of “MAB Briefs,” 
which also recaps the astonishing 
growth of all national advertising. 
For example, from 1939 to 1954, 
dollar volume of measured nation- 
al advertising more than quad- 
rupled. It advanced from $333,000,- 
000 to $1,429,000,000. 

Its growth is roughly parallel 
to that of retail sales, which grew 
from $42 billion to $170.6 billion 
in the same period. Measured na- 
tional advertising as a percentage 
of retail sales began as 0.79% in 
1939, dropped to 0.69% in 1950 
and rose to 0.84% in 1954. 

At the same time, the number of 
nationally advertised brands in- 
creased at a startling rate. “So far 
as we can determine, the number 
of nationally advertised brands has 
about trebled in the last 20 years 
or so,” the report declared. 


® One of the interesting parts of 
the recap is its measurement of tv 
volume as opposed to print media 
—something that should reassure 
advertising observers who think 
the printing press is about to be- 
come as obsolete as the crossbow. 

From 1949 to 1954, the net in- 
crease of advertiser investments 
in network radio and tv was $253,- 
000,000. At the same time, nation- 
al advertising investments in mag- 
azines and newspapers increased 
$251,000,000 (of which magazines 
secured $155,000,000). 

In this report, MAB has again 
weeded out what it regards as local 
advertisers from national adver- 
tising expenditures. This means 
that some 361 advertisers, who 
spent around $35,558,000 in news- 
papers, are deducted from the fig- 
ures and their expenditures from 
the totals. 

MAB argues that these adver- 
tisers are billed at the open or 
general rate by newspapers, but 
that they are local dairies, utilities, 
brewers, bakeries, etc. Also omitted 
from the summary are political and 
religious advertising. 


“divisional-line” approach: 

It will, he said, allow the dealer 
and his salesmen to concentrate 
their energies on one line of cars; 
it will simplify the problem of 
maintaining stocks and inventories 
in the face of “the multiplicity of 
body styles, color combinations 
and accessory options demanded by 
today’s buying public,” and it will 
permit more effective use of sales- 
room display space. 


P&G Names Compton to Handle 
Big Top Peanut Butter 

Procter & Gamble Co., Cincin- 
nati, has appointed Compton Ad- 
vertising, New York, to handle 


advertising for its new subsidiary, | 
W. T. Young Foods, Lexington, 


Ky., maker of Big Top peanut 
butter. 

Compton, agency for several 
other P&G products, including 
Ivory soap, Crisco and Gleem 
toothpaste, will begin handling the 
new account Jan. 1. 


Pe 
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Football Tickets Go 
to Crane Co. Men 
Who Score in Sales 


Cxuicaco, Sept. 9—Football is in 
the air, and football tickets, in- 
cluding admissions to bowl games, 
are the prizes in a sales drive by 
the heating division of Crane Co. 
during October and November. 
The contest is for the 750 salesmen 
working out of Crane branch 
houses all over the country. 

George L. Erwin Jr., v.p., gave 
these details of the competition: 

It is a contest in which 856| 
tickets to college football games | 
will be awarded. 

To the top men in each of the 
company’s eight sales districts will 
go pairs of tickets and expense 
money to New Year’s Day bowl 
games. 

Salesmen will earn points by 
lining up new dealers, selling fur- 
naces and boilers for display, sell- 
ing baseboard displays, store signs, 
job signs, truck and window decals, 
direct mail programs, cooperative 


SCOREBOARD—Joseph D. Jentz, Crane Co. advertising and sales pro- 

motion manager, left, and Howard Bede, account executive and 

v.p. of Leo Burnett Co., review score board and dealer aid pieces 

to be used in the national heating contest among Crane heating 
salesmen. 


newspaper advertising and classi- 
fied telephone directory listings. 

Crane Co. shares or pays the en- 
tire cost of most of these items, Mr. 
Erwin explained. 


® He pointed out that merchandis- 
ing, like charity, must begin at 
home. 

“We must make available to our 
dealers the professional selling 
tools necessary to compete in to- 
day’s fast moving market,” he 
said. “Each of the promotional 
items included in the contest is 
tried and proven and will help 


‘Crane dealers build up their busi- 


ness.” 

The items include an organized, 
hard hitting newspaper advertising 
campaign, outdoor lighted signs for 
dealer identification, boiler and 
baseboard displays, radio and tele- 
vision commercials, classified tele- 
phone directory listings backed up 
by national advertising, “on-the- 
job” signs and a series of giant 
Kodachrome post cards for direct 
mailing. 

Leo Burnett Co., Chicago, is the 
agency. 


TV Time Foods Buys TV 


TV Time Foods, Chicago, has 
purchased 39 weekly 15-minute 
participations in Walt Disney’s 
new “Mickey Mouse Club ” (ABC- 
TV) for its TV Time popcorn, a 
complete package of popcorn, salt 
and popping oil. TV Time pop- 
corn will be on the air Tuesdays, 
from 5 to 5:15 p.m., starting Oct. 
4. Ruthrauff & Ryan is the agency. 


Dodge Promotes Jack Minor 

Dodge division of Chrysler Corp., 
Detroit, has appointed Jack W. 
Minor to the new post of sales 
manager in charge of advertising, 
merchandising and related sales 
activities. Mr. Minor formerly was 
director of advertising and mer- 
chandising of Dodge. 


Kotzen Studios Moves Oftice 


Dorothy Kotzen Studios, adver- 
tising art and production, has 
moved to larger quarters at 147 
E. 50th St., New York. 


GUY S. WARREN JR. has been ap- 
pointed exec. v.p. of D. P. Brother 
& Co., Detroit. Mr. Warren has 
been with Brother since 1939, most 
recently as v.p. in charge of the 


agency’s creative group. 


Goodkind, Joice 
Merges with Kemper; 


Joice Is Chairman 


Cuicaco, Sept. 8—Clyde M. 
Joice, who has been president of 
Goodkind, Joice & Morgan for 15 
years, this week stepped into the 
position of chairman of the board 
as the agency merged with Don 
Kemper Co., Dayton. 

Mr. Kemper, formerly president 
of his company, succeeds Mr. Joice 
as president. The two agencies 
will pool facilities, but retain their 
separate corporate entities for the 
time being. 

To date, the Kemper agency has 
worked mainly on hard goods and 
industrial accounts, while Good- 
kind, Joice & Morgan has concen- 
trated on package goods. The 
combined facilities are intended 
to offer broader services to clients 
of both agencies. 


® The combined list of accounts 
at present includes Planters pea- 
nuts, Joan of Are canned foods, 
Goldenrod ice cream, Pickard 
china, Reese Finer foods, Jewel 
Tea Co., Burgess Seed & Plant Co., 
Scott’s Lawn Aids, Cappel, Mac- 
Donald & Co., Standard Register, 
Delco farm products and Acme 
Aluminum Alloys Inc. 

Western accounts of the agen- 
cies will be serviced by Raymond 
R. Morgan, Hollywood. They in- 
clude White King soap and Fol- 
ger’s coffee. GJ&M also recently 
established an office in Memphis. 


Frenkel to Retire from W]]D 

Tex Frenkel, with WJJD, Chi- 
cago, for the past 10 years, cur- 
rently as sales manager, will re- 
tire at the end of September. The 
radio station has not yet named 
Mr. Frenkel’s successor. 
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..YOU'RE IN THE BIG PICTURE FOR FOOD! 


One hundred and twenty million times each day, people away from home eat meals in America’s 
institutions, at an annual cost of more than 16 billion dollars, or one-fourth 

of every dollar people spend for food! 

That is The Big Picture for Food—a continuous but always-changing “spectacular,” 

produced around-the-clock, around-the-calendar by institutions executives. 

If yours is a product that belongs in The Big Picture for Food, sell it in the magazine that is their 
daily ‘“‘working script” as they produce the Big Picture for virtually every product of American 
agriculture, industry and business . . . food for 120 million meals daily . . . food 

service equipment worth 350 million dollars annually . . . furnishings for five 

million rooms. . . construction worth nine billion dollars a year... 

maintenance machines and materials for two and one half 


billion square feet of floor space, plus walls, windows, lighting, mechanical equipment. . . 


CONSULT YOUR ADVERTISING AGENCY OR WRITE TO INSTITUTIONS PUBLICATIONS 


MAGATINE 


MAGAZINE 
OF MASS FEEDING—MASS HOUSING 


...and there's a 


BIG PICTURE 


for you 
if you manufacture 


@ FOOD SERVICE EQUIPMENT... @ BUILDING PRODUCTS ... 


Commercial equipment for 120 $9 billion plus, of new construc- 
million meals prepared daily. tion and expansion in 1955. 


W 


mi 
ae 


@ FURNISHINGS... @ MAINTENANCE PRODUCTS... 
6% million rooms furnished for 550,000 buildings to be cleaned, 


America away-from-home. repaired and renovated. 
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of TV as ‘Appropriate 


New York, Sept. 9—It was tele- 
vision’s inning this week in the 
our WET proofs are always DRY! continuing inter-media battle, with 
Oliver Treyz, president of the 
Television Bureau of Advertising, 
firing back at the Hearst Adver- 
tising Service. 


when it’s oy | 
4 im June or why 


Sounds like a damfool remark. But our new central unit 
air conditioner and humidity control allow brilliant color proofs Mr. Treyz’ statement was a re- 

to roll off our four color proof presses during the most humid days. buttal to Hearst’s July “Television 

To you production men this means meeting last minute schedules on those Facts” bulletin, which listed iy 
speedy color jobs that break in the summer. (In the past an former network tv users (AA, 


engraver had high humidity as a legitimate excuse to be late.) ee oy a 


Now instead of smudgy and inky proofs, you will be assured that and spot, is moving from a record- 
each day of the year you will receive sheets that will be breaking summer into an even 
sharp, bright, colorful and dry from better fall, the TvB head said: 


“Taking an obvious leaf from 
the weather’s current fad for whip- 
Hutchings & Melville, Inc. jing up pig winds, the Hearst Ad- 
4043 N. Ravenswood Ave., Chicago 13, Illinois | vertising Service butted and putted 
iy up what was inten o be a hur- 

a en ee ricane propaganda blow against 
Skilled operators of the imported Klimsch Process camera— makes the best negatives in the world. television,” he said. The result was 


photoengravers 


Treyz Characterizes Hearst's Disparagement 


for Hurricane Season’ 


any battening down of hatches. 

“With obvious relish, Hearst 
composed a list of advertisers who 
used network tv some time during 
1950, 1951, 1952, 1953, dropped out 
before 1954 and had not returned 
by July, 1955. This calls for a lit- 
tle air-clearing. 

“It is fairly easy to account for 
the so-called advertisers—174 of 
them were listed—who have 
dropped out of television during 
1954 after being on for some time 
between 1950 and 1953. 


® “Sixty-seven of these advertisers 
did not leave the television me- 
dium. They were either in spot 
television during 1954 or back on 
network televison in early 1955. 
Such companies as American 
|Bakeries Co., Bulova Watch Co. 
and the Tea Council spent more 


a mild zephyr hardly occasioning |Money in spot tv in 1954 than they 


Se 5 ae 
engi 
ee a 


> 6 ‘ , . ~~. rs 
se lille TO Paget a: 


‘And next time one of your space guys forgets things have 
changed in Cincinnati, I’m really going to get mad.” 


¢ , ’ : j < ’ nged N ’ [ ite 
BETTER NoT TRUST your own memory too far. Things have w g © soup CcRAT 
in Cincinnati. Today, the CINCINNATI ENQUIRER leads the daily field > anaes tin 
a . $ / = Sat - ° - -—r , ‘i ‘ . . — but . { A- 7 
not only in Total Advertising Linage . . . and Total Circulatio y ceeceenani encumER SS 


in City Zone Circulation as well! (Source: A.B.C. and Media Records, 
latest 6-months’ figures.) *There has never been a question, of course, 
about the Sunday Enquirer's leadership. 


>A 
oa 


‘had previously spent in network 
television. 

“Twenty-four companies on 
Hearst’s ‘morgue’ list did no 
measured advertising at all during 
1954. This includes network tele- 
vision, network radio, magazines — 
and newspapers. ' 

“An additional 35 of these com- — 
panies spent less than $25,000 in 
network television over the entire ° 
four-year period they were using ~ 
the medium—hardly a figure worth 
going into the wind tunnel for. 
Also on the Hearst death dossier 
were companies such as Ronson 
Art Metal Works, Cluett Peabody 
and others that will be back in net- 
work television by the fall of 1955. 
| “The expansion of television to 
a truly national medium naturally 
discarded some of the local adver- 
tisers from the network advertiser 
\list. This would include such com- 
/panies as the Chester Ford Dealers 
Assn. 


'8 “Before the wind is allowed to 
die down, here are the facts: 

_ “Network tv had 52 advertisers 
in the first quarter of 1949, 102 in 
‘the first quarter of 1950, 169 in 
1951, 177 in 1952, 168 in 1953, 214 
in 1954 and 236 in the first quarter 
of 1955. 

| “National and regional spot had 
267 advertisers in the first quarter 
of 1949, 527 in the first quarter of 
1950, 987 in 1951, 1,277 in 1952, 1,- 
(260 in 1953, 1,950 in 1954. In the 
‘first quarter of 1955 there were 2,- 
346. 

| “With the facts in perspective, 
let’s go back to work,” Mr. Treyz 
concluded. 


| 
ABP Names Co-Chairman 


William P. Winsor, v.p. and 
publisher of Materials & Methods, 
‘and Angelo R. Venezian, assistant 
|to the director of advertising, Mc- 
‘Graw-Hill Publishing Co., will be 
co-chairmen of the business paper 
practices and information commit- 
tee of Associated Business Publica- 
tions. The committee, a combina- 
tion of two formerly separate 
groups, works to determine exist- 
ing practices and policies in vari- 
ous publishing areas and to rec- 
ommend standards to increase 
operating efficiency and improve 
customer relations. 


| 
Printing Industries Moves 

The administrative staff of the 
Printing Industries of Philadelphia 
Inc. has moved to the trade asso- 
ciation’s new building at 19th and 
Cherry Sts., Philadelphia. Member- 
ship in PIP numbers 242 companies 
representing some 30% of local 
graphic arts companies. 
‘Chandler Joins KGO, KGO-TV 
| McLean Chandler, formerly 
manager of CBS-TV Spot Sales 
for San Francisco, has been named 
sales executive of KGO, and KGO- 
TV, San Francisco ABC-owned 
stations. 
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It's All Chance 
in New Sylvania 
Video ‘Contest’ 


NEw York, Sept. 7—The “world’s 
simplest contest”—so simple it’s | 
really a national drawing—is being | 
used to help Sylvania Electric 
Products Co. merchandise its line 
of products. 

Contestants in the new scramble 
are not required to buy anything, 
write a jingle, compose a “why I 
like” testimonial or answer a ques- 
tion on Shakespeare. 

All they have to do is fill in their 
name and address on an entry 
blank and mail it to “Beat the 
Clock,” Box 450, New York 19. 
They get the blanks at any store 
handling Sylvania products. “Beat 
the Clock” is, of course, the Syl- 
vania-sponsored CBS tv show, and 
a contest operation itself. 


| 
| 


® Every week, as part of the tv 
show, a simple drawing will be 
made with ten winners’ names 
taken out of a drum. Prizes range 
from small radios to a 21” console 
tv set. 

After each drawing the contest 
starts over again, and the contest- 
ant has to submit a new entry 
form to be eligible. There will be 
plenty of winners: The contest is 
scheduled to run for 52 weeks, 
with the first drawing to be held 
Sept. 10. 

Through J. Walter Thompson 
Co., Sylvania will promote the 
contest with a national advertising 
zampaign,. including television, 
Aewspapers, magazines and store 
window displays. 


Milk Bottle Cap Use Shows 
Wives Prefer Quarts 


An increase of 2.31%, first in 
recent years, in dairy use of bottle 
caps and closures for the first six 
months of 1955 over the same 
period of 1954 is reported by the 
National Assn. of Sanitary Milk 
Bottle Closure Manufacturers, 
Philadelphia. 

The institute considers the in- 
crease significant not only of in- 
creased milk consumption and use 
of glass bottles by dairies, but also 
of housewives’ preference for quart 
bottles, despite promotion of mul- 
tiple-quart sizes in some cities and 
growth of bulk milk dispensing 


machines in restaurants, lunch 
counters, schools and industrial 
plants. 


National Tea to Buy Chain 


National Tea Co., Chicago, has | 
completed negotiations with Liber- 
ty Cash Grocers Inc., Memphis, for | 
purchase of the Montesi Super 
Market Chain. Included in the deal 
are six large supermarkets in 
Memphis, plus markets in Jackson, 
Tenn., and Columbus, Miss. Three 
additional supermarkets now 
leased or under construction in 
Memphis are also included. In line 
with the company’s policy, no 
change in store management or 
personnel will be made. National 
said it hopes to make this acquisi- 
tion the foundation of an expand- 
ing branch of 40 or 50 stores in the 
Memphis area. 


Servel Names 3 Sales Execs 
The home appliance division of 
Servel Inc., Evansville, Ind., has 
completed its sales organization 
with the appointment of three ex- 
ecutives. They are Donald B. 
Smith, formerly director of adver- 
tising, sales promotion and public 
relations, Lewyt Corp., Brooklyn, 
advertising and sales promotion 
manager; E. A. Nash, previously 
with the Airtemp division of 
Chrysler Corp., Dayton, merchan- 
dising manager, and Harry Bowser, 
formerly director of sales develop- 
ment and field sales manager of 
L. Bamberger & Co., Newark, N. J., 
director of sales development. 


Gorrells to Specialty Bakers’ 
Specialty Bakers’ Services Inc., 


Detroit, franchising agent for a 


new health bread developed in 
conjunction with Kellogg Co., has 
appointed Ned and Ruth Gorrell to 
its staff, with headquarters in 
Largo, Fla. Mr. Gorrell, an account 
executive for the Detroit Times for 
the past six years, has been named 
a v.p. in charge of the company’s 
southern area. Mrs. Gorrell, home 


the past 10 years, has been ap- 


pointed director of home economics | 


service. 


Soil Builders Campaigns 

Soil Builders International Corp., 
New York, has launched its fall 
campaign for Glorion for rebuild- 


ing lawns. It will use 1,000-line| 


ads in the garden sections of New 
York and Eastern Seaboard news- 


'papers. Byrde, Richard & Pound, | 
economics director of the Times for New York, is the agency. 


Nielsen Names Builer A. E. executive. Mr. Butler, who joined 

Richard C. Butler, client service | the company in 1947, will continue 
executive with A. C. Nielsen Co.,/in Nielsen’s radio-tv division in 
has been promoted to an account |New York. 


= Give us Your HARD Jobs- 
Your Folded and Your Bound! 
IMPRINTING — OVERPRINTING 


Sersen’s IMPRINTING, INC. SHesepecke 3-2050  CHicago 7 


17 N. Loomis St. 


“This time he really blew a fuse!” 


@ Today’s high costs can be enough to short-circuit 
any man’s temper. So just in case of an emergency 
blackout, keep this bright idea in mind. 

Whenever you’re in the dark about high print- 
ing costs, turn the spotlight directly on the paper 
you're using. The cost of paper represents one-third 
of the average printing bill. Not so long ago papers 
of equal quality were all priced about the same. 
But today it’s an entirely different case. 

Today, Consolidated Enamel Printing Papers cost 
less than other enamel papers of equal quality. 

This welcome cut in paper costs is the result 


of a 


inodern papermaking method Consolidated 


pioneered. It eliminates several costly manufac- 
turing steps while maintaining finest quality. 

It’s easy to prove that Consolidated Enamels 
will cut your printing bills. Simply contact your 
nearest Consolidated Paper merchant, or write 
direct for a generous supply of free trial sheets 
for a test run. Then judge for yourself. 


- 


_ enamel 
printing 
papers 


production gloss * modern gloss: flash gloss 


productolith « consolith gloss * consolith opaque 
CONSOLIDATED WATER POWER & PAPER CO. Sales Offices: © 135 S. LaSalle St., Chicago 3, Ii! 


= hy ot pated as 
a ee Tag ge ee A og : ‘a + j = h ; ‘ 
te we Mh t, Pid ae bt oe . oa ee ag" eS): ee ‘ th ar a ~ er om: ae Pee Pe PER - BS ee ee OS pr Oe ee P in ne se ye te as oe 2 
E - a + Ae FE Cer + RR Se sei abe ex erie ‘ » A , ’ Race Yi P ; ~ / zs fates i oe oe. ’ i: fi ? “Ta ra J ™ ‘ Brie ; oe 
i 
& : Py ’ 
sss aS 
a ee a 
| 
: ee NN en ee 
o— 
a 
¥ 
‘ 
e.: ' 
2 
ar 
oe 
‘> 
: 
=! 
as rd ! 
f if | Zé oe i Sa i 4 : : ‘ j : : = = 
: Ok oe cal hp ee is, pe ee ea ik MS wo ; te es ee Soy ke a ae eae fa Sie ry ee eee aed 7 i‘ * <i sig ee 
a & Re ies, Be Fog co ae i 3 Sees PO BE ee if as ORE ie ee oe lite Se eae oe Ned pee a =f - eee ale 
7: ie Bs ihe, Beis Re eg Be Pee oe ee PR as oa eee, Owe 4 Sapa ieee ; ; ae Jes ibe lpe) 5 aea 
: cr a ie Ree i of, ReGen Oa eae ey os aa Raa : “A 5% eae. eh. Teta SaegS ee Pa eS RM ines RAS f° ga NS " a4 ae Be ee eee 
Ee OE Pe ee MG area | oe oe Ce fe a gees a va ea 5 6 Rae Fe ae. SS ee Bese 8 
a eae Spot iae ge Mi 8. i4 ‘ ce ee oer * ® = , Rie & 5 Sake tiie the Rae RY arn 
a y 2g és His ae ea = see: Seog ay Raggi be on a ae ee. Pe ee Be hee ¢ oe 3 + pose 
- i TOE, Bares Ae i gi ate Ro ia ie i & ie : re eg oe re eae , We aa 4 : pcamacn 
; . DOSE Se i ee eo OR RPL NS gi Sane peta aa ee ese char cae 
a t z - i oe: 5, SR See ee ee ee ae SM ey =. Z eae a rg Phe oe e: a ee OR RO ale RS ci oS ee Ne CB Se Me Sa gaa ee TS OP i a. AREF = Cae 
ie oe eR ee * fe me 
3 | oe ots ne Oar ie eee Bee ohh oem ete es hs Rx en alae en i ; Sas ic, = eae ake ieee eh 
2 ne Sy eee Shae, Aaah MSG Sy nae ae a ake eae ae eee oe Pees ee eS ‘ 
4 I ae INE <a k Grgs \aieiagee sees je ee eh See ee.” Oa ee MP e-em he or Ne ee ie st! S 
| os Pe ne Aas ge ee. eh le Ra SS ea hs a eS 
| oe ae, : om ay a tae, i ve oerek bd Aes: > ale . . 
~ i] ies is a sen aps tee ee : 2 ee i i * Ss Aa li ; he ‘ bees 
ae t ale Te: m fe Be Oe a cee i mene , na eo Re pe Z i 
Oey See as en a Pei.” aie neem aa ae pag a - bree 2% : a gaa wes Slee ements: Se 
a RR ae ee SOR EN aS eel a Spee BO ee ee eee A Ey ss eee ue dest he 
a ae me Pe Gath A eee ze ewe 2s aap SN RSL Oe ate a ana Z % age rae ogee oS ey Ce ee or ik eee 
Bas | as FUR We eC Re Cn ae aa Re i RS i a pes as noe Sy eS eta st > Pees a Rc io RT 
| a, (ae ge ees ge ge: gan (MR eS i ee pia eee 8 Ses ia paras EO. ES Ge Mts Page cat 
if \ J aie ee ig SO cal -ee eee SS okie ce rhe ee RRA Sten EO coege ge ae 3 soil Ne See HAST A — 
OS Cima. pe ne eae a a: ere ce ‘ 3 a ae: Bes ae ne, Ba Ay Pe LS Satie al ee ie 
; j COE SORES SRN a ea cS <n ee 1 Pig ee eS Re a ha ae plane ve 
tf { Rey i er ep mR. i eat. a 3 eR A eg tiie is Sn Stee. moe a er, i eae eae. a 
‘ fj | Sig a a age] ae hee a es E Be ksh e Ree pe ~ samen aa Sa dem ES ig ae is 55" aol Sy Re or ae isa ue pi, = es 
ie | Be, alee aaa re ee ee cS ee ee —— a . I a, & Pape 2 age aga ee 
“_ | ames ge oy eee Be erin ee oo Jie si a ke ee ae a aaee Spee, TR ee eae 
é Bie ocd RS ee ae a 2 5, ed << Gia eos ene ane car ot ae y oe ee Ra: 
ae Pe ate See. ey ise Ba ge ee Keo gi Sele aie -* Pte Seaeae eaiee: 2 aie 
; wn ea WaCPHE 8 ike ae : Ba ee cee agree os ee as ate nero ae 
- i ¥ es, edge Pee oS is a ais MN a a : . os ‘ RS aaa a tee aa oe th 
i | ee ee ee ee ye -s i. Se 
ips aks cases’ BOL ECR, 6 SiO Nei Va TUE CA na ie a en en es oa OPM: he 5 Sea ab many eee Lae | ota 
es Pa ea ee ean ie <a Sees Bal: GLa, Rage AES A eR aie) cian _ ; Sapte Nay 3 Bie ee pose St sk he 
bana PY Wer ta tS Ba epee eee pe peat: wieme a Sees ie i re oa Mc Peet Oe abet MMe i BAM Te Rg 
~ Pipe ake aie. eee ee «5 eee he eee ee eo ee | t Sea et, ical Pe Sony a es me CE ee eee es ee eM RMS a 
3 al ee et Le Tg =, a a i 
—! | 5. A UR one cen MR EE Sn ec ees 9 ee BS eek ie sh rae a Met oe RRS AO Sis TR ie il = 
rn “ae eek he tae * SI aR es aed nt Be ie aoe : pe af ra 4 3 i er se "e mee i ae vig Soca a a my ; Be: 
: % ie sit aati a, 3 si me ; 
| he " E 
i é 
ee om —— - . | 
iy 4 : i 3 .. > ae Rem = 
if ; ‘ : j — 
} ao oe ; i , a Fa F 
\ : i ii & 8 < ? ‘ 
f ‘ eb Bnew. Haat 66 aids AGAR toe aa Fs oe 7“ =a ig é , 
é Me ey gk: /- iit: ess ua a aI gt Re ae ee Ci =e? yee Sid eet Saas ee ee : 
od Pn ig dk He he eo. Shit aa is ee ieee » PN eee Ne oh ge 
"5 i a te cee ee eis ‘ike lage aa es, Se 1d oe a eee ok Hack ha. . . gh it ella ees s Ce i ae ee oe Ret tr got * 
Wiese: ee Fo BO eS GE GO 2, | aes MME aad er a Bie nO Be ; ‘ Do OE SP ee Gee ak 
ae fe ” eas aac: X15) RN he? 4 i ¢ POPE in 09 guar i 5 OSA Aine 
a vo ke 7 = Meee ; ae RF As aan ee he Ee om See 5 4 a te = ee Te we hee ae 
Es ) a A a oe ase hy a og Se iam me NOS ee : = a ee ee sity 2 ‘ shag Ga ar cj ener Le 
2 at aaa $ eg ee TR ee aoe ae: m . RU ake = aie : e lee: We ee We Pee aa j 
es eS. ee rae TON ees Oe 1 ea CR ele is i ; 3 ee See ba pa i aang, ‘aan 
: : eee ve sa $ee Be UR BE io sole et ale we BS 8 an 5 a 2S eee wh Sous ee 
> : Sy ait GRRE Bice aaa ri ; SS a ine = ee 5 ae ox “ ’ NEST. ee : 
ae ' a ene f pt oe : cee Je gO aetna J ig 43 eet aca 4 ‘ 
i =e aio Oe. Rs IF i Stet mn FLARE sre ca cage ‘ “4 oa ae 3 es ae eg art 
a aN ai % ma Ce r Race ‘ ae Pi Wakes oe ae Ms: a eat rs 4) 3 
j Qa | ie ss a ‘ ee ° ; é se _ ee Bia pone ss: a : : ; 3 ‘ ; eae 
2 j Pc a Se, oe mat ee re ae: 5 ° eee ‘ ‘5: oom eee : i 
f er, 5 ayer "hs eas 8 ge Pa . » a ee Be ob eos 
% ee oe ee Oe 5 ea A ce omer eee ; i UR Sl eee 
i i ees ee : Ree Bs ete ae Bone: 2 gai E ms oe ~~ : Sas ipaek Bekok evar e 
t ) pe PTs er; Plier en ee f Ee ie ue: Di i ot | ha Ah Dips ae 2 ead Splat eS 
a ge ere eS ie a eS i ace ce : Sd ab es Pip “tag Mees Py ae ae tie ait 
2 ae 5 4 2 3g a: ag i vie je sas Bre ¥ : ibe x et tote es ee TAS ar 
| Be a AS Rr am 4 ee i "eee Zl soared: , ee ee eg ee oie a eae Ste 
st | Soa ee Sins, ee Re AO igi pie, a . “” eee, 4 OPEOE Fa ae gts ae al ee 
e , 3 % oe 4 oe ay ‘x Rhee Oe ena been, oo ae j J ss 
ix | g f ; sad iati i i} - 
a } ee & : Ps: 3 4 2 ee ? 
: A ee. bas es 3 Oho ae ee ae é ‘ ‘ . "9 
i : : De 2 ; ‘ pee ee ge ~ fh eemntats ae 4 é 
: a o as i eae . ‘ ’ 
gy | f : ie Fit $e ls si bs Z rin ee ioe? Me P, ; 
ois rn ies ER ate a, 2 a ee ee ggg ee 7 : 
ee ee Pi ee ‘€ es. a oe ce te ge < oe: i sl ee 3 atid 
4 | ieee an SEE 2 nal je pes ies — , Raa 
iad | * Pp a RSET BOE & Betis % a tay a i 6 cee eg Bi. ae 
‘oo Pe a - “ae Pe oce i a Se ea ae ee i ga S&S a foe, & 
ll Soe a Se nS “RP ee oo ge Spite iy. 
: ct iy Pe ee : Beta brah 2 tee ‘oa ms ay a 
oie | pee eae. ree sa % 4 ee ee ace ” tee ae ae ae ed 
meee ae. as a j eb Repay Ce a ee , PPmsdiay. Ry ae ae meal dashing dt ap 
F | ‘ae ee sta ; zi: . a > hice % ‘ es. F 4 cine: 
ag poe San oe an ae a ae ee cr . 
dene “ . ee s gis * ‘ * ie eee cae. 7 3 ae | ee i ; 
Beet og * Nee Ae oe i, ee Br eee Ss senc = 38 r 
He { sap <i ‘ eae ——— Teen fa ae oe ff 4 ee Pi g° 
Die ‘i es ee ig Ge, I 3 = ee ae, indies 4 Sarath, 
er tart SH See a e tt Pe eee e ee Oo ; 
ss , “ Sees <9 Sal tS) , i aaa Tite a < e Ry 2" eS H 
F : SS aaiaes a = ok ae ogee Mee ge j é 
: ' emreee 2 eee q oe: a ea ae Piven * F igs a i vaphe's itehes 
“a eo cae ese k ge pee ee le Y j ae / - sh ‘ 
z ; le wa Ns. ~~ a 3 aS wea ‘ 4 i { ‘ nae 
; aie ape ee MMe eee ae 4 Te os ae Bris a as: au roars 
eunhll ote) ee oe ee me 7 oe i SS ss ee pa pk Ne « 2 = omg ee 
a4 f a Sea on ae in Be 3 % Th 
c f es am ie Au. 's * ade y 3 a 9 -— % 
a apa =e M4 ay : ee ee lala pe na 
‘ i 2 et Tg ae oe tea ee ‘$° oe . &, BI at be Mere, ote tate Ala 
; eae: et en eae a » b aes we: in Laer 2 
i : Rae Ge ae fe ag mag | x 4 a og a a ie 5 ON Cy Sea ; 
= W Kae ee eee ae wid * P Me i ae a es wig : ; 
. \ : sp ate te a oa a) oe, ses is Re as Nee pigeons < ie pers - 
‘ 
bi | 
ae | 
s : 
: ‘ 
vt 
” ° 
= . 
es 
_.’ } 
= 
d { 
i i 
| 
‘ : 
Contoledated 
' 
i _ 
| 
ee 
' 
' 
’ 
Ta Ry ES eee RR ay Re AED RES iy, Samy ee is Beg ee Ne pe, eS RR Eee ok. nh Gee be eee or ee ite a eae, Se RR une bg is wien \ a ae Pil ag OE BESS SS : pric Meee hee 
Siete A © eae = : poate ey, Lem S ey: cae.” Aa! Gone tte x! my anata ; BE, Fag ali et ees ae ie Se eee te Oe ag Meee a ba aa poe a eS =} oe Lae: : ‘ wh ao ee el a ch aoe 
- ae 5m PN ko: ae . oe See Bee ig - ‘. 2 By. ee GE 2 BNE ALS Sol ae Wi aac eee eek dye tae oo ~e, TOM wy tig ee fee Pak ete, D, % Meet >} * * oe Ge. oa ere nee Oe en =i ee ee vk at : 2 «Pn aA 
ae met" ne og WEE: SN Daeg he ee Wapeee ta ke ia Ae tees GAT, ge oe ae ee PA eg Tee Meret) Se ak oat ph SP” Peg eat ees ty he ee Pe 4 x ei. ie ae he DRS cal ce re IAS IY ae ee Fe Ce RN Ede Ne Ss ie Pe 
SE hes i ots eink ha Big ei SRY BUS ia et es” uke: ES ae oy, oe hil ae ae . gap. RY Sieh ee AS BS para pie i Ste at tp tae Pig me esa ae Noe, Cavite oo bk ah aie ses PAR Rome eee 5 ye a aaets Spe ee PER Bi 
hos AS ee ee de RA Bk RAR a eo ee eee ee bee eee ee a ae fel See ee aks cA ee oes ee oe me ae Ena! Shak REPAS Se ene eye “ ee tek. Wl See et ee eee nS a! © A So FCP eee cae ges eee ert Hoe Pg. « Cee SSP tg Ft 
ROWER ASG ae ARIE Fe meet Seah Pear gly aR REE OF oF Goh ie Ae ay eee rstNe 8 eek e Gimmnr wage. pe ok ie 5h Wed RR ma rad pg Pt ae ee ete ey ch ak ie Wunarte ls ae eg «hg eS ae See Site ioe, Phas Peay BI Le or ee Na ae ECE me eae dae 
eats et Soho ard ae Poh Si; ape see ees Ri coeireacae Meee RU Sea ger etd *2oagt a ee OH ie AS Rey me Ne OR ene gs oe a pee Salar. Bey pte Re Lag ae Ra OE CI OR OR eee EOIN wire, sk OS NL Thy UMS MBEEN tebe a 2 
TAP ue |e meee re 3 Sam eg ie, Stat By ap Whe Se tat oo pee.) Aap te <4 e Sree ae See fe Cia te Ce rida, Se eae BMY ce og euigle EO aaky. Re Vt adds Core Sie 2 a! weee od > eee ta ME” ames ty Ke ET = fe eee A gE oe es EAD dee <2 eee 
fe fe ads! ves Rha? Felt OF, Saleen Mabey Sm ii vee vie ac er Ee eens et w af Me Sia eames “ane Ba ma ES Nee Bs, as ‘ fe ners ines eS oe ee BET, Te ie OS Ge RS Se Bee Le een A ne ve! te : ST te hcl, OP So ages ys EE Se. aN Ae Acie 
i Pe ete ee ee Oe Sag ade aE” Gavia - oat gt Bae Bing Soo SS Ray tke ea gee aE ar ae, ah vai vie Oe ite twats : bes IE oe ee oP A RP ae EN A amr RT SRE) Famer ney tae goal ee OC ET BY ak a a tet es Oa 
ee ee ee fe ke ae ee tee, 3.) eens ete hye ee eee re OF ee PO pe eae MeO see Oe Oe ote Mie > FS pee re ee ce ee ee et at ee en Pen Ma a on a ee ee OS ERY SD i aye Ree ao el Mee eT Ate LAE eR fn Oe gin ae Sire Ree ae ee ps aie te ek. ee oe ee 


10 


| Claims Ads Mislead 
Public; Asks Tests 


Voice from Sewer 


‘ing Contractors, 


The Northwestern group had re-| 


quested, at a recent convention of 


plumbing contractors, 


that some 


tests be made of the various sewer 


WASHINGTON, Sept. 6—The Cast! pipe materials. 
Iron Soil Pipe Institute—which 


“Conflicting advertising claims 


figures that the advertising claims are confusing homeowners,” said 
of its competitors have the pub-| Homer E. Robinson, exec. v.p. of 


Advertising Age, September 12, 1955 


\the Associated Plumbing & Heat-| Pipe Institute’s member companies 
of Washington. | would be happy to bear their share 


of the cost.” 


Langeler Adds One 

Langeler Advertising Agency, 
Orange, Conn., has been named to 
handle advertising, for Unique 
Turntable & Equipment Corp., 
Brooklyn, maker of industrial 


Lincoln Adair Joins Tyson 

O. S. Tyson & Co., New York 
industrial agency, has appointed 
Lincoln V. Adair to its publicity 
department. Mr. Adair recently re- 
turned from London, where during 
the past two years he operated 
his own publicity office and was 
publicity director of Auger & 
Turner Ltd., London agency. 


Sy ricu ptmies 
eeynas 


lic confused—today tossed those the institute in a statement, add- | positioning equipment for welding. | ui 
‘competitors a challenge by pro-/ing, “The public is entitled to) Johnson Named to ARF Board 
posing a joint test of their prod-| know how different house sewer | Lachmann Names Puffer Co. Arno H. Johnson, v.p. of J. Wal- . 
ucts by some impartial agency. | materials stand up in service. | E. J. Lachmann Co., Amherst,|ter Thompson Co., New York, has 
Like, say, the U. S. Bureau of | “Manufacturers of sewer pipe Wis., manufacturer of fishing rods| been named to the board of direc- 
=== Soiatinaiahdiivenicne | aanen. materials owe homeowners and and flies, has appointed Charles|tors of the Advertising Research 
= : pea ote In proposing the test, the insti-| builders a responsibility to back (O. Puffer Co., Chicago, to handle| Foundation. He is also chairman 
tute was seconding the motion of|this project. The Cast Iron Soil | its advertising and public relations.|of the ARF’s technical committee. 


The sweetest music this side of a cash register 


fat om Go chem, oD Go wa wertiing fe lems Thats the wey te tee stn — ad We get meters Ws we eple 
ee 


ee 


Ree Re ee es 


(2) More page. tere comm, vee Patasiat cam ay eater sage 
ee 


ee 


REMINDER—This one-page cd run- 
ning in Parade will carry the im- 
print of the newspaper carrying | ia | 
the magazine section. Thought up| ) 

by Lionel Moses, Parade’s v.p. 
in charge of merchandising, it 
reminds company salesmen of the 
important extra local advertising 

being run for their benefit. 


Landers, Frary Fall 
Drive Will Chiefly 


Rely on Magazines 


New Britain, Conn., Sept. 6— 
Landers, Frary & Clark, maker of 
Universal household appliances, 
will introduce an automatic frying 
pan this fall and will continue to 
rely chiefly on magazines to pro- 
mote its lines. 

The electric frying pan will 
retail for $19.95, competitive with 
other brands. 

In addition, Landers will be 
marketing a newly designed elec- 
tric blanket, a five-cup copper cof- 
feemaker, a three-piece Coffee- 
matic service set and two new 
vacuum cleaner models. 

William J. Cashman, advertising 
director, announced that the vacu- 
um cleaners will be promoted 
throughout the fall season via in- 
sertions in American Home, Cor- 
onet, Ebony, Farm Journal, Good 
Housekeeping, Life, Look and Mc- 
Call’s. 


Five display placards fit this 
ten feet high pole for mass display 
on floor or gondola... helped sell 
cranberry sauce and associated 
items ... Design by Philip Kaplan, 
jor National Cranberry 
Association. Art by Jack Hines 
and Gus Schmidt 

Honorable Mention— 

Floor Merchandisers 


A series of placards and poles make 
possible a wide variety of displays for 
window, counter, wall... Design 

jor F. & M Schaefer Brewing 

Co. Photograph by George Greb 
Honorable Mention—Multi-plane Display 


Lithographed TV set, with vacuum 
formed plastic screen, flasher lighted, 
is a striking dealer display. Design 
by Leroy Hopkins, for Motorola, 

Inc. Photography by weuney Ferreta 
Second Award— 
Motion Displays 


_ BARBECUE 


® Special premiums will also be 
offered in connection with the 
vacuums and the Universal floor | 
polisher and brush cleaner. A Da- 
zey magnetic bottle opener, valued 
at $4, will be given to anyone re- 
ceiving a demonstration of any of 
these products. Any person buy- 
ing one of the cleaning products 
will get a $30 10-cup Corona cof- 
feemaker. 

To introduce the frying pan, au- 
tomatic blanket and new coffee- 
maker models, Landers will run 
49 insertions in 28 national maga- 
zines through Christmas. Sen 

Mr. Cashman said the ad sched- 
ule is designed to “pre-sell con- | (ai a as 


sumers so that there will be a_ ( SF “YR = 


heavy demand not only for the EEE 


new products but for those pre-| sf a ae 
viously manufactured.” Goold & & TIME and LIFE 


The vacuum formed plastic horns 
get high attention, and build brand 
identity ... Design by Russell Stone, 
Jor National Distillers Products 
Corp. Art by Jack Hines. Sculpture 
by Arthur Cerveny 


This eight foot tall display Third Award —Combination Displays 


promotes related items in food stores, 
gets retailer good will... Design by 
Alexander Stauf and Tom Cahill, 

Jor Jackson Brewing Co. Photograph 
by George Greb 
Honorable Mention — 
Floor Merchandisers 


"Now theso famous twine 
are dresser like 


Tierney, New York, is the agen- 
cy. 


American Hygienic to Jacobs’ 
American Hygienic Corp., Chi- 
cago, has appointed Lester L.| 
Jacobs Inc., Chicago, to handle its | 
advertising. American Hygienic 
distributes Delicate, new external 
sanitary napkin that is compressed 
and packaged in a container the | 
size of a lipstick. National maga- | 
zine and test market campaigns 
are planned to open in the fall. | 


This display was used largely in 

golf pro shops, to get pre-publication 
subscriptions for “Sports Illustrated” 
... Design by Stuart Leech, for 
Time, Inc. Art by Ben Harris 
Honorable Mention— 

Counter Merchandiser 


Wraparound for a market cart makes 
a dramatic floor stand for Saran 
Wrap... Design by Stuart Leech 

and Ed Pacult. Photograph by 
George Greb 


Third Award—Miscellaneous Displays 


The Rheingold snowman holds in 
his arms vacuum formed bottle and 
can, features new packages... 
Design for Liebmann Breweries, 
Inc. Photograph by Paul Hesse 
Honorable Mention—End Cards 


WXIX Boosts Colvig 

By Colvig, formerly promotion 
director of WXIX, Milwaukee tel- 
evision station, has been appointed 
an account executive of the CBS- 
owned station. William H. Ryan, 
formerly promotion manager of 
KFMB and KFMB-TYV, San Diego 
CBS affiliates, has been named to) 
succeed Mr. Colvig. ) 
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Seamprufe to Gibbons-O’Neill |Star potato chips 
Seamprufe Inc., New York, lin- Cheezies. 
gerie and hosiery manufacturer, 
has appointed Gibbons-O’Neill, Agency Names Huntington 
New York, to handle its advertis-| George Huntington, formerly 
ing, succeeding Rockmore Co. Ini-| with American Broadcasting Co., 
tial campaign is a major Christ- | has been named research project 
mas promotion, leading off with a director in charge of media re- 
color page in the Dec. 5 Life. /search for Dancer-Fitzgerald-Sam- 
'ple, New York. 
Champion Bag to Ross Roy 
Champion Bag Co., Chicago, has Kanco to Market Service 
appointed Ross Roy Inc., Chicago,! Market Advertising Service, San 
to handle its advertising. Ross Roy Francisco, has been appointed to 
also will handle advertising in handle advertising and sales pro- 
Canada for W. T. Hawkins Ltd.,|motion for Kanco Inc., Burlingame, 
Tweed, Ont., an affiliated compa-|Cal., manufacturer of industrial 
ny which makes Snacks and Gold |and household lubricants. 


and Snacks 


five times as many dairies re- 


Most Dairies Have , 
portedly put their orange products 
Added Orange Drink ‘into glass bottles alone as packaged 


it in paper containers. 
to Line, Study Shows | About 10 orange beverage units 

are sold each day on the average 

PHILADELPHIA, Sept. 6—Three|milk route, and although orange 

dairies in four—76%W—seli some! products are only a small part of 
form of orange beverage on retail |dairy sales, dairies that sell them 
milk routes, according to a survey say they are more profitable than 
completed for the National Assn.\other non-dairy and some dairy 
of Sanitary Milk Bottle Closure | items, according to the survey. 
Manufacturers by Arndt, Preston, 


Chapin, Lamb & Keen. ® Customers prefer buying prod- 

Of the dairies selling an orange ucts that are “close to the fruit in 
product, 73% reported that they its natural state,” and dairies sell 
bottled it at the plant, according to|more “fresh orange juice” and 


the agency’s survey. More than “orange drinks,” than orangeade 


In the Lithographers National Association competition held 
last April in Chicago, fourteen awards of a possible forty-two in 
seven classifications went to. Einson-Freeman...extraordinary 
recognition from advertisers and the lithographic industry. 


And such comprehensive recognition is further evidence of 


the value of the selling ideas, sales sense, research, art, 
and fine reproduction that go into EF displays. 


If you would like a private showing of our prize winners, and 
possibly some counsel on your own display problems, please let 


us know. Because all the abilities of Einson-Freeman 
are available to all our clients. 


Einson-Freeman Co., Inc. " Cun TUNA | 
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Starr & Borden Avenues, 
Long Island City 1, New York 


This flasher illuminated, vacuum 
formed plastic trademark serves as a 
floor stand, with product cases... 
Devised by Brisacher, Wheeler & Staff, 
jor Van Camp Seafood Co. 

Art by Robert Stephens 

Sculpture by Cerveny 

First Award — Floor Merchandiser 


Trademark character holds vacuum 
formed punch bowl, against hunt 
breakfast background 

Design by Alexander Stauf, for 
Hiram Walker, Inc. Photograph by 
George Greb 
Third Award—Multi-plane Displays 


The lithographed roast 


on the spit, as the amateur cooks toast 
their efforts... Design by Charles 
Noel, for National Distillers Products 
Corp. Art by Peter Stevens 


Honorable Mention—Motion Displays 


LNA Awards- 


pActceDye’ — 
Fn. ee Pe ae | 


showmanship 


The vacuum formed vinyl frame 
sets off a superb photograph, makes 
a permanent sales help for jewelers 
... Design by Stuart Leech. 
Photograph by Lillian Bassman 
First Award—Counter Merchandisers 


The vacuum formed figures make 

a trademark character stand out in a 
competitive field .... Design by Russell B. 
Stone, for National Distillers Products 
Corp. Sculpture by Arthur Cerveny 
Second Award—Combination Displays 


revolves This display is notable for its fine 
photography and color, is printed in 
Spanish for Mexican born prospects 
... Design for Lone Star Brewing 
Company. Photograph by Tom Kelly 


Honorable Mention—One-plane Displays 


ll 


or frozen concentrate, the research- 
ers report. 

| Dairies reported that they began 
carrying orange products to meet 
|competition, to help open new milk 
accounts and to complete the saies- 
man’s line. Since doing so, they 
jhave found that these products are 
profitable seasonally and year- 
round, and 62% said they experi- 
enced no difficulty in selling 
orange products. 


| 


Cahn Opens Pulse Office 


Edwin Cahn has opened an of- 
fice for Pulse Inc., at 6399 Wilshire 
Blvd., Los Angeles. The new 
branch has been incorporated un- 
der California state law as Pulse 
Pacific Inc. Previously Mr. Cahn 
was Los Angeles manager of 
Avery-Knodel. Before that he was 
with George H. Hartman Co., Chi- 
cago, for 20 years. 


Occupant Mailing Lists Bows 

Occupant Mailing Lists of Amer- 
ica Inc., a new company formed 
to compile and supply occupant 
addresses, has opened offices at 
239 N. Fourth St., Columbus, O. 
S. L. Cullman is president; Grace 
M. Storing, v.p.; W. A. Storing, 
treasurer, and M. L. Henney, sec- 
retary. 


There’s No Mistaking 
“WHERE TO BUY IT"’ 


YOuR 
BRAND 


AUTHORIZED 
DEALER 


when dealers are identified with 


A\MERICAN 
DECAL 


WINDOW & DOOR SIGNS 


ETC 


THEY'RE PERMA NENT | 


anerionn decals stay on the job for years 
Oo not interfere with washing of window 


«cg tate 


CAL 


our declers 
‘ ‘board space on Y ne 
prea Pyare is free for on eve 
doors on 


durable decal sign. 


Complete design 


avoilable: without obligotion. — 


American Decalcomania To 
4344. W Filth Ave. Dept. A. Chicago 24. Ill 

Soles offices in al! princ.pel ctes - 

Mig plenn Cleveland New Yorn Windser Ont Criwcege 
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The UHF-VHF Dilemma 


The Federal Communications Commission is about to wrestle once 
again with the basic problems created when the commission, through 
sone sort of alleged logic never understandable by most people, de- 
cided to mix u.h.f. and v.h.f. television stations in the same markets. 

The results have been disastrous. With v.h.f. stations on the air 
first, and with receiving sets requiring a special adaptor to pick up 
u.h.f. signals, it quickly became apparent that u.h.f. stations were 
orphans in a predominately v.h.f. world. They can’t get audiences, 
and therefore they can’t get network affiliations, and so they don’t 
have decent programming and they can’t make any money. 

Now the FCC is considering two alternative proposals: The first 
is to unmix the mixture of u.h.f. and v.h.f. stations, so that in any 
particular viewing area, all the stations will be one or the other, but 
no area will have both. The second is to squeeze more limited-cov- 
erage v.h.f. stations into the existing 12 v.h.f. channels. 

Some of these issues are far too technical for even an informed 
layman to grasp. But we suspect that adoption of the second alterna- 
tive—squeezing limited-coverage stations into the existing 12 v.h.f. 
channels—will not satisfy anyone for very long. Just as was the case 
with am radio and then with fm, initial engineering estimates of the 
effective range of television stations have been uniformly too low. 

As equipment—both sending and receiving—improves, the range 
is almost certain to broaden some more. This, of course, means that 
there will tend to be more and more interference between stations on 
the same channels, with resulting unhappiness all around. 

Yet there are still important areas of the country in which it is 
difficult or impossible to secure television service. So more stations, 
or more powerful stations, or the development of satellite stations, 
are essential. 

The simplest acceptable solution would seem to be to “de-inter- 
mix” the u.h.f. and v.h.f. stations. The technical distinctions between 
the two are important only when they are intermixed—and if they 
had not been foolishly intermixed to start with, the current problems 
would never have arisen. 


Westinghouse Withdraws 


There can be little doubt that the cause of fair trade was dealt a 
considerable blow by the Westinghouse announcement, last week, 
that it is dropping fair trade for its small appliances. In the appli- 
ance field, where fair trade once had one of its most impressive 
bloomings, a very substantial proportion of the total volume is now 
not fair traded. 

Yet fair trade is still going strong in the drug field, where it was 
pioneered, and no one seems very excited about it there. One of the 
reasons, we suspect, is that there has been no revolution in drug 
retailing in the past 10 or 15 years comparable to the kind of revolu- 
tion which the discount house has brought to the appliance indus- 
try. Some drug stores have gone self-service, it is true, but generally 
speaking, the same kind of people are still running the same kind of 
drug stores they were running a decade ago. And this is most cer- 
tainly not true in the appliance business. 

It is our personal impression that fair trade will become progres- 
sively weaker as long as the economy is as vigorous and as healthy 
as it seems to be at present. 

That is because the fair trade concept is relatively less important 
in good times than in times of stress. Fair trade was invented as a 
tool to equalize competition between the “giant chains” and the 
“small independent” in the days when the struggle for busia: “« sur- 
vival was earnest and intense to an extremely painful degree ‘? we 
ever return to business conditions even remotely resembling ‘tose, 
fair trade or some variation of it is almost certain to bloom again. 


Gladys the beautiful receptionist 


“I’m sure he’ll return 


—Frank Lawlor, The Sun, Lowell, Mass. 
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before closing time.” 


What They re Saying 


Words Are Labels 

Language is not knowledge, but 
merely a tool for learning. Words 
are not things, but labels we put 
on things for their ready identifi- 
cation. 

In early days, words themselves 
took on magic power: like “Open 
Sesame” swinging wide the door 
of Ali Baba’s treasure cave. In| 
those days the link between a word | 
and the person or thing designated | 
by it was a real and substantial 
bond. | 
Today, those who seek mature) 
ways of thinking and writing and | 
speaking are continually aware of 
the dangers we encounter in ac- 
cepting the label for the thing, in | 


ferent things or ideas, or in using 
different labels for things that are, 
in their essence, alike. 
Some, seeking to teach young 
children, have adopted the plan of 
saying “we cali this” as a prefix 
to telling the name of something: 
“we call this a pin, but that we 
call a button.” A moment’s thought 
will convince us that such a state- 
ment is much more correct than: 
“this is a pin and that is a button.” 
A word is not a thing, but the 
name of a thing. The marks we 
make on paper are not motors, ma- 
chines, desks, employes, sadness, 
and happiness, but merely the 
names by which we know these 
things. The thoughts we put on 
paper by the use of words are not 
our beliefs, but footprints in the 
sand by which a reader may see 
the way our minds go. The clearer 
we make our words, the greater 
chance there is of the reader fol- 
lowing our footsteps closely. 


—Monthly Letter, Royal Bank of 
Canada, Montreal. 


Self Discipline Required 

Do you realize that today’s suc- 
cessful salesman is a different 
breed than the one of just a few 
short years ago? During the seller’s 
market of war and postwar years, 
business had little trouble dispos- 
ing of its products. Then salesmen 
lacked the necessity for being as 
alert and keen as they were when 


using the same label for two dif- |P 


Today the picture is reversed. 
The buyer again calls the tune. 
That calls for stern stuff. And here 
again I have nothing new—just 
some basic thinking. Stern stuff 
with me means being stern with 
yourself. My being stern with you 
does not mean a thing in the world 
if you aren’t stern with yourself. 
Each one of us is gifted with a Will. 
You have the power of choice. 
No one else can give you that pow- 
er or take it away. So, literally, all 
you do is use that Will. It’s as sim- 
ple as that. 

But being stern with yourself 
involves a whole lot of things. 
Some are easy, some not, and the 
worth while ones mean self disci- 
line. 

In my judgment, you won’t get to 
first base today without it and 
plenty of it. 


—William H. Roberts, v.p. in charge 
of sales, speaking at the annual sales 
meeting of S. L. Allen & Co. in Phil- 
adelphia. 


Hard to Please 

As the undisputed boss of the 
World-Herald, Omaha’s only daily 
(cire. 254,467), Henry Doorly has 
long had a bedrock maxim for 
publishing his paper. “You can’t 
look for popularity, if you’re an in- 
dependent paper,” says he, “be- 
cause you’re constantly stepping 
on someone’s toes. When you're 
alone it’s doubly difficult to please 
everyone.” 

—Time, 


Sept. 5 issue. 


Tilford Moots was over to the 
poor farm the other day to see a 
friend of his who used to run a 


newspaper that pleased ever’body. 


—Kin Hubbard, quoted in “Phoenix 
Flame,” published by Phoenix Metal 
Cap Co. 


Marx on Ratings 
Most performers are skeptical 


about the ratings but to the spon- 
sors and advertising agencies they 
are a combination of Mohammed, 
Allah and the Sermon on the 
Mount. Many a good show has 
been crucified by the ratings and 
it’s too bad that a more accurate 


method can’t be found. 
—Groucho Marx as quoted in the New 


the buyer really called the tune. 


York Herald Tribune Tv and Radio 


Rough Proofs 


Once upon a time there was an 
agency man so sure of his ac- 
counts that when he invited his 
top clients to join him at the 
country club, he didn’t even try 
to play customer golf. 


~ 
Cluett, Peabody and Y&R have 
been sued because a dress manu- 
facturer insists his favorite prod- 
uct was used as the illustration in 
an ad showing what happens to 
fabrics that are not Sanforized. 
It’s just possible it would have 
been safe to depict a dress made 
out of flour sacks. 


. 

“Actually, we believe in fair 
trade, but under present conditions 
we do not believe it is workable,” 
says John J. Anderson, portable 
appliance manager of Westing- 
house. 

Appliance manufacturers’ fair 
trade policies today have to be not 
only portable but plausible. 


Abbott Laboratories is starting 
its first consumer advertising, in 
behalf of that remarkable low- 
calorie product, Sucaryl, and the 
media carrying the business can’t 
be blamed for warbling, “Stay as 
sweet as you are.” 


“Kiesewetter, Baker agency dis- 
solves: not enough income,” head- 
lines the world’s greatest adver- 
tising journal. 

Come to think of it, that’s not 
such a bad reason. 


Broadcast ratings aren’t worth a 
hoot, in the opinion of Lawrence 
Nolte, of White King soap. 

And not even the comparative 
figures on the soap operas will 
convince him. 


The first satellite television sta- 
tion has taken to the air in Texas, 
the story says. 

And it happened, by a strange 
coincidence, just as Uncle Sam’s 
scientists announced plans for 
their own private satellite. 


“Consumer credit is within safe 
bounds, NCFA says.” 

This is the National Consumer 
Finance Assn., and of course it will 
tell you just when consumer credit 
is no longer within safe bounds. 


The Chicago Tribune has come 
out with a study of tv programs, 
the net of which is that nighttime 
viewers can’t identify program 
sponsors. 

But they seldom fail to know 
that the old red-head, Arthur God- 
frey, is selling Lipton tea. 

= 

Now that Ford Motor Co. has 
arranged with the Ford Founda- 
tion to let the public buy some of 
its stock, Ford sales, like those of 
General Motors, will begin getting 
the benefit of the earnest efforts 
of a lot of shareholders who are 
also car buyers. 


When Nashua beat Swaps in 
what wasn’t as much of a match 
race as had been hoped, the news- 
papers quoted everybody except 
the residents of the New Hamp- 
shire city for which the winning 
steed was named. 
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The Inquirer! 


ACTION is a synonym for department stores. Even one 
slow day can turn the ink red. How do department stores 
get action in Delaware Valley? For 15 consecutive years, 
The Inquirer has been their first choice. THE INQUIRER 
leads the 2nd paper by over 2,000,000 lines. If you want 
action, the choice is clear: Schedule THE INQUIRER! 


Business is Good—and Stores Expand in 
DELAWARE VALLEY, U.S.A. 


19 branches of Philadelphia department 
stores now a BaD or nearing com- 
pletion, throughout booming Delaware 
Valley—where nearly 5,000,000 people 
have a buying income of over $3 il- 
lion annually! 


Exclusive Advertising Representatives: 


Che Philadelphia Anguiver 


Constructively Serving Delaware Valley, U.S.A. 


West Coast Representatives: 


NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. DIX . FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bldg. 155 Montgomery St. 3460 Wilshire Boulevard 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 
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Advertisement 


Iowa Farmer Fred Bruene (1.), shown with son Dick, was the subject of a LIFE article 
last January. Mr. Bruene comments, “I can honestly say it has been a wonderful experi- 
ence being in LIFE. I received letters from all over, many from friends I hadn’t seen in 
years. It seems that when you're in LIFE, people think you’re an expert in everything. 


William Hitz, Pres. lowa State Dairy Assn. : 
“T know of no better way to absorb the cli- 
mate of world thinking than to read LIFE. We 
think of LIFE as a real household necessity.” 


M. D. Helser, Dean of Iowa State College: 
“Within 12 hours after a news item about 
me appeared in LIFE, my phone started ring- 
ing. I received clippings from 28 states.” 
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I’ve received letters asking how to best plow, how to set up records, how to spay heifers, 
how to crossbreed hogs. One letter came from Spain and was written in Spanish. A man 
in Uruguay wrote me in German. But perhaps the nicest thing that happened to me was 
when my old school, Morningside College, conferred upon me an honorary degree.” 


| What hoppous when, MOG hite 


ES MOINES began as a seed in the fertile soil of 
lowa. Growing, it drew much of its strength 
and color from the yield of the farms. Today it’s 
a bustling, prosperous city, supporting many flour- 
ishing businesses and industries. It is the center 


Gov. Hoecn Of many activities spreading out into the state. 
Perhaps nowhere in America is there a closer relationship be- 
tween a state and its capital than between Iowa and Des Moines. 

City and state are inseparable. That is why, ““What happens 


when LIFE hits Des Moines” also happens in Ames, Polk City, 


H. G. Harmon, President of Drake Uni- Ruth B. Sayre, only woman appointee to 
versity: “‘As a source book of contemporary the National Agricultural Advisory Commis- 
history, LIFE is unique, a pictorial record of sion: “LIFE’s articles build bridges of under- 


our times, interpreted by skilled journalists.” standing between peoples of the world.” 
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W. T. Dahl, Pres. Dahl’s Supermarkets, Des Moines, T.B. Bartel, Mgr. of Quaker Oats Plant (LIFE, ’46) in 


says,“‘We have no advertising program of our own, but Cedar Rapids: “‘LIFE’s impact on customers has brought 
we maintain a good physical background for national business to our door. Quaker Oats’ ads in LIFE not 
brands and then let LIFE’s selling power do the rest.” only stimulate sales, but build pride of achievement.” 


ims oe ' . j . he had eee 


a ee ig sociale ; ‘ i pee Bh ‘a = ee : ae os ae 
Morey Sostrin, President of Younkers Department mendous selling power, along with its vast audience, Fred Maytag II, (r.), Pres. of Maytag Co. in Newton, chats 
Store in Des Moines, is a familiar figure in the city’s is felt in every one of our stores. We have proved this with Elmer Watkins. Mr. Maytag says, ‘““My appearance in 
business circles. He speaks of LIFE in this way, “‘Na- to ourselves a good many times, a product which is LIFE in °49 brought letters from all over the world. One, from 
tional brands have really helped us to grow. LIFE’s tre- advertised in LIFE always results in added sales for us.” a manufacturer in France, began a rewarding friendship.” 


Ackworth, Newton, Gladbrook, Cedar Rapids, and all Lowa. For 
in Iowa, as in every state, LIFE touches upon the lives of 
people, affects their activities and their businesses. 

=m Governor Leo A. Hoegh (opposite) makes the point when he 
@ says, “LIFE is a welcome visitor to Des Moines and lowa. Its arti- 


® cles and pictures are a starting point for many a friendly con- 


versation wherever lowans gather.” The nature of LIFE’s 


influence is best described by the words and pictures that follow. 


LIFE! 9 Rockefeller Plaza, New York 20, N.Y. 


Dwight Kirsch, Director of the 
Des Moines Art Center, shown be- 
side a Calder mobile (LIFE 8/25/52), 
says. “LIFE has given the best and 
broadest coverage among picture 
magazines in the field of creative 
arts. LIFE’s features relate the arts 4 
of the past to our social history.” 


Dr. H. Margulies, Director lowa Methodist Hospital’s Heart Station: 
“LIFE’s Nov. °54 article showing Dr. Lillehei’s historic operation inside 
the human heart (see above) helped gain public confidence in our 
surgical techniques, leading directly to more lifesaving operations.” 
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ATLANTIC CITY IS BIGGER THAN YOU THINK! 


Atlantic City’s food sales con- 140 major food advertisers know _ The only newspaper that gets into the homes 
tinue to soar—it is the country’s that the only way to net this 

first food market in per capita market is by using the Atlantic Atlantir City Press 
sales. The family food bill ‘n City Press. The Press is the only ee tillil 

Atlantic City averages $1,224an- _— paper that covers this top mar- ; hie Big-City Paton 

nually. This is big business—in _ ket, so be sure that the Press is Rolland L. Adams, Publisher 

fact, $53,844,000 worth. on vour food schedule. De Lisser, Inc., National Representatives 


THEME PICTURE—ILlustrator Austin Briggs (left) presents to Henry C. 
Brunie (center), president of the New York United Hospital Fund, 
and Sumner B. Emerson, campaign chairman, his pen and ink draw- 
ing which will be the motif of the 
Fund’s 1955 campaign poster. It 
is the first in a series to be con- 
tributed to the fund by leading 
American artists. 


Norge Promotes 
New Laundry Line 
in Heavy Ad Drive 


Cuicaco, Sept. 6—Norge divi- 
sion, Borg-Warner Corp., will use 
one of the heaviest advertising 
campaigns in the company’s history 
to introduce the 1956 Norge laun- 
dry line to consumers. 

The drive will start Sept. 19, 
when the first in a series of news- 
sa — paper ads will run in key markets. 


eS Three other insertions also are 


= eat - ., age ‘< ae * ———— naa ” planned this month. Newspapers 
iy; PRCRERERF jeyenenmeee TPM PAL PALI ALIA) 
‘si . ten * a Re = “ apeceaernt ‘ . : : 3 ctaneeaaliiinemanae 


in more than 100 key markets will 
a <i 


be used. 
ae The magazine schedule calis for 
four-color spreads in Life, Look 
and Saturday Evening Post. In ad- 
dition, four-color pages will run 
in American Home, Better Homes 
& Gardens, Ebony, Ladies’ Home 
Journal, McCall’s, and True Story. 


or wee 


ae re ~ —— 


m +) oe 5s oom 6s ae oF ane ©. Se carey 
aot, 5 ar ee eee eee erie eer ows 


® The newspaper ads will be 
keyed to dealer listings, and the 
first three ads in the series will 
promote new product features, 
such as the dual-cycle washer and 
the Hamper-Dor dryer. A fourth 
newspaper ad will tie new laun- 
dry appliances to the Norge Thun- 
derbird contest, to be run by deal- 
ers. Customers will be eligible to 
win a $395 miniature Powercar, a 
child-size working replica of a 
Ford Thunderbird, by watching a 
demonstration of a washer or dryer 


: Business Publications and writing a statement on the 
Save money and ma ke money” features they liked best (AA, Aug. 


Norge dealers will back up the 
says FRANK M. FOLSOM, President, RADIO CORPORATION OF AMERICA 


space schedule by presenting more 
than 2,500 in-store demonstrations. 
Arthur Grossman Advertising, Chi- 
cago, is the agency. 


‘SEP’ Appoints Williams 


W. B. Williams has been ap- 
pointed to the promotion staff of 
The Saturday Evening Post as 
manager of the creative depart- 
ment. He has been with Curtis 
Publishing Co., Philadelphia, for 
the past 16 years. During the past 
nine years, he was advertising and 
sales promotion manager of Coun- 
try Gentleman, later Better Farm- 
ing. 


“Regardless of title,” Mr. Folsom continues, “every “That’s why we read business publications so 
business executive has the same job: To make _ carefully—advertisements, as well as articles. They 
decisions that save money—and make money. keep us posted.” 

“To make the right decisions, you need all the 
information you can get—about products and proc- 
esses, markets and men. 


Business publications are a management tool. 
They’re read for useful, timely information. It’s 
no wonder advertisers find business publications 
provide a direct sales route for any product or 
service of benefit to business or professional men. 


NATIONAL BUSINESS PUBLICATIONS, INC. sats x stroct, w. w., washington 5, D.C. + STerling 3-7535 


DuMont Names Bowker 
Benjamin C. Bowker, who for- 


The national association of publishers of 173 technical, decisions in the businesses, industries, sciences and 


professional, scientific, industrial, merchandising and 
marketing magazines, having a combined circulation 
of 4,098,937 . . . audited by either the Audit Bureau of 
Circulations or Business Publications Audit of Circula- 
tion, Inc. . . . serving and promoting the Business Press 
of America . . . bringing thousands of pages of special- 
ized know-how and advertising to the men who make 


professions...pin-pointing the market of your choice. 


Write for list of NPB publications and “Here’s How” 
booklet, “How Well Will We Have to Sell Tomorrow?”, 
by Ralston B. Reid, Advertising & Sales Promotion 
Manager, Apparatus Sales Division, General Electric 
Company, Schenectady, N. Y. 


merly ran his own public relations 
business in Toledo, O., has been 
named public relations manager of 
Allen B. DuMont Laboratories, 
Clifton, N. J. He succeeds J. H. 
Ruiter, who has been appointed 
manager of advertising and sales 
promotion for DuMont’s technical 


products division. 
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e believe that ROP Color in selected news- 
papers across the nation is today’s most effective and 
resultful, most powerful and dramatic advertising medi- 


um available to the national advertiser. 


That belief is backed at THE MILWAUKEE JOUR- 
NAL by complete color production and service facilities 
developed from years of experience in publishing Amer- 
ica’s largest volume of ROP Color advertising and edi- 


torial presentations.* 


Advertisers and agencies are offered practical, experi- 
enced assistance in the planning and production of news- 
paper color advertising for use at the national level—as 
well as complete service in co-operative advertising for 


a retailers and dealers. 


—“e THE MILWAUKEE JOURNAL 


National Representatives—O'Mara & Ormsbee, Inc. 


a al 
iru ae NEW YORK, CHICAGO, DETROIT, LOS ANGELES, SAN FRANCISCO 


eer er 
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De nadl -—? = Ke aie 

==] . _ = . > — al ‘~ Recognized as “America’s Most Colorful News- «qu 

Ga. paper,” The Journal consistently ranks first in the = 

. er aa nation in ROP Color advertising ... 1,690,120 egy 

-_ lines in 1954. In addition, editorial color was used 

on 730 pages during the year. ae 


Started two years ago, The Milwaukee Journal RO P COLOR 
SERVICE for NEWSPAPERS has distributed nearly 7,000 
color pages and made thousands of high grade color mats and 
plates available to subscribers and advertisers at low cost. 
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A true-to-life story about some make-believe characters 


What was revealed 
at the floor show 


in Chicago? 


An floor shows have charms. And most men find 


them interesting. But Elmer had a deeper appreciation for their facts and figures than 


OBER Hats 


anyone we know. And for a very good reason. as 3) 


He was top brass at the Slide-O-Glide Floor Wax Company = wae CU) and it 


was his business to know all about floor shows. Elmer theorized that the biggest floor 


shows were put on by low income families. These families certainly wouldn’t have wall-to-wall 
carpeting. They’d have few rugs, more linoleum, and obviously the most 


floor space to wax. So he concentrated on selling this low income market. But Slide-O-Glide 


was slipping y 


space in the Chicago Tribune. Joe consulted the slide rule sages of the Tribune’s 


Research Department and pronto bounced back with the whole ball of wax. (rit ) 


Research on Chicago floors showed these important facts: High income families 
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use 2)4 times more floor wax per family than low income. 34% of the 

families studied were in the high income group, yet they accounted for 45% of the 

floor wax volume. The 30% segment in the low income group did only 15% of the volume. 
So instead of concentrating its advertising on only one segment of the 


Slide-O-Glide decided it was necessary to reach the 


Q 
entire Chicago market—a job for which the Tribune is best fitted. Soon 
Slide-O-Glide was in on the ground floor in Chicago. Sales stopped waning . . . and 
Bie oN 
everybody waxed enthusiastic, including Elmer. 
Nobody knows Chicago like the Tribune. 
The Tribune has spent several million dollars to find out facts that vitally 


affect your Chicago sales. It knows who your best customers are, where they 
- ™ 


live and shop, We why they buy. This valuable 


information is yours for the asking. 


Nothing sells the Chicago market like the Tribune. 
Retail sales in Chicago and the adjacent 206 Chicagoland counties are big—valued 
at $17 billion. And the best way to sell this market is through the Tribune. Does 


Sf 


advertising in the Tribune pay? Just ask advertisers like Norge, Gee Lumber, K 


Brooks Brothers Clothing and Eastern Air Lines. 


People may praise the Tribune, fuss about it or blast it—but reading the Tribune in Chicago 


is just like eating popcorn at the movies. oi Almost everybody does it. 
Everybody feels its impact. Practically 3 out of 4 families in the Chicago metropolitan area 
read the Tribune—almost half of all the families in 840 midwest towns read it. 
(Only 12% of metropolitan Chicago gets the largest national magazine—and less than 
1 out of 10 tunes in on an average evening T'V show). 

So if you want to know something about Chicago, call in a 


joe from the Chicago Tribune and put him to work finding out. 


P. S. Always remember .. . If you want to SELL Chicago 


TELL Chicago in the Chicago Cribune 


THE WORLD’S GREATEST NEWSPAPER 
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FAMILY RESEMBLANCE—Wilkins-Rog- 
ers Milling Co., Washington, D. C., 
is introducing a line of four new 
mixes in the Washington-Balti- 
more area, in look-alike boxes dis- 
tinguished by differently colored 
circles carrying the product identi- 
fications. Lewis Edwin Ryan Ad- 
vertising developed the packages. 


Aspen Plans Drive 
for Executives’ 
Health Center 


AsPEN, CoLo,, Sept. 6—This for- 
mer ghost-town, now a booming 
intellectual and cultural center 
under the ministrations of Walter 
Paepke, chairman of Container 
Corp. of America, is soon to be- 
come a professional spa also. 

Mr. Paepke’s Aspen Institute for 
Humanistic Studies has added a 
division, the Aspen Health Center, 
which will cater to tired business 
executives, worn out by hard work 
and/or equally hard play. 

The health center, which will be 
ready for physical therapy next 
March, will be the subject of an 
advertising campaign this fall. The 
Institute for Humanistic Studies 
has already started advertising its 
special virtues. 


® A campaign was launched last 
spring, with ads placed in The 
Atlantic, Christian Science Mon- 
itor, Colorado Wonderland, Har- 
per’s Magazine, Holiday, The New 
Yorker and Saturday Review. A 
similar schedule will be used for 
the health center, according to 
Galen E, Broyles Co., Denver, 
which handles Institute advertis- 
ing. 

In addition, there will be a year- 
round direct mail campaign. 

Advertising for the Aspen 
Health Center will be aimed fun- 
damentally at healthy executives— 
those who need a “preventive” 
rather than a “cure.” The center’s 
program will stress a minimum of 
two weeks’ attendance with no 
“hooky” from classes. 

Prices are expected to run from 
$300 to $350 per week, and plans 
are under way to enable public 
service leaders, such as educators, 
to attend free on a “scholarship” 
basis. 

As is the case with the Aspen 
cultural programs, the health 
training program will be based on 
the premise that “the average 
American is so busy with the ur- 
gent that he never has time for 
the important.” 


Two Join Carborundum Co. 

Joseph A. Mark and William A. 
Muttitt have joined the advertising 
and public relations department of 
Carborundum Co., Niagara Falls, 
N. Y. Mr. Mark will assist in the 
development of advertising cam- 
paigns. He formerly was advertis- 
ing manager of the paint division 
of National Gypsum Co. Mr. Mutt- 
itt will be film supervisor in 
charge of the public relations de- 
partment’s photographic section. 
He was previously with Bell Air- 
craft Corp. 


Farah Names White & Shuford 

Farah Mfg. Co., El Paso, maker 
of boys’ wear, has named White & 
Shuford, El Paso, to handle its ad- 
vertising. Plans are under way to 


Texas Law Provides 
Funds to Counties 
for Advertising 


AustTINn, Tex., Sept. 6—The mon- 
ey paid into county tax treasuries 
has become a new possibility for 
advertising accounts, within limits 
set by a new state law. 

Under the law, which became ef- 
fective last week, cities and coun- 
ties may spend money to advertise 


and promote their growth and de- 
velopment. 

Commissioners’ courts, the coun- 
ty governing bodies, will be limited 
to appropriations of not more than 
5¢ per $100 valuation of property 
toward advertising and promoting 
the virtues of their cities and 
counties. 


® In such counties as Harris and 
Dallas, where valuations are well 
over $1 billion, this could amount 
to a large account, if county com- 
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missioners are so minded. Both 
counties are campaigning for the 
presence of new and larger busi- 
nesses with their accompanying 
populations and retail services. 
Many counties have important 
tourist attractions, such as the San 
Marcos Aquarena, the Big Bend 
parks and camps, Bexar County’s 
Alamo and other historical spots, 
and the Rio Grande Valley. Many 
medium-size cities and counties 
are seeking to settle one or two 
good-size industries within reach. 


Ives to ‘Mechanix Illustrated’ 

Joseph M. Ives, formerly a v.p. 
of Howland & Howland, magazine 
and newspaper representative, has 
joined the New York sales staff of 
Mechaniz Illustrated. Mr. Ives will 
cover New England. 


Kroehler Names PR Counsel 

Kroehler Mfg. Co., Naperville, 
Ill., furniture manufacturer, has 
appointed Public Relations Board, 
Chicago, to handle its public rela- 
tions. 
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promote the company’s new line. 


Economist with an 


It isn’t surprising that Dex Keezer is con- 
stantly being called upon to address business 
and academic groups. For here is an economist 
with a keen sense of humor . . . who puts com- 
plex economic findings into language that is 
easy to understand. 

And, when you look at his accomplishments, 
you can understand why Dexter Merriam 
Keezer is so well qualified for his job as Vice 
President and Director of the Department of 
Economics of McGraw-Hill Publishing Com- 
pany. 

Since graduating from Amherst, Dex’s career 
has been divided between the halls of learning 
and the realm of journalism. He has worked as 
correspondent and editor for three newspapers 
—served on the faculties of four universities— 
and as President of Reed College in Portland, 
Oregon. ) 

The President of the United States ap- 
pointed him to several emergency boards to 
help solve labor disputes. There followed a 
succession of wartime government jobs—as 
Deputy Administrator of the Office of Price 
Administration, as Economic Advisor of the 
Mission for Economic Affairs in London, and, 
as Public Member of the National War Labor 
Board. 

While Dex Keezer has written a number of 
books on economics, his most widely read and 


a SS 


quoted work is clothed in departmental ano- 
nymity. For it is he and his associates who 
gather and exchange economic information 
among McGraw-Hill editors . . . and who pre- 
pare McGraw-Hill’s ““Business’ Plans for New 
Plants and Equipment.” This annual survey 
(now in its eighth year) has earned a world- 
wide reputation. 

The walls of Dex’s office provide an interest- 
ing sidelight on his personality. There isn’t a 
chart in sight . . . but there are family photo- 
graphs, cartoons and paintings, and pictures of 
the kind of trout he catches when he goes on 
his dry-fly fishing expeditions. 

Like the editors of the McGraw-Hill publi- 
cations for whom he gathers and exchanges 
economic data, Mr. Keezer is a specialist. Like 
them he knows his field . . . lives with the 
problems of those who look to McGraw-Hill 
publications for news that is accurate and vital 
to their needs. 

Editorial quality must be consistently main- 
tained because every McGraw-Hill publication 
is sold to its subscribers . . . bought because of 
the ability of McGraw-Hill editors to pack 
each page with information that will help their 
readers do a more efficient job. That is why 
every McGraw-Hill publication provides and 
maintains an alert, interested audience for the 
advertiser’s sales messages. 


McGRAW- HILL 


PUBLISHING COMPANY, INCORPORATED 


App 330 WEST 42nd STREET, NEW YORK 36, N.Y. @ 


OVER A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL BUSINESS PUBLICATIONS 
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Bait Ads with ‘Brass’ 
Hit Springfield, Mass. 


SPRINGFIELD, Mass., Sept. 6— 
=a “Bait” advertising is still very 
4 much in evidence in this western 

} Massachusetts city. 

{ What’s more, according to the 
local better business bureau, a few 
persons are setting a new mark 
for outright brass in their presen- 
tations via radio, tv and other 
: media. 


The bureau notes that one com- 
pany is advertising that if your 
car is worth $1,000 or more, it will 
give twice as much allowance on 
a new car. “Yes,” said the bureau’s 
manager, William C. Webb, “and 
add that $1,000 difference to the 
new car price without batting an 
eye.” 

Mr. Webb cited a typical exam- 
ple of brazen bait salesmanship 
that has come to the bureau’s at- 
tention: 

A salesman promised an owner 


of a 1955 car that he would give 
him an even swap ON a more ex- 
pensive new vehicle than the one 
he owned. 


® The owner was permitted to 
take the new car home on a test 
drive still under the definite im- 
pression that mo money was to 
change hands in the transaction. 
He brought the car back and the 
deal had reached the point of sig- 
nature, still with the no-money 
deal foremost in the owner’s mind. 


21 


The salesman hesitated at this | Bishings retailer, which has not 


point to go see the sales manager. 
When he returned, he told the po- 
tential buyer that the swap could 
be made and that the buyer only 
had to pay $135 a month for the 
next two years with his car thrown 
in. 

In this case, the indignant car 
owner stormed out of the sales- 
room, but Mr. Webb said others 
probably have been trapped by 
such a situation. 

Another case: A large home fur- 
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signed the bureau’s fair practices 
code, is advertising $35 to $40 off 
on certain items that normally do 
not have any set price. 

The salesman usually mentions 
an arbitrary price telling the 
buyer it is a reduction from a 
higher price. Actually, the home 
furnishings outlet is not giving 
anything away at all, and the cus- 
tomer winds up paying more for 
an article than if it were bought 
in a less sensational retail store, 
according to Mr. Webb. 


Byron Brown Adds Four 

Four companies have named By- 
ron H. Brown & Staff, Beverly 
Hills, to handle their advertising. 
They are McNeil Construction Co., 
Los Angeles; Mica Corp., Culver 
City, manufacturer of plastic sur- 
facing and electronic printed cir- 
cuitry, and its subsidiary, Culver 
Hydro Press, metal former; Kit 
Mfg. Co., Long Beach trailer man- 
ufacturer, and McDonald Bros., 
Los Angeles home builder. 


Salesense 
in 
Advertising 


381 chapters of 


JIM WOOLF’S 
Advertising Age articles 


One of the most widely-read 
features ever to appear in 
Advertising Age, The National 
Newspaper of Marketing, is 
James D. Woolf's column, 
SALESENSE IN ADVERTISING. 
Many agencies and advertis- 
ers have urged us to make his 
articles available in perma- 
nent book form. Says James 
Webb Young, former AAAA 
president and founder of the 
Advertising Council: “You 
will never find Jim Woolf dull. 
He always has something to 
say which is interesting. And 
he has a gift for saying it pith- 
ily. What is more, he has con- 
victions. And convictions are 
what makes writing vital.” 
Single copy price, $5.95. 


Money-back guarantee. At 
leading book stores, or send 
coupon below. 


NY 


ADVERTISING AGE 

200 E. Illinois St. 

Chicago, Ill. 

Send me a COPY of SALESENSE IN 

ADVERTISI at $5.95, including 

tage. If I am not satisfied after 

days examination, I'll return the 

book and owe you nothing. 


eis, 


My Name 
Company 
t Address 
City 


State 


1 [$5.95 enclosed [5 Bill me later 


1 (Bill my firm later i 
on | 


Sh Siri Sm ie ale a “aa E aaghe 
Be : 
ere j . / Ny % é ee, 7 e d Dat eh ee peo ; neg ; e | : r s 3 "et uy SPN, “ y ooh ¥4 Ch a Se. et 
Sg / / j ee 
i) 
" 
! 
| 
3 
4 
a 
en 
| a 
7 
: if | { | 
4 
{ 
i 
| 
f | 
. if 
as Ny 
}\ 
ig 
. 
” a” 
) e® 
; Lia 
; 
“ re 
— : ' 
i . , ee ' 
Pee ad 
a Sears 
| ‘ ; 
— 
i 
« t 4 ; 
RY _ ill 
. i 2 ee x 
° , ae 
: : & : ' ‘ 
; — ; 
é ies 3 be ‘ty ie 
' ; 
b 
\N { ge 
i! > ; core 
ee Oe ee ec _ PRES 
2 eae Sia as oe 7 4 gto OR e . 2 5 ae 5 
aoe tale a es a ie 2 ‘ i, OT ag ee ae : z Oe ‘ ge ; ‘ 
= i 3 we * : : 
a. , “ge “—_ pee erry ? ¢ 
. = lll, Rca eer" my 'o3 3 ‘ . ’ , 
: b ere ne me i gS 4 OY ee ai < 
7 non cS even = . ‘jee cat 7 # 4 4 i ie i as a ‘ie ? bs 
ad i gaa. es —— Vig gies, iin ae 9 { —— ‘ # 4 hot ‘ 7 Bx 
: : 3 one m3 J ‘a . a u ; Z : % ss ot 
ee . me Be | mee oA Se. ; 7 2 % 
' A jon iale NO a ies ; : : * ; - % o 
i a cil s %, ¢ * 
ie aetna NE, es f é * a : .% 3 
eats, EN Pe es - fee 25 ed . % Z *4 
ie se ee ; eee i , . : 
ee SO ae ices chien ALLE t 2a : , ; %; i . 
a ia matic ae et ee i i‘ es : ; a é 
4 St 3 ame all P za i 4 as = » = ; A ss 
Be ee ; Tat ~ s ae os 4 Kes, a , : ae 
— m7 wren ee eae aes . Pg > ed 
: : ete De iii % ie — f 
Ae Caner — | : : ee = : Bop ’ ; i af Pgek 
‘i 5 a i 2 “a : 
a, ee et ye , z i q gig x 
iden gree ae : 7 Z i ae ‘a <; 
es : gee 3 ah: ys 
Ye ectukedaniliaillel eh i : * a : Me 
Dia sat mame E seas i ee - | ie 
tb we : " ee a se - ; A : ee 
f a oe ‘ ‘ . pee Ts sie *- 3 4 . Sy ee ae _ 
ee _ ‘ 5 enero ; .-2 ‘ r ieee Tee , 4 she 
3g " q ‘ : . — usted ; i; Pim, ett Bc me a ney case twee ‘- : 
e cil 9 pe > ee Me og eee a ; 
Be = “el a neeal Se Si ae : 2 Ed ce ‘ ie 
: ws ‘ pe ae . ieee : wf sii i ee eae is eae fey ae. ie re ‘ Vege ms } r : 
Ss j a _ “t4 : ; x se : 
¢ ‘ ” ¥ om a mcf i: ne a P ™ 
Se ne —— . A . as Ss a. aa 
: . ’ ee er ee SR ‘ k see aes s aa. par eg - 
—geees a a ao il cen ae i ae isa Sy: 2 kee ey - is at ee nS . 
eis a oe 7 Pee eae : P 28 : - oe te A Seer y ¢ . 
Pe aiden + re: f ne. RS ae ae og Oe ay Bis: ate. 
4 ; =e 7 bs cs oy Pe las Fae 2 ae ; On i, Se ie 
ua of a, wee ee a ‘ co i ee ee Bea UT ay (a 
ea a Na re te ae Ee meee ; 9 : es peat pee oe 
wo Spee : eae ee eee . 3 ie aS rie we a a ate Pad eS ag eee 
ene Pree 7 Pao lS Ss pu ee 4 py eee a ae ee 7 a ee aig 
a i: > Se oe * ieee, ee re aber ts Sto Te , 
{ al Be wae ae Se oe yi x ie es j Be eee. oF uf ae Batt oe : 
| Sintiaenbegecten * ~ MON ape ies ae RR: Se ea) Re ee eee | —_— 3 
i ee ee 4 So Fs ee of ee ae oe ie re : ge aes ae “agg We eee eta 5 i oe is 
eure rer - Pie a = fen eae oe, pi ena Fae ae cs ae oa" : oe, ee oe i as De Pee the y idea ie Ete ae ra Fe 
ieee tat on z=) Rha cece fe ate che A ay a i ee ee RS ee iy ee ak ; 
E - | te Baa ee ae i ae f ew ; cs ’ a 5 as * 
) sities ai ener ” qaeioesag i Ee ee ae es ee Ree a 4 
iechchaaltantys prailiciah : satin all i iil eae ; ook. ari ORE 8 ee oe ee Poteet 
| i si : ' ORE coe ; a “oe ji . a 
+ : Wied lien a : ee arhonetoiges aad 7 2 . i Ne ; 
ad . ei z pa %: = é ae 
WB % DT hatinentay ie omeearion me & ie pies ae, ee. i ~~ , 
eck i : oo 4 a i ‘ ee ee i 
Fe WHR aimee Sec. sta a > i 3 , : ea 4 eS ~~ 
” i € e “ see 2 7 é Et ae we — ry | 
, hia a “wae oP +; ai as at tetas ith ae d | 
; : pen, ‘ epee TU ae ee seated: oe ae ve 
a ee - neg re Se gee EN es ee eee ee é 
, yee be lone a ee ee aa ge , 0 ae ve 
ome fice ee iit. hime - 
” ile ne et ie ee a NE A i oat al I wh ae E 
; Diereectensmeninsenee nye. . ae BOE he Se cia an yes ee cae cc eae Pla, i * 
; a soe ee ee P "ae aa en ear ern S CE ea an 
Spgs hs Piece te Prien tore — = aan ei yk REO oly ; ee ee 
shi z Pe oe ¥ Nee Wee ee oe sani gee p? ‘ a4 4 ; ie esd ee ee : a 2 —_ -_ fs POA: en: — ae ba 1 
ee ee a ‘tie ee 2 2 ere ie ka . i 
Eh ee ee : AR lina ses tn, 7? eee ee Bae ee a ee oes te a F : 4 
Jj ee a ee : Baebes age gh) 3 ee eee Be oa ome Bi Te ; iy os ae ay : 2% ‘ 2 
bat, ee ieee Pt etaaeeee . = as uae) he ed ‘tes arms 3 eee i 2 se i = ge a mia # 
4 Bea arn © ae ; 3 = Wh ten Falta OS se ghee a Pi. oh ee ec ae. eed | 
me m fen Tek Ay ae ra er od Rea ee SOF, Se ot RE Sin. ae eee ae <9: Zag meee =. 3: oe . 
ee Cy aR ay ee Ce Raa - $ a ee se Sy i ES lo ee +s. 
ee Been Mee = , eee RES PN MME Be, eae eas Mi ie Bee Et 2 , 4 ’ ete 
OS ee aay se i roe ad a ngerrales. ne = os ees >} Soe Cs. tig aes re al me 
cot oe hes meng . 4 ioe : in al am ae Pare = hes Fees on ee i a mean ae 
- EN : = : ie Ph a ce ee Baa Ey ae ja oa — Me x 4 
i 
ivy I 
Me i 
4‘ ated 
. | Le | 
i lat aad , : ome ; 
eee eR Pe ee Ty Aes Bey Se ee Cee Oe eee : re : , ds Lares : . “ 
IRL PRS a gpg: gent 7fB0 tne PS ayer howe A Tikes Pare eC NE Rtg eS ae re wey | a Mya ae ineg ee kta me oc ede 3 SMEs e a ee OP Uke. fh cence RAN Le a i eae aes 
eae en EB te MO ree as WS ee) PELE door ae Seyi ke ol tay romance hl Pence te gin ae Tee ke Ome me 3 see iB 7 SOREN tes Satie, a oe A agen Rrra ted. b Veta ge thee | muse annind Wha ft Ace Ween tig eee eer eat See ins) gee che 2 RT ae ep Ny gig cea aes aR se: 
rd ae f fe ‘a eh ee ‘ poe Te ie st a hana: 4 ety aah Gas ‘a se: sa Se 45 BR ess Pere ies x5 Pm he BE cei Pegi are eer cae 4 pean re ee Laie Pe ot ER Retr papa ors. BR see * skates es ae er ee, tae cee Puente a time. wa atees (a> t 2a 
yah ee ie, Res ¥ for ee a if : ae aS NS Be ey way ere i PES ke oe ge be yf ae th we ReiaY Poy y See? See ak ete ke ee be Ra et Pp) Rasaal? Me ep) ine 3 ae . ate vets Oe Caer oN Se a ee "i : Lie t, eis oe, Sey Ap age See t we aa 2 ghee Tots Pe SP oe er A, ee tar 
Se A of ie Te INS om ESL Acs ie a “PL a, ee Re Be aes Cs ke fet ae eer M Sy yt Pe Ve ee 5 POE Le re hteied te AK eee Be, wig” heh dae” te Oe oe 4 Oh ee sr Pings teenies AO rm leehd era Cpa Bie Oy YA Ne eS PEEL? & Se Bate bee Lg Fs See oe 
Ba Pe ens oe a> FSS nite AA Paes Se ES cot Mer) adn ee Gh Cantal L/S aa. ger SMe ghar reels AN wey ae neg Re. es RRNCe, ove, SVG Wee Le pr POR a Mer ae borg IER Ra EES BONE oy SOL EMR tr Ea Zon 4 Ue tei ed PORNO AE ORUR RRM. (PUM ia Ty lc 


Ke 


TOWN JOURNAL 


— The Countryside Unit — 


eel ite Ns ceili s 


FARM JOURNAL 


phre—agemneeny 


rae : | ee EE; pie Zs : ; sites Fs | Rey ik Pigs abl 4 ir gee # ; : ; 
} . Fe Be ee pe eee eee he Tp a AVS TNR *e i oe Ce it ee «ae hai i 28 Tee 
J / . a 3% Gan > er Poa Zz a SR SL ta) BN ie 
bemaev paciabiaamteidmingaied wae a 
: .. 
5 aa 
ses - 
oe: 
do - 
ns _ 
th a9 
e ah 
a am 
me #3 
n ‘ 
7 ee . * J 
8 3S A en 8g BPE SS a oa an mee erase Satan >.> Decca i " 2 
iS- OB os as eae eee ne aS Peerage k et ed : 5 
fo siete. so ah eis, Sota apa ay See Soe a a oe Cee = See ee cae, St aaa Tone Mee = : 
for ee ev ei eae eee eee eee teeta ge ie eS ae io : ey oe Re ag A ae ee ee ho ae gas as oi sor ia eC ae iis Nae Te Bic qn ae oe 
bik dees ie a ae as eee en See? ss Scheie sce NO oa ace ask sine et SO ee ae ot Ce a ORE ae wine te Oe I Ke Lay pees ee ET = ee PEE IRE Sot RG er 
a bua eee eae ee eR Te Pe i Saale wie z ron ames ps 2S OR i RL SS AT, OGY Sei Hk SK ARETE PLE: TE. AP ALS ap he vor = ee oe RL 8 Mao oa oe eee PE and. Sv ee Gee Salt iii ais Mit ae ad. ts 
zht - Ease a ee So cage aS ape 1 he bs eee | a ae ae ae Shs: 3 Dag Qe cmanpa om cae oe SEITE SE TET TREE aa Eis a TE RCE Bik NE Br ata + i Ean = a2 pS a So eee D Gg Se, pear Ie ag a ee or. a eg te ns 
| een, | Se ee Se el es ee beige Oe es roger a * eo Mek a ae ASROENE ES ARe9 2S AE 5 LA SD RPMS RET. TY Se te ne ie es : — zs emt ee ee 
Bee ae ey ee an ago ae SU ote “aan eet pe bak” Sake ae EG Te a. re i Me ce wag oS Se, oe tipi ia sere Oe i. mm Ree ees ieee PRA eI oe TES EE 9 BE SE ee SO SERENE, BG Oem ee a ay ne) mi, 
Se Ee aed MRS aaa e a, Arg or at a A te as Ce 2 Se 2 ENS Fete . on: Le ise i i ae bind git GM oe meen ee ae Mi Pg eerie Be x pio oe _ a ae an 5 A Pia i 
re, Bias: et Pe eee ee a ae : Jog Jeg tee ee a a > ee ri? gee io. aeaeiie tes fil th RE ig igs fern SS mg Fee tere ens ae Sy reticm aiiviers ae ie 
Pee cg i ee ere is ee, ek tes AL a hair age AAS, es Se ee P=. "2, eae i ema es eae ee Seem tT aes Se ee la eee Caer? tae iii — | 
Se. area Ba ae vias anf a Cs. ee ee ae iat. ie eee BT oss. a SPER a 2 I a ae Res A ok Te ee 7 greta pee ay ae Si 
Oe ee Baer Ss io. eee Oe are ae en fete es (CE eae ak neice Gu Be ys: RAR SANE. oe ge Se i tra igo ee ae ie Sa an Mt Soe es Fi ae = Re” <n x ks ee eg SS x 2 Yn aa 
rte eS tthe ht ae Beit ale fae i a ae hoist: Sia tae as, 3 Res 1 sete as 2, to ee et pee ne 6 GS. ee et en Aa Ree as Te eae Lemar ed dé é oe at 
eae en ee Apr eertate: * R hte ein, oe Ba Ce aD Res Pf et mo hg ee a oe eee 3 vene Diy aes ee oe ee easier nie A yer ie ee ong as : PRS Mes 8 : 
ee eee er ee ee Cl a eee, RO ee Tae ae a re ae es; Sa Joa es OO 5s A ie os ae re ORE 7 Oe cea eee OEE SS ote 
ae : a oe et ee Roem Oe “ eee e+ F [aS ee Cad! 2 oa RR gt ale ae a Oe ake Pte eS So Anh. hg ee pene Slaps" Mae: ee 
i aig et Ae Cree sh 2 pay eee Oe PE ce gs? acy MN NN ea oo ee Oe a a Pees a ue Se eo. ee. 
paella cee he Smedag SE 3 ¢ ‘ ey ae ue t a ge SP eee e Oi hase oe ae. on a ns ohh “agit 4 ‘ey eae ioe ee ee Se ee Ss. toy OS a ae ON ie Rae te 24 ? a RR ie 
a age oe Nhe’ aye eile Bi net ae BD Gc areas eo ne ed eee eae ee ee ee ee ce Re Re a rset. oe Cem, Soa - eee Re eee ee gts. ea 
3y- x , Se a Rie oe : ee age ae : ig en ee ke gam OE lg SOS El tt na te ee bee SOR eee ee, c Ceaeerean nt Dg See 4 Bie ae des * aati j 
BS gl ee oe SP ME Pie ies ee ash oe Ec ee ; eos Oe as Mec Lie oe Cox yee tang ee a ‘i , : a gt 7 
rly enn ee * = es eR eh ae 5 see? fe a ae fr a - ee ae peers cee aree 4 , ON a eae aN es th Sh aoe ee SOR te, cS — he Sires oS ki. ey See ear Sg ee a pe 
; Ste ee Cee re cals ge Ph oa se i AO EE eo. re Bro cc ee De Oe ak eee ago aad ean tae”. ~ 2 Siaeemceeen ee as. oe 
Pai re ees 4S po ea SSE. eae me age mtg ea EE ee a me : cl eae ican ices i Ke eens we be eer ete OR fae Ae 
ng. ‘ice a eae te oe ie et ae es ae a +S er Geer. ak ene oe if 
" i af 4 se aia & ae é tem, Lee ie : bs PE athe ge ¥ oth. oa : ia ees ve ere ‘ ee “ MPS re 
-0., a ei ee ; oe i NOC aie ee eee poe oS Pe anes es. % a eRe aes dae ce By Oe Se aE = 
a ; Mie. ods oa soe J es x = ee ae Be ees He : PORES Pes eres” de ee ad i 
i ee : : ie ~ a 
ae ae se iin, . " 4 pers : ‘ , ei 
ur- | ames + alae ~*~ ak Be eileen: - ; : : Vee a ee é ; we — ae 
Reis Se i 4 : me: 3 a hon 4 ¢ % 2 é 4 ie = 
sir- See = A Oe + ie, gs ae “ee See” ‘ Se ; ee eas ee sis 
Die: ea ee on ; ee! Oe eM ag pe lglg: Ne ; Ke er Oe Pia ate Se Tg Y : ; ; « 
ver BR aa Pe. A Si . ny ee. eo ee ig BS ee A he ee ee AS <. oe ae ae Be oe a eae: sities * as 2 
Kit EN aE i, areata ee a i: : iis ngs, Mess 
1 ; 4 Oe ee Pee ee on tag 2 sf i ait es = mu Sas SARS pnt: oe ee Oe a ree * is SS! aa eg sere i Pe ee Giteiee S 
oak lee Eas rar ei we ee ee cememtee ce Soc: Ee 2 Sa Se Oe eR a Ta gees ; haa ee 
an Bree Re i RS ee Sian x eee oe a z. wily : .s fe ES gel oa eee eee nh ag ; - POE eae “foe Pes a as ae Ci nacre Sia Ba aa 
- eer oe 4 ecg ee eae Se a eee ee et is et RP Se MM ee ‘ ay Mah >. gt RA a, mle 2 : Se se . ys . : COO? ae ees Res ae heer Se: ss PB a 4G 2 5 
a DEM er M2 5) A Salt a tn ge Fo ae Be en) RS he zs as ek ee See 6s seililiiass 0 a eT ees OO Sn Mine ee ee cere ze 
‘i . ed Sach Ee aoe ge es Pee Le ey i Me ee PERE at ale ‘ i Sy a ip 2d i pe ee i ee Se <t  eeeil . o re oy i He ee te ere ne bam. is a 
0S., a se, Sa WE gh eteame eee eS ee =i Agee H% Si Ee a Ea a a eS ms er ee de : 7 oan me : EF 
ewe Te Fire pm Ale: Fi ae | ES se . she 2 mi es Seatiogge al oe twa PLL ene Po ge ages Ae A. : ~ — * 
: — ey ce 7 . 5 Pas fa ee bea ae fs, og pas ee a3 one pop arn oo eee nee ess oo BR i. aioe : EH a coe wee Oo ‘aah a ee ng ee " > : ne 
i i ie Ue ee eee See a Ee igees S e aeaerenem es ee PO es | ek ens — 
wt Soe een pe Fae Se eee ET oe tien Sock et ea Jc nil a a MORSE PS. OS eg ile nats tare ees ee Soe i ee : ee 
Oa a ee i el aia sree DE EE aes gee ee Sen ee ee Bs. asa ee eee ae ee Loan et bere ae aie ; ee i ae POO ain: ME Pe oF 
ae _ dé ee it naan co 2a, ane ene Bog Be oe Peas Po?) : Peale ate; HA ies fit eed ane So RS ere ee ake eS i ne . ee cian hago find ee a ee : 2 
ioe es at Oe i EN te Cea Me RN Ee Oe ie ae Fi a Se Oa a J oa TE Oe Se TT ie ot ee S aeiibak? gael eee ee a a 
i A a es Ee ceo a a are ee aa See ae ; eee Cea ee 5 tee: lie Bo: ites ea ss 
5 ane geoph © arcs ee an 7 A ey eae Re eg a ae ee eee oe ee ee - ee enemy ein: salen i 
i eee ine ee pee ea ha om ee ra Bas ae Soe a eh i. ae. eT lh Cee ee er ol ee hae he tee Sa gh alas Se es. bes ae. ewe aaa gee “as aa ae < kee ma - ‘ ‘4 
eee a ee et va pce ate tH area glee hugh ae 3 RE, See ial 3 » hee al a: ee coe oe eu . Migs Oe i bei: am "yan Poona tea ay <a ; = aa ae : en or 
cee 4: eM Siete pee em eRe RSH oie 2 ieee SOE - ing tsk ee Sen Re wn ape a eae ee 4 | a ae UL ik ca ; 
é samuel? . >) eee ae ee ee es i eat ay | Pe oa tis Oe Encamernte oe ih me en gt a. rigs i — — “gt tas OS RR. ny oa bet See eS: ae a 
PORPGER OS eee apis Magee By 4: lle a er ai ees, ie gan ut Te ae 5) Cen ae . PEO ES ig ll tie te cg 8 Sg RO ie ee 
oe i are oa, ee Pe aS 6. ee oa oa ee © eee ea i * rs ee a) as nN re i ta Pe ea 
i Es 2 ae eae <r St Oe ee ens ee gee eee renee ye Ree co ey aa : o cad ca oo S . he Ses ‘ee ae ee hoo. 
ee ges © cee ae aN kee eo a ae apps, Sr 5 Sie ee eee: ae eS ame - ee eae: sad oe sn 5 
ae hg gate r 7 nen a he A, Ne ‘ne LR eee eae a ; BA in Rapats Minas IE ey pe face ee) ol. wed« o> set eo ae Be ae — ‘J 3 ’ ety q % i 
ie ae ge: es nt a. i. ee a Me eee: pa BR one <u Ms eras tera ao eae : - —* ck 
aE, he RR nt oe ae een oes eS sia ree eo al ages ae OS eee Se eS ys ete ‘Le ee ss. Ce le Ai ilaetst Wore "age Bad tesxea wth ’ a => ee ae i, ee a oe : 
a a gd) Pe ee ae ae eae el eo. ee eres, oe rare ey, Se, e Be eae hh ee 5 eal Seeman aE ea ee OLE pane pe tie occ ee ee 
Be a — AF oe Bef. ieee ia pO ee ee oe ee te meee sae ee te se Do Odin is Gi aes ee eee 2 neha Mate ye He ere ME” Ba, aa syteee  1i wtne SY ey lg wl, Syl ae ee ied > 
Pet Oe Say Ae ts a Ba eat gateeaa ie <a CaF Or. 23 git ae, Spe es: ro , ee SOIR a ite sont eh pit Se i a eee * i ee nt . j 
Ox eta OG SS ee Sa ee eo cg a ee ee (SRE ge gel © ay — * ’ ok ee igen. ee eo ese ree Pie. *% a ee a : a ae 
ee. 25g Reg Ree ae ee Be ean a Hed. 4 hy Pic Sat eee Bees eg i ae ‘ial aa OS Mes een pe wee eee * ¥ baie -- po aa a itl. ft secthe ae yee Pua ss Pe z - ‘ 
Baie Pee cree Po oe foe eee fans Pompe: ee eden ih 7 oe 1p A a gle SR eta eR tonal ramm g k : rears =? - 6 Se “aa 8 ee ee oe re 4 
re a ve ; i EN Se a Silane ee otk Pen saity 4 | oe mes URS. PRR alee aes ee Na, gare at : z oe ee ee re Bae BS i So eta i eS oe RQ, ee f a4 
Se Ag PP Se emits” ng ea Yaa : OR ae eee, ery oe Wee am, os cane “eee a Se ie eee . aah: . eS aa td ee Coe ” Se Msn diy 2 aoe 
oa ay gh OE en ee Pe eee Eat a aay ee ee ee ° RE i NE PN mca z re t 
ae ou ik Luan ee ee ae a gee eee “shee St Qe cies rh ae i ets i ead ; psi ; ; ; = ee hs ae i a wie i eee. io a pte ii) 
ii =e ince eae ibe i pcg ates RT ore sa Ba eee ae Seite: ee Bagi. 8% . 4 rt ae a ae ® ee oe diel a aE ce ad ae ie ‘ik a —S oN 
aie 4 : pe PS eRe Se «lla 7 4 t > nates — 4a geal fo oe Sea = . ‘afue _— na m4 
Ree mn r 2 S = ne ae ee Og a oe da — — ‘ "7a 2 he3 * fe: a £.$ 
2 ea ™ 3 . nua pele ee x oe: eee tai Oe i, 5 ae et aa Be, sical — 
a : a ee . De as en ee ee maa | ep 1 Oe sg a  - 6 en aa P 
2 \ ee: Je y Bre see ti BE SE ee eh) Be age ae rae er ee ea, A Ree ie Ps aged Ne 
+ i rae pee Se. i i ee ee pe ce ee eee iN - cn. a anes 4 ae : eee ae ae” ee Ol pes 
wine sine at ee Se ee lie oe ees ee ome ; : ; . 
ss fe i. aie ee ee. 4 cet os ee ee ey as t : Bie a KS Se iacw 
: ie . eS ee ae ee e ae si e i ; ng eS Ee : Sane “ 
P Pt” Ta i " sao " Mi Pe ee aes Pre : . Sp ee F ¥ is e 
Riicc Neo ale aMaeameate “pai i Fl haa z % ee e oy - > : 
PR Se Rie ge See eae : ate tt 2: aE ; : 
ee Ree Bi ee ele Bee Seyi ee ae Es << ae <A i é : t s : 
5 oe oe fea ore ee RU a wee i oo » e oa len fi sy 
os Bh > eae ge mea teeny Rete cSt a5 aes ee Ser ae yee a ee ee ee yee hie ee eae : 
Rts > eee, ee tev ee ee = 
ae ee age ee “ea = ‘ = Bare ae i oe a EE a eae Fe RAEN eee : 
: oye Ma ee ee eee) oo eS veel eed eee Os Rose as : * % ; Se ee 5 Fr dae ae Es og Oe ee ee eee ee SS pL. 
: giggle os dine became’ Pe eae or eae lll > ees Re ; a o£ ay Satis | 6 IS oie meen sao a, gine ae ee je eel es 
. ine A et eats + = a ‘ oF ae Bee p Pigs 3 3 beta ° 3 ae : ; roa ss ee ei ? as dies : } ie 7 
Bee ec 8 ele Oe eae Po Caer ek a es aie -/ G ~ ae , =r , 2 Bei ak es | i, ee. St a ee me re " a cage 4 a 
: 3 mea =. neigh PE) ae, a et ok A ciate ieee Mee er ee Oo . ae © “ % suites exes iy ee ae , ’ Resy eame iy a ‘ “a 1a 
eos i Se ay aes 2 a Che OE tit as ants SG gene coe aes yal Mg on Ks . ae Cee ae : mee es ; 
~ — sgngliilg Se —_ = —n pat eee aN ce a eS oA ‘ eS Sn ea per ee ee fe ae g ge eee: OOF . a i ‘ pe es pe. da Pe * : 
P aa _ Wi tee Seg eo eS 3 5 ae e . F : . & ees *. a: a i ERE ae . Fo 
A E mf “ae se ef cee ang fee aes P c 
be 4 Pm . See me ™ eee ai. Pama sx * TE: a. i ee eee ae De ee ~ me 
is. . LB - Pera : . if : 4 
Oe + ae FE Re rg : x “ se 
; ne : oe ee — = 
a 4 5 Bie ooo Nee TRS RO eeamaaeRene CT: ye : 
) ne $d] “ rs ¢ : ae oak ye edt Re eg SRT ee Aes a pon 
i 2h Cea es aad Phe eee ‘ cet « “a 
P 1 i & s EA Sn ett “3 i 
neal Be ae ily oo eae: PRE ae 
oq ee & ii Se . + ae Beast 7 
2 ed ee Ay eee ei 
FO elt fe a, ke € a RE se 
cof a os ; : ay : 
died eee eae : ae = 7 Fa rte Behe GIR RT a Ms Me. het i 
ic i te e, Pe = ia THE FAMILY ppt FE eo ies he oder =, aoe ron . i a a ke eae ee : 
sat ae i. tad ees) pov! a ; Lee: ayer ae Me ee Oe ame ie em 2 
’ ee hae es eee pee ct) eae arate its aa F ee MN 2% ae ee a Me oa Paar cn yh Oe . 
ye ee ce Sa ee ae en Beh Bagot 7 Nighy me e2"6 RL on eae oases Slee : ee ag Bk see ate 
* ga | ee aes 5 e:: Ges 2: ear Ps Soe ee Oy Se ae” Cans Se ee igi aN nad eee ink = ee Dan es ws 
Ss aaa. pit aR, Sergi ree a! ees i teem oor. Aas oe ee ke : = ae ~ ieee x 
Be - eres eS ee - SO ae ae emt H oe —<—-— inf z wae ay A 
f " gar tak ae , ue, el a ae i i _ a 7 "ae allel Bd ig 
15, Se See me ‘ . ‘| | sii Ret : { 
3 hE ey eds ‘ . | t ; P a ; 
ee ae dant ne, } - ' ae r¢ - 4 
ae; ee oe : oe a . ug oh a e 
a. tt ese ee i ‘ GI Oo So * oe ee b 53 
Tis is, Pmt a 2 3 i a a - Spee 4 ‘oe R , 
les : an ae ae > te Ce cen eh Eee 4 PS ie lhe ig ih ie 4 BOR ‘ ae. ra 
fee : a raed ease Fok os Page ee ae cocmn, ate be j x ie eee 5 ae ty 
F i xh. : es Sg iy 1 Ber a ae Cine eet Sao he Se eee ae. he ‘ Pe teria Mme. ~ jet = o 
ae age ee : ta BO a ee) cg, eee | “ey a ee eee - oe. tate ee a 
: be — * : ede’ ime Keck st Caer $xy a ee ae eee oN 2 ae a 
a:  } a t tes a BP eae aia Sy Se i a Beg Sia’ vee, ae ro 
— 1 EE he ee 2 ae — | 
pee? “ ed Suit : toc. eee ¥ ° | Gare re ee ee eon ee ee Seg eE a 
fH ‘ ae aide gt) eke Pe Be nt ss ae) ee ae . Sgt ee ie ee oe Ee a be 
Bo Oe * & fi ihe Sat Be age Rs Pots ae sh aa ‘Pee ae ook eR ie a a en ¥S ob 
ad oy > RR ee ee ee Bete ST a : 
a abs ge Se SE a ree sey hee, eee me ee * eet % : ar 
: , - ENP yee Ee Aa ates tae GIES eae et Sek *e a sist Bee cee Beet Ok a on OG 
in : « bo Ca Be Pigs ee fee P me ei ye ae = 
Sam oe > ee 8 oie oe Bs gies OS See Ge ae ning: ARR glee Mites Tones hee 5 
wee : es ie thie Rs a ~ ae . Pe bee ai 
nal is nage at nh he : ae a PtH ees ie aor a Vi oe i oe ees Re a 
Bg ‘ SO Ne a Meee a FO > i eg F a 
is et, *, a ee Bs: oa a Say kk 8.” Cae te oe b : % ¢ wat * Sse eS , | é 
| ° ete “8 Sates igh: Saas © ¥ Ps a Cree 3 ; eo ee, } 4 
ol 3 ae Paes iat ie : eee f ila ee ie : ba “ ‘4 
8 eis f fe Bs era eS age coe os # ‘ - "e ie ail ’ 
tis- a, a" ot 0 a , ips 3 é = r. 
na- ‘So ee es , ee Bae 
: Bag a acm ‘ Ere Ke es ' oe 
nes ae? Pe ; ee @ : ii ; y A 
th : p * a oii Se . 2 a tags: ee ens ~ Ee os ‘ es ee ta j . 
e ae - gee ee. sea ee a és ee —— ll ‘ 
rou ee ee” ee Le ee” ge am sis ine’ od ' a 
u » RR Nee oe | : 
| to s\ Be ‘ oe —- a se] j 
| aed a 4 ; % is oe : e Be: > 4 we, ' * i 
ind 7? ea pe Se an wa Eh ee 
. € 4 i j ae eg - ei Berg ey - . 
ith- ; ‘ 63 ee oe os | ek CS rt is 
, ee hey 4 : a oj 
a apni : 4 . a ’ 2 
al ” % : & La. 2 en, Fe » ze e ee , nis 
nd ae t et i rN ae ee oe , : 
9 5 $ yar . a 5 ae j ‘ ; 
° ° 3 a 3" ee. - . 4 
At oe ae ) . . — 
oe a * a & - 
Siw . * i ¥ (Bayer ae i keene % 
Wa aes ¥ 1 ea : pecs a 
«digs le ORAS 2 — | bree ee Oe a ae an ei 
——" <n “th, atte Lapis ae oe a agi pri Se es eis 
é ak Je coe ity Z a : a ales Res : 
wei ‘i ee, ee me oa i j ; 
j es. Te, Re pte Re aig ee AaB bs 2 J 
Roe et ae me ae ae Be eg? See i thi co Ne he ‘ - 
_, Te ee i 
a oo ee Ae OB ea oe ee =< eee ie 
ety Se ree Oo us Ben rae ot rear: * Bee Tee : 
oe mee A ee ose ie Be ames 2 ' is igo mecige aes ey, ee 4 
4 : ——— Ns CA J @ hae z 4 ce if we. aie os asl Hie J i 
_ s a - eae es (. saapee Sv a ae ee OR MO 5 am * 
= e ila thal a ON, AaB eee ieee ere ae 
agi GENTS Y sah, © atgahi AES a eee — ri 
safe pe ee 485 5 28. ge é aa a a 
ing Um . 4 : 
the for the Whole Famuy . 
the sees Full of Features 
we 1 ] ‘ : 
ater ' 4 
| t ; 
. _ cm Vass =, Bide ob 7 ? a 
: = bP a areyp oe nea cs ee Sigg hi a a Lee ae a eae : Sat a ‘ : ‘ 3 ; _ =e 
AO ody mae aE a Cag ey es TR Yo Gate iaig Cee ce he Savy Pia ia ne rr alae oe fA} Wei z 
Neel: ie et Re eS Sad pean Ay tates ae Prise digit (Seka MS Fost FA Fh, Nocoigee eos 2 hehe id Agility - 8 des “enna es Biedin ee a ae % ; A 
Secor spew eS Leno + SE lee) ee ae oF Se OT ete BOL ee ae A aS ee Seow Pts eae YO Ne ie ee ae oe © 8 ae ah SU - ee a Sas ae Ree eee a ee es ‘ — ; th 
on ae arte Fs SOIT sagen una bt ai & Pie) Fa B54 i; ks S bra" act! ae ie ees ie sgn Sa eons a pe hs ae “pe ae Fag ee a 3 ey os Reed a 4 Says aera hE BE Orr Beye te een Le Pomerat es Fe ‘ ; ae 
pi iY Me ee Ge Che det age gee or toy chr tda a ISM? cod chs pitty MORI ten RM, Bee ag ito ee mee gr Sth het on, ed ene oe Se CRT ee, Poa AES Le Sas ere ee aes CE en eas) | ame gee ee Ee i ‘ 
eet S at, £43) A ae oh Beige Sea. + Bias ey MSE okt Man des Mgr ae Bp aa Le ETS, Saige BER Cn $O hatins Re SOE Oe en Cat ee a 5 ee ee Se Pre PD ot ees ts Peg Fo s\n ee GW eee ha 8% ORE A Ee Ta ge, tet Os cya ees Sa eae ae A FM td Ph 
eee ae ed ig. E32; ¥ gi 9s er 2 Hig sar So al a ee we ht of: ee fag LENA Sib Poe mee fate hat EP CR BRO rg hake Pe ae bio (teas Oe Pig aier 7r ae Oe Y UG get oe ey SC ATES oie te SRG Tabs otek Meg > CEE Be go ay Sens ais tanta 
7 tee Ce ROE SOE et CF Ratt ee ee CERT SUR EOLRS «eae t e tinran Oke eet eee © Sachs Arta SERA PAN CL ET aOR TS ered LORIE RIS Te hat iad Pee gala et ie eee De ” 
a Le aie MRE at ie Ry yg Me tS eRe ays en Bae be ee Gap LG tS eC Eee hay oer Le nile) Se CE echae ee gee ee ee eee Al ie SESE poles Cte kam Maney As. rin nthe a gt Aen ie ag eee 
: ge oes tee ar | oo ee ee Pe ee ty Beles te: te oy bP Keane? Ee i en A ea * 2 Peas aa fet pss alle padi | = 58 DT” SSR ee On bet ag) Sy = Ay Be eg Tee Pe rite eles | a ee 
i. oe ee na SEAL WT oe ila OR ERM Se oF NRE ie ay ge 2 eat > ICO ¢ oe Seo a os uy aS + dey Nf - ce > piles 2 ay PMOL RS Fer tal a de » ey 
ae” ee, f Se Tagt Ge B31 GO, sR ee tm eon ok ete ig Raeoa, ig! i ee eee eEe ps res ta a ES a oe 
BC A ag Ae A, tS Ree a tg TED eh PEO NN NS 
— |. Fae Lt ah >} ee i a ARE er Bae toe - 


Oe RAR 


= x" x 


Millions Of Lights Will Burn Late This Night! 


Night has a continent to span, from East to West, 
from ocean to ocean... 


In the mid-West, twilight is just beginning to haze 
the fields of corn. In Pennsylvania, the cows have been 
milked. The children are in bed and fireflies gleam like 
fugitive stars in the meadows... 


The late afternoon sunlight still bathes the vineyards 
and orchards of California in gold while the green hills 
and picturesque landscapes of New England are 
already cloaked in darkness... 


And so, throughout the vast, diversified countryside 
of America, town and farm, the lights go on across a 
continent. Families draw together. There is a feeling 
of work well done. 


With the cares of the day behind, millions of country- 
side families, town and farm, will turn as they have 
so many times before to read with deep interest and 
affection the newest issue of their very own magazine— 
TOWN JOURNAL or FARM JOURNAL. 


But this is no ordinary night. Millions of lights will 
burn /ate this night. More than a million new families 
have been added to this already huge circle of families. 
This night and hereafter, in more than five million 
homes across the country, the whole family will find 
even more information, inspiration and real help in 
these the favorite magazines of countryside America. 


Business and industry, too, have a continent to span 
with sales-provoking ideas to be delivered to the 
nation’s families where they live—most especially to 
countryside families whose good opinion and custom 
now mean so much to so many. 


A short time ago we announced the acquisition of 
the Country GENTLEMAN by FARM JOURNAL and 
Town JOURNAL, promised both readers and adver- 
tisers more for their money. With the September 
issues now delivered, this promise has become a fact. 


Now it is easier and cheaper to reach deeply and 
effectively into the hearts and minds of countryside 
families all over America. Now campaigns can be made 
larger and more effective with the money saved. Readers, 
advertisers and retailers—all will benefit greatly. 


FARM JOURNAL, INC. ¢ Philadelphia 5, Pa. + Graham Patterson, Publisher + Richard J. Babcock, President 
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Rosenfield Joins Columbia 

Jonas Rosenfield Jr. has re- 
signed as v.p. in charge of public 
relations for Italian Films Export 
Releasing Corp. to become assist- 
ant to the v.p. in charge of adver- 
tising, publicity and exploitation 
at Columbia Pictures, New York. 
Mr. Rosenfield formerly worked 
with Warner Bros., Walt Disney 
and 20th Century-Fox. 


Print Drive 
Launches Scamper 
Liquid Detergent 


Los ANGELES, Sept. 7—Home 
Needs Co. has launched an exten- 
sive advertising campaign to intro- 
duce Scamper, a new liquid de- 


tergent. The company is a division 


rN 


Scatter Propagation “« 


Breaking the limitation of “line of sight” TV 
broadcasting is the most recent victory of re- 
search engineers. Called “scatter propagation”, 
this new system has been developed by radio 


engineers. 


October 1955 Proceedings of the I R E marks 
another history-making issue, reporting on this 
important discovery to 40,000 readers in 30 sig- 


nificant articles. 


Engineers are educated 
to specify and buy! 


INSTITUTE OF RADIO ENGINEERS 


: Proceedings of the IRE 


Advertising Department 


1475 Broadway, New York 36, N. Y. 


of Salem Commodities, a subsidi- 
ary of Safeway Stores, and the 
product will be sold only in stores 
of that chain. Home Needs also 
makes White Magic Bleach and 
Fauntleroy Liquid Starch. 

The opening ad is in the Sep- 
tember Family Circle. It is a two- 
page, full color insertion and 
will be followed with four-color 
spreads each month for the rest of 
the year. 

In the West, six insertions will 
run in the Pacific Coast editions 
of both This Week Magazine, 
which will carry % pages b&w, 
and American Weekly, % pages in 
four colors. In other areas where 
Safeway has stores, local Sunday 
supplements and 1,000-line and 
500-line newspaper ads will be 
used. 


s Distribution for Scamper will be 
completed by the middle of Sep- 
tember. Ads are promoting Scamp- 
er as being different from other 
liquid detergents in that “lumine” 
is the carrying agent for the de- 
tergent. This constituent, the ads 
assert, is milder, without the dry- 
ing effect on hands that results 
when other carrying agents are 
used. 

Erwin, Wasey & Co., Los An- 
geles, is the agency. 


Richards Gets New Post 

C. L. (Lud) Richards, advertis- 
ing and sales promotion manager 
for WBZ-WBZA, Boston-Spring- 
field, has been named to the new 
post of national account executive 
for the Westinghouse radio stations 
in New England. 


Chicago JA Names Holland 
Norman Holland has been named 
director of public relations of 
Junior Achievement of Chicago. 
Mr. Holland formerly was with 


Playboy and the Chicago Amer- 


ican. 


Notice how 


selling point? 


International Harvester Company «+ 


the Wilson meat ads 
get right to the 


Touche! 
When the product is superior, 


directness in advertising 


pays off! 


S. C. Johnson & Son, Inc. « 


ee 
...and here are the other clients of Needham, Louis & Brorby: 


Campbell Soup Company * Cummins Engine Company, Inc. * Household Finance Corporation 


Kraft Foods Company 


Macwhyte Company * Monsanto Chemical Company * Morton Salt Company « The Peoples Gas 
Light and Coke Company + Phenix Foods Company * The Quaker Oats Company «+ Scovill 
Manufacturing Company « State Farm Insurance Companies *« Wieboldt Stores, Inc. 


Wilson Sporting Goods Co. 


NEEDHAM, LOUIS & BRORBY, Inc. Advertising 


Chicago 


New York 


135 South La Salle St., Chicago 3, Ill. 


Hollywood 


Toronto 


Kaew! abstr Foie ee 


Advertising Age, September 12, 1955 


Getting Personal 


Latest report on size of admen’s families: Erwin H. Klaus, director 
of marketing, Northrup, King & Co., Berkeley, Cal., says he knows 
an adman who has no trouble topping Paul de Guzman and Lester 
Loh in number of boys in the family. John O’Rourke, head of a San 
Francisco agency, has eight boys, Klaus reports—adding that he 
(Klaus) is happy over the appearance of his first granddaughter. . . 

Daniel J. Edelman, head of Daniel J. Edelman & Associates, Chi- 
cago-New York p.r. concern, and his wife Ruth are parents of 
their second child and first daughter, whom they’ve named Renee 
Sue... 

Ray Berry, western circulation manager of Everywoman’s Mag- 
azine in Chicago, sank his No. 7 iron shot on the 4th hole at Hillside 
Golf Club, Aug. 28, for an ace... 


42 LBS. PLUS—Herb Fredman, p.r. director of Phillips-Ramsey Co., 
San Diego, did all right for Langley Corp., the agency’s tackle- 
making client. Demonstrating advantages of light spinfishing gear 
for salt water angling, he flipped his anchovy-baited hook into the 
La Jolla kelp beds. After a 30-minute battle, he boated this 4-ft. 


- yellowtail—third heaviest to be entered in the San Diego yellowtail 


derby. 


The game called “Escort, a game of guys and gals,” brainchild of 
Ed Cashin (BBDO, New York), has sold nearly 6,000 copies since it 
was introduced in March. Its maker, Parker Bros., is at work on 
Mr. Cashin’s second game... 


Mrs. Kristin Eggleston Hunter, copywriter at Lavenson Bureau 
of Advertising, Philadelphia, was among those honored by the 
Fund for the Republic Inc., in a competition for original television 
scripts on civil liberties issues. She earned a $1,500 check, presented 
at ceremonies at the Waldorf-Astoria, New York, for a half-hour 
documentary tv play called “Minority of One”... 


IN TRAINING—Chicago admen, all members of the Army reserve’s 
305th Radio Broadcasting and Leaflet Battalion, meet for summer 
training at the Psychological Warfare Center, Fort Bragg, N. C. 
Left to right: Lt. Frederick D. Sulcer, copywriter, Needham, Louis 
& Brorby; Lt. Edward C. Campbell, advertising space sales, Chicago 
Sun-Times; Capt. Robert M. Wilson, manager, advertising and 
public relations, Northern Trust Co.; Sgt. C. Barrie Bedell, adver- 
tising copywriter. 


Humphrey Sullivan Jr., news bureau manager at Lever Bros., is 
a proud poppa. His daughter, Elizabeth, was born Aug. 22 in New 
York Hospital. She won’t have much of a stay in the big city though. 
“Sully” is in the throes of completing his new home, now being 
built in Connecticut. .. 

Joseph M. Bryan, president of the Jefferson Broadcasting Co., has 
been nominated for the presidency of the American Insurance Con- 
vention which meets in October. He’s one of North Carolina’s best 
known insurance executives. . . 

Marion Parsonnet, chairman of the board of Parsonnet & Wheeler, 
television producer, has become a father for the second time. His 
daughter’s name is Marin Alix... 

Jack Chamberlain, ad manager of The Time, Greenwich, Conn., 
daily, and Mrs. Chamberlain have been vacationing in Europe. 


wee Deg eee ees eo. {CE Ee ae Sra 4 Bia on Fe 2% a : 
: | | Se ee 
he 4 oy reat eg Beg > "as < 3 i Ed Gee es aes 2 et se lea ats Sane , 5 : r aa 4 shai 4 os eg oa a = h , RA oe oy has 4 eg 4 hs * Bick “| ‘ a 4 
Ne he aye i ak gi 2 es a Be fe ; yor J ee : : : ; J j Ss . ati ons 
4 -_ . ‘ 
ao * 
Noe: 
oe Ps 8 86 
= 
: . 
| = 
} yn 
| i 
ee 
ss... ae ai 
| 3 
} ia 
t a! 
: : 
ee , 
| vy IX a 
ey is on 
| Bs : f ei 
®t ‘ « 
| ey es 
| BS 
‘e 8 
| ; gz 
| | : te. : : : & 
| = ee ¥ ; 
nt ee > >. . 2 _ 
| 3 My. . ¢ bars re ens om ae ok a 2 
| | 4 ‘ < ae Fe F Sipe yee 7 af co ‘9 
| | si ae ee 
| Be > Se \ ? # ' ot i r 
| 2 J ‘ >. a ] * 4 ” ps 
i) < cae rs 2a ee j } 
| she . ok Se tal 4 a4 fs - 2 
: ; f . oS ghee tty . 8 og io taal ° a a + . ua 
ah! ten “4 ee... <i ae oy et . mm 
: 4 wa, ~ Si " — “a a ™ : ‘ 
| a 4 oe 2g >} Fae 7 
- - si ¥ = a ee se — _ a F " ’ 
. ’ 8 oe all A Fe a 4 vos ‘i ‘ 
‘ Fee 5 >... nee : ia i : : f J oe 
¢ ter Era eee ] . Fs t itt ps § ‘ Bk 5 rh, os ee a a bs 
ee Saat a . 2 PP + be, - ‘ bas te “Sg8 
&. siadaiaameaael a . wig : Pig oe - a 
> oe gle ek, ie sc “ a " 
pen 4 ' : S ~ ee i a erry : 
| oes eee me ) i a te : | 4 
wm = -N\ Ea <a, . 
* ey 
6C— SS ee >. 
. aXe B 
| i ; 
ee 
-— | 
a a een a7 t 
° ° 
ee | 
q 
| 
‘ 
q 
: | 
1 
4 
a 
ee aes. Pome nah ee fo © ee eee fe Ea ge 2 <<.” Re : 
ie ee eS, 5 i a ee - ie rs t be. % ie ~ Pe ee vi ee ee sae es ae ; - 
ea CF ee yp aes ee. » Fre ss % 4 
——— ait : pales Se eek a, gage ee : . 
eas i“ a ere NS ewes & bh aps Py 
ee ne ° » nie - a % i ~, ky , Oe f 
ee ae ~ * 2h A : ies ee | Se i ae ee | { 
ae moe | ; : i j * Z a 
1 ees aii aaa ‘ i aM 
en + ee ae: (al me : Lo " 
h a a od 4 
We . ‘ : ; ‘ €\ 
: . Pe, i . _—— / F bial ih 
’ ‘ \ : —~_ my 
P ; o pat Y 
F " ’ . f ‘ | : 
Sg * atl, —_ a : 
t j ’ * fe id ae — —— : 
3 : 4 P i ies y 
: oe * “1 
\ t, \ ad et \ 5 ae _ < >. ’ 
nn : fe ei — = | : 
| Si = , ‘ a — a 
ae ” ie : = — ~ a . Q 
r ina a \ ia. ; 
a » ed le” Seas a 4 . Gi uh 
“ eile a 3 3 es - 2 
Sg. ~ _i. = x wn 
a 
{ 
y 
A 
I 
| 
* 
a 
é 
7 
a 
af 
¥ 
eee g 
iat 
ee | 
ee =: § = 
‘ah 
q 
q 
aA 
4 
4 
{ 
ia 
PT al | 
% . | 
/ : Ce. oe LO. Gos Bp ES, ge SIRS op: a a es y, Fel on Nip eat ha a DE oar Lng. oie a a «ph OR cae ip cab Sg NO la NCR tte Sk Re ed ins Cee rR Oe, nS RAL Le Te Ss CR IEUN, at eES B ks oe Tia st 2, are. ROR ak 5 ary Bt 4 eee 
Seer pee SOR ES AE OY oe ge ae ag gy ee Tee AY; icine ese Seiepc gts ee SU BRO eR ER ins Seer A ee cane rat ere ietepiy: ee iat Vues Seg, MOMs og te Be pak. 7 Cee OM tae RMOUS ties le ifort ay 
ee fog We eae eat Fe eg ey AME ET: phe a? See ae ew ee we VN re 2 acy Sea pea * et Neth se ee a ye Sek, eee pate 2 OUR Ty te te ty Want ge Reng Ave. | Tie Nig rr wae AR AM RD BD Oe, Rene ae oor toh EOL A BORE ie nets eg ees et 
Spe ee Me EE One Mad 5 fg eae ciogiae SP ee NSS OSS, oy Seep Haagen SON ed Bee MERA, Ue PN ON Ne Eee ie a ee AE ee Ain OR BT a Re ys ee re ty er a Mahe os Roget Wee Oe nN oct. 
Gee cet Dem Ba a age A Sieg To hye hg gee Tighe ae). age best Geer fe Na canteet pars Baty von +E 2 soba ee aa oe: ae peek Fo eee ee CBEY SS Seats eA oe One adnan S Pee, Sree st Se tek gee Mets a> sane eee 
Fe Te rege Pe i ee Ce sahil, DE, RN bn Rte iy a og ee Ties ME ln Pam eh Pawel a PPR ate i Lam nS 5 TREACY RS Sra ne OS, fake Ok eye cemioes Ft vi Satan splines th 2 ltr yh een EAS Ui ne Pee a PRL ies vg Zt NR Se ary hae Val SER ee har ce teed Ay Oe ew aie oe Le Pero eee ane 
pe Ar wee a aS Pet ae Mae Mans ee oe Pal Se; Ge cat! Sear otal Z ee tien a uy ae eiouene e i es et fed Deke el bed pare $y Brey Paps ~o eS ea? bite fo get a ts FRO a HOS arn OS gd ee ay PIES oy eo etnies ¥ sev Sao 2a Bee ay aS 


- 
Ss 


BUILDING 
PROJECT 


B lit you SELL to 
: Project Builders. 


There are approximately 500 builders who erect 100 
,houses or more a year. Many project builders (such as 
Frank Sharp, pictured right) are builders by profession. 
Others are primarily entrepreneurs whose knowledge of 
the practical aspects of building may be subordinate to 
their promotional, sales and money management abilities. 


Generally, they buy direct — at a price. This type builder This is fronk Sharp, Sruth-lieep 
is found almost entirely in large metropolitan cities... Construction Co., Houston, Texas, 
and represents approximately 30% of the home building acm me: — 
market most effectively reached through ps. eee er 


nome = 3 i . Custom Builders 


The custom builder (or contract builder) represents a vast 
market for the manufacturer of building products and 
modern home facilities. This type builder builds America’s 
better homes. He is a preferred customer of the building 
material dealer. There are some 100,000 custom builders. 
They are smaller in size than the “project” builder, but 
vastly larger in numbers. Their steady “averages” reflect 
inaleil aoe the backbone of the nation’s home building market. 


is is John Werthmen, . +, te ” 
Wharthaan, ins., fort Woyan, lia, PRACTICAL BUILDER is their “Blue Book. 


who built 40 homes in 1954, worth 
$1,000,000.00. 


COMMERCIAL © 
BUILDING 


the Commercial Builder . 


There aren’t many commercial building specialists like 
James Bronkema of Grand Rapids, pictured here... but 
commercial building represents a mighty important 
market for building products designed for use in commer- 
cial, light industrial and institutional construction. The 
most potent segment of the commercial building market 
is reached through the traditional community contractor- 
builder, who also builds homes and does remodeling and 


i : ’ ; ; This is James Bronkema, Bronkema 
alterations. These builders pp’s editors consistently serve. Giidecs, tac, Geecd Rapid iti. 
who built six commercial buildings = = a 
in 1954, worth $760,000.00. et ee OL AE 


+ ee % i 
~ oa 


- or to the Remodeling 
and Repair Market 


In every community, there are building contractors who 
operate in this important category. In large metropolitan 
cities there are some who even specialize in remodeling 

and alteration. In medium and smaller cities the 
ee ae ae ee builder who erects your new house or business building 
aomedating re P 96a is generally the man who remodels your kitchen or puts 
Los Angeles, who did more than a a new set of doors on your garage, etc. This section of the 
Light Construction Market is as big as new home build- 


ing, (if not bigger) and is adequately reached only through 
PRACTICAL BUILDER. 


PB reaches themall! 


. Practical 
Builder = 


Blue Book of the Light Construction Industry 
5 South Wabash Avenue, Chicago 3, Illinois 


When you buy building market 
circulation, be sure the magazine 
you select reaches the ENTIRE 
light construction market... 


eee the new residential 
building market 42% 


.-. the commercial building 
market 18.8% 


ee the remodeling, alteration 
and repair market 39.2% 
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Magnus to Brudno & Bailey 

Magnus Chemical Co., Garwood, 
N.J.. has appointed Brudno & 
Bailey, Westfield, N.J.. to handle 
its advertising, promotion and mer- 
chandising. Spooner & Kriegel, 
New York, formerly handled the 
account. 


Viking Names Glump V. P. 

John F. Glump has been pro- 
moted to v.p. in charge of sales and 
ladvertising of Viking Instruments 
‘Inc., East Haddam, Conn., and its 
Econe Products division. Mr. 
Glump also was named to the Vik- 
ing board of directors. 
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Eat Chinese Style, 
Win a Studebaker 
from Chun King 


Du.utH, Mrinn., Sept. 7—Chun 
King Sales, leader in the Ameri- 
can-oriental food field, is offering 
food retailers a chance to raffle 
off 250 bright red Studebakers to 
their customers. The promotion is 
aimed at putting Chun King’s line 
of frozen food products into vir- 
tually immediate nationwide dis- 
tribution. 

To obtain one of the $1,850 cars, 
a retailer must purchase a mini- 
mum of 1,200 cases of three or 
more of Chun King’s line of frozen 
items, which includes a Cantonese 
dinner, chicken chow mein with or 
without noodles, and shrimp egg 
rolls. Delivery of the car will be 
made through a local Studebaker 
agency, freight prepaid, and the 
retailer can then raffle off the car 
pretty much as he pleases. 

Backing up the promotion will 
be full-page insertions in the Met- 
ro Sunday Newspaper list, news- 
paper co-op ads, and local cut-ins 
on the CBS-TV Garry Moore show 
every other Thursday. 


National Advertising Co. 
Elects Fred Gunning V. P. 


Fred P. Gunning, general sales 
manager of National Advertising 
Co., a wholly-owned subsidiary of 
Minnesota Mining & Mfg. Co., St. 
Paul, has been named a v.p. and 
elected to the board of directors. 

National Advertising specializes 
in designing and maintaining rcad- 
side advertising displays. Mr. Gun- 
ning joined the company in 1939 
as a salesman of Scotch brand cel- 
lophane tape. 


COVER MORE OF MISSISSIPPI 
THAN ANY OTHER PUBLICATION 


A. B.C. Circulation (3-31-55) 


Morning and Evening ... 


83,572 
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YOUNGER SET—Celeste, a new Gorham Sterling pattern, designed 
especially for the teen-age bride, will meet the public in this full- 
page b&w ad during October. Twelve women’s, fashion, brides and 
teen-age magazines are scheduled. Donahue & Coe, 


New York, is 


handling. 


Sears Joins Up, 
Cheers Men’s, Boys’ 


Wear Group in Drive 


Cuicaco, Sept. 6—The American 
Institute of Men’s and Boys’ Wear 
moved closer to its $5,000,000 goal 
for a national consumer program 


| President 


last week, as Sears, Roebuck & Co. 


| 


$46,000,000 a year on its own ad- 
vertising and is the country’s 
largest retail advertiser in newspa- 


pers, spending about $36,000,000 in 
‘this medium.” 


| pledged its membership. The insti- | 


tute pledge formula for retailers 
is 1/20 of 1% of its 1954 gross sales 
|of men’s and boys’ wear. 

| “Sears’ membership pledge un- 
|derscores the pressing need for an 
industry-wide program,” Institute 
| Willard Cole said in 
|making the announcement. 


| first 


The institute hopes to raise at 
least $2,000,000 by the deadline 
date, Sept. 30. 


Pierson Publishes 
‘Resident Physician’ 

Romaine Pierson Publishers, 
Great Neck, N. Y., will mail! the 
issue of its new monthly 
journal, Resident Physician, this 
month. The new magazine is said 
to be the first for this particular 
group of physicians who are train- 
ing for specialization in one of the 


“This is made obvious by the fields of medicine. 


fact that Sears not only is the) 


Initial circulation will be 16,- 


‘country’s largest retailer of gen-| (000 and will go to 17,000 in Janu- 
‘eral merchandise, but is spending ary. 


sales work 


A Complete 


DISPLAY MOVING Cycle 


Ask your NORTH AMERICAN agent about 
“DEPARTMENTALIZED” Display Service 


* Experienced Supervision 
* Door-to-Door Service 

* Minimum Crating 

* Releases your personnel for 


Get this FREE Display Brochure! Write: 
DISPLAY AND EXHIBIT DEPT. 

North American Van Lines, Inc. 
DEPT. AA-955 * FORT WAYNE 1, IND, 
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A. THE RESULT of five years of developmental research 
in cooperation with major national advertising agencies, R. L. 
Polk & Co. is pleased to announce a new advertising idea 

. . a new advertising medium which makes it possible and 
practical for advertisers and their agencies to appeal directly 
to the individual potential buyer with a vigor never before 
possible! 


This new medium is THE POLK MARKET, consisting 
of 50 million people, and five times 50 million marketing facts 
. . . facts which make it possible for each advertiser to select 
and reach his known potential buyers . . . defined by him and 


identified by us from THE POLK MARKET. 


We know what kind of neighborhood these people live in, 
what kind of house they live in, whether they own their 
home or rent, where they work, what their job title is, what 
their past buying habits have been, whether they’ve made 
a major purchase recently, what kind of a car they drive and 
how old itis... 


In short, today we place at advertisers’ disposal a tremen- 
dous circulation list reflecting the constantly shifting social 
and economic character of the American buyer, organized 
for efficient, highly selective use and geared to make all adver- 
tising dollars work more effectively. 


THE POLK MARKET is Direct Mail Advertising .. . 
with a fervor! It is Direct Mail Advertising offering a vastly 
refined, dynamic circulation list. It is Direct Mail Advertising 
planned to permit complete integration into the family of 
major advertising media, because R. L. Polk & Co. will function 
exactly as the publisher functions in other printed media. 
It is Direct Mail Advertising assembled and coordinated with 
other media to enable an advertiser to strike his known 
potential buyers with an impact never before possible. 


As the result of our years of development of THE POLK 
MARKET, we now make the following policy announcement: 


Effective immediately, standard gross rates and 
specifications will be established by R. L. Polk & Co. 
when functioning as the complete publisher for 
specific types of Direct Mail Advertising campaigns. 
These rates will apply equally to the advertisers and 


MARKET 


YOUR LINK BETWEEN MASS ADVERTISING AND SELECTIVE IMPACT 


aad 


4, 
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agencies concerned and will be fully commissionable 
to the agency. 


R. L. Polk & Co., as publisher, will accept full 
responsibility for quality control on all phases of 
publication. The agency’s responsibility shall end 
with the presentation to us of acceptable artwork, 
engravings, electros, etc., under the usual standards 
of printed media trade practice. R. L. Polk & Co. 
assumes responsibility for the preparation and quality 
of the printed advertisement, for selection of the 
circulation list, and for distribution to the selected 
market according to agency schedule. 


This policy is not retroactive and will not extend 
to miscellaneous services performed directly for 
advertisers by our Direct Mail Special Services 
Department on an individual item basis. 


Early in 1955, we opened a new publishing plant, which gives 
us greater capacity and brings about increased economies 
which help make possible this announcement. 


We are developing new techniques and equipment which 
promise even greater efficiency for Direct Mail Advertising 
in the years ahead. Agencies and their clients will reap the 
benefits of these developments as rapidly as we can bring 
them into productive use. 


The one national medium capable of effective, practical 
cultivation of the individual buyer is THE POLK MARKET 
. .. the new medium for advertising’s new era. 

If you would like to know more about THE POLK 
MARKET and its applications to your products and mar- 
keting problems, we will be happy to talk to you at your 
convenience. Please address your inquiry to R. L. Polk 
& Co., 431 Howard Street, Detroit 31, Michigan. 


RALPH L. POLK, President 
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CIRCULATION DOUBLES IN 6 YEARS 


Growing demand for important news 369.036 
by important people—greatest growth . 
of any magazine in the field—the only 
one to have doubled its circulation in 
this period. 
1949 '50 '51 ‘52 ‘53 '54 '55* '56 
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ALL CIRCULATION GROWTH 
STRICTLY VOLUNTARY 


98.4% 98.2% 97.1% 97.2% 97.3% 97.0% 


Leads all magazines in the field in per- 
centage of circulation obtained by 
“Class A” voluntary methods—those 
involving maximum volition on the 
part of the reader, such as mail direct 
to publisher, newsstand, catalog agen- 
cies, etc. 
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ADVERTISING VOLUME ALSO DOUBLES IN 6 YEARS 2,760 


Growing demand by important adver- 
tisers for our important coverage— 1,077 
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only magazine in the field to have — PAGES 
scored gains each year—only maga- 
zine to have doubled advertising page 
volume. And in 1955, leading all maga- 
zines in page gains. 


i ie ie tet 


SOURCES: Circulation from 1949 to 1954 from **Circulation rate base. 


publisher's statements to the Audit Bureau of Advertising volume from Publishers Informa- 
Circulations. : tion Bureau. Advertising costs from Standard 
*Publishers statement to the Audit Bureau of Rate & Data Service. 


Circulations for the first 6 months of 1955, 
subject to audit. 
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Americas Class News Magazine 


—A MARKET NOT DUPLICATED BY ANY OTHER MAGAZINE IN 
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Now more than 725,000 net paid circulation 
: For more information on how “U.S.News & World Report” 4 
is setting the new standards of value in the news and p 
management field, call or write our advertising 4 
office at 30 Rockefeller Plaza, New York 20, N.Y. Other 
offices in Boston, Philadelphia, Cleveland, ye 
Detroit, Chicago, St. Louis, San Francisco, ‘ 
Los Angeles, and Washington. "2 
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How Do Operative Home Builders 


A REPORT OF A NEW STUDY BY NATIONAL 
BUILDERS WHO CONSTRUCT 92% OF ALL 


pale who has astake in selling mer- 
chandise that goes into new homes realizes 
the outstanding importance of the operative 
builder—the man who builds houses fo sell. 


These men play such a major part in creating 
markets for building materials, equipment 
and appliances that their views and opinions 
have a tremendous significance to American 
manufacturers. 


To learn what these builders think, National 
Field Service was commissioned to study a 
group representing 27% of all builders who con- 
struct 92% of all new homes built for sale. The 
results are given here for five of the several 
questions provided by Better Homes & Gardens. 


The tabulations of their answers to these five 
specific questions are most eloquent. They 
show that with these big operative builders, 
as well as with the home-buying families who 
purchase their homes, Better Homes & Gardens 
is so far in the lead among America’s top 
magazines as to be practically in a class by it- 
self. This is hardly a modest statement, but it 
is offered as completely factual on the record. 


Better Homes & Gardens is more than ever 
the one magazine you cannot do without to 
reach and influence home builders and home 
buyers. 


This survey becomes another piece of signifi- 
cant new evidence pointing up how effectively 
BH&G penetrates all the important sources 
of sales in the residential building market. 
An F. W. Dodge survey earlier this year 
showed BH&G far and away the leader among 
all magazines in reaching and influencing 
families who build homes for their own 
occupancy. 


Remember, too, that whatever you have to 
sell to consumers, your advertising appropri- 
ation works harder—dollar for dollar—among 
Better Homes & Gardens’ 4,000,000 families 
than any other advertising medium of any kind. 


These same builders were asked three addi- 
tional questions: (1) What do prospective 
home buyers seem to want in improvements 
or new features in the homes they buy? 
(2) What do you think is the greatest needed 
improvement in home building? (3) What im- 
portant home-building developments would 
you predict for the next five years? 


For information on the answers to the above 
questions, call your Better Homes & Gardens 
representative. 


Better Homes 
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| Rate Consumer Magazines? 


FIELD SERVICE* AMONG THE NATION’S BIG 
® THE NEW HOMES THAT ARE BUILT FOR SALE 


*A Field Service affiliated with Alfred Politz Research, Inc. 


HOW DO THE MAGAZINES THAT CARRY YOUR ADVERTISING STACK UP? 


QUESTION: What magazines 
are mentioned most frequently 
by your customers in connec- 
tion with buying homes? 


PERCENT 

OF TOTAL 

OPERATIVE 

BUILDERS 

Better Homes & Gardens. . 43 
House Beautiful ..... 9 
American Home... . . 4 
House & Garden .... 3 
Good Housekeeping .. . 2 


life. . sid 's Be a 
ere ee 1 
Living for Young Homemakers 1 
Saturday Evening Post . 
Time ° 


co, Sm eee - 
Ladies’ Home Journal. . . - 


PS “S500 et 8 ~ 
Woman's Home Companion - 


*Less thon 0.5% 


osname 
i 
. . + s 
. Here are the Five Questions Asked of Operative Home Builders 
i 
: { QUESTION: Please check each QUESTION: If you could have QUESTION: In what magazine QUESTION: If you could have 
'S 4 of the following magazines only one magazine in your would you prefer to see your only one magazine for use in 
u hi that are read regularly (almost home, which one of the follow- homes or housing develop- connection with your business 
> —2 every issue) in your home or ing magazines would you ments featured editorially or as a builder, which one of the 
place of business. prefer? advertised? following magazines would 
you prefer? 
| PERCENT PERCENT PERCENT PERCENT 
OF TOTAL OF TOTAL OF TOTAL OF TOTAL 
OPERATIVE OPERATIVE OPERATIVE OPERATIVE 
| BUILDERS BUILDERS BUILDERS BUILDERS 
ee 1 Better Homes & Gardens. . 62 Better Homes & Gardens. . 24 Better Homes & Gardens. . 36 Better Homes & Gardens. . 41 
7 ee )*, a aes eS, Sera t eis. 17 American Home... . . 14 
p American Home... . . 38 NO American Home... .. 15 House Beautiful... . . 213 
i Saturday Evening Post . . 32 Saturday Evening Post .. 11 House Beautiful . . . . . 11 House & Garden... . 5 
| House Beautiful... . . 30 AmericanHome..... 8 Saturday Evening Post .. 5 es so ees 6 ee 
| {' OK oe, euler House Beautiful . 5 House & Garden _— Living for Young Homemakers 4 
4 Fn a ee: Collier's . a Living for Young Homemakers 3 me. > a he ee i 
| Good Housekeeping . . . 27 House & Garden... . 2 Good Housekeeping .. . 2 Saturday Evening Post .. 2 
i House & Garden ... . 25 Good Housekeeping . . 2 Collier's . 1 Care. vie | > 1 
| Ladies’ Home Journal. . . 22 Living for Young Homemakers 2 Good Housekeeping . 1 
Ladies’ Home Journal. . . 1 
CT =< ss ole @ «6. ee re ae a Ree om? ee Ladies’ Home Journal . 1 
< Sa ae 16 pn, SOR Ee Sa SRA > ae 5 «ce ts 1 
Woman's Home Companion 15 Ladies’ Home Journal. . 1 Woman's Home Companion 1 js ee eee 1 
a Living for Young Homemakers 12 McCall's . 1 McCall's . * Woman's Home Companion | 
: EP Ee ee Woman's Home Companion 1 Ce 6 6s ew ica es . 
i th a ee Perey... ss ® 
iy Household 6... se 8 Housshold ....... © Re 6 ieee - 
i : 
‘y *Less than 0.5% *Less than 0.5% 
RC A mt 


Questions: Furnished by Better Homes & Gardens 


Namen  f. W. Dodge Corpareton The sample consists of 671 completed usable 
Sample Selection interviews, representing an effective com- 


National Field Service . .. A Field Service 


q Mailing pletion rate of 88% of all operative builders 
“sa affiliated with Alfred Politz Research, Inc. on the F. W. Dodge Corporation lists. 
erson 
Tabulation 


Better Homes and Ga 
advertisers are invited 
in more than 4,000,000 


| and Gardens 


MEREDITH PUBLISHING COMPANY, Des Moines, lowa 
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MISSOURI FAR 


have to 


BUY 


Farm 


Supplies 


to get 


-| «Q-|in Circulation, Read by more than 
155,000 Missouri Farm Families 


Benet Hanau Adds Two 

Gini Products and its distributor 
G. G. Inc., San Gabriel, Cal., man- 
ufacturer of Pinware pincurl per- 
manent wave, Pinwheel clips and 
other hair grooming and beauty 
products, has appointed Benet 
Hanau & Associates, San Jose, to 
handle its advertising and public 
relations. Television, newspapers, 
trade and consumer magazines 
will be used. The Bogerts, Holly- 
wood, formerly handled the ac- 
count. Benet Hanau also has been 
appointed to handle advertising 
for Old English Co., maker of Old 
English dog & cat foods. The ac- 
count formerly was handled by 
Botsford, Constantine & Gardner, 
San Francisco. 


Coxhead Corp. to Swofford 
Hugh Swofford & Associates, 


named to handle a special public 


relations project for Ralph C. Cox- 


‘head Corp., Newark, N. J., maker. 


‘of the Varityper. 


Advertising Age, September 12, 1955 


ATLANTA, Sept. 6—New develop- 
ments in color printing, paper 
stock and other grist items in the 
mill of publishing have produced 
today’s dressy-looking crop of pub- 
lications, but there is evidence that, 
in some circumstances at least, it 
may all be in vain. 

The evidence consists of a publi- 
cation whose next issue will mark 
its 150th year as an advertising 
medium—Grier’s Almanac—which 
has a circulation of more than 2,- 


New York and Chicago, has been | 


000,000 and refers to this as the 
‘largest unit of circulation in the 
South. Approximately half of its 
circulation is controlled to R.F.D. 
‘and Star Route boxes. 

| The other half is distributed 
through 40 top drug wholesalers. 
They imprint the books with their 
names and pass them along to their 
own retailers, where “readers from 


| 
‘long years of habit pick them up at 


SWIFT'S CANNED MEAT 
SPECIALS as rearureo on 


Swift's 


QETNING 


Swift's Premium 1 


SANDWICH 
STEAKS 


FOR QUICK EASY MEALS 


EXCLUSIVE OFFER OF 
OFFICIAL WALT DISNEY 


GET DETAILS IN STORE 


Neale a “a 
ADVER-MERCHANDISING — ™ 
and how touse the Richinond 
INDEPENDENTS Earned 
Merchandising Credit Plan 
with New Account Bonus’ 


— Independent Pr 


CHANDISING 


mn, store manager, on 4, Swift sulouian ili @asieen ore 


CANNED CHICK 


SWIFT'S 


PURE 


LARD 


Shortening 


199: 


Our publicity of this brand 
guaranteed retail support by 
California’ largest single-unit 
market---RICHMONDS FOOD 
BOWL SHOPPING CENTER 


SHOPPING CENTER 
corner 13th & MARKET 


Bem 


swirr's 
PREMIUM 


q.. 19 


‘Grier’s Almanac,’ 150 Years Old, Still 
Packs ‘em Into the Advertising Columns 


the beginning of .the year.” 


s The 1956 almanac (closing date 
for advertisers, Oct. 1) still uses 
the same format and pulp stock as 
it did 50 years ago, and is not 
startlingly different even from the 
initial (1807) edition. In close to 
half the counties of Dixie, Grier’s 
shows 100% coverage of every 
R.F.D. and Star Route box, while 
most of the others are covered 
through drug and feed stores. 

The 72-page 8”x5” annual which 
the publisher calls “second only to 
the Bible in the South” still offers 
the same information—on calendar 
dates, rising and setting of the sun 
and moon, the times of the tides, 
the aspects of the planets, eclipses, 
gardening information, postal rates, 
court calendars, etc.—which have 
made it a standard kitchen refer- 
ence tool. 

Biggest changes have been in cir- 


culation and advertising. Close to 
|300 ads are now run each year, 
| ranging in size from one line (for 
'$19) to a page (for $3,630). There 
‘are no spreads: Grier’s promises 
ithat “every ad is next to editorial 
/matter.” 


- Remedies—for everything from 
bad luck to epilepsy—predominate 
among the ads, and many of 
them are to be found in few other 
media. For example: Allimin gar- 
lic tablets, John R. Dickey’s Old 
Reliable eye wash, Jim Bourland 
Blue Star ointment, Dr. Fred 
Palmer’s skin whitener and Lucky 
Heart Laboratory. 


But there are _ better-known 
names in the ad columns, in- 
cluding: Anacin, Charles Atlas, 


Sherwin Cody Course in English, 
Beltone hearing aids, Eveready 
batteries, 666 tablets, St. Joseph 
aspirin, Ray-O-Vac batteries and 
Lydia E. Pinkham. 

The almanac has had a compli- 
cated history. It has been owned by 
John B. Daniel Co., Atlanta whole- 
sale druggist, for about 60 years, 
though the company actually has 
no bill of sale or record of its pur- 
chase. As far as the owners know 
it was bought at an estate sale in 
Savannah in the ’90s. 


ws The first almanac to bear the 
Grier name was published in 1807 
by Robert Grier, but as early as 
|1763 practically the same almanac 
‘appeared and was called “South 
‘Carolina & Georgia Almanac.” 
Robert Grier operated the book in 
Augusta until 1848, a period dur- 
/ing which he got quite a reputation 
‘as a computer of astronomical data. 
| After Grier’s death the calcula- 
‘tions and editing were taken over 
\by Thomas P. Ashmore (who 
scored a beat by predicting about 
50 years in advance the total 
eclipse of the sun on May 28, 
/1900). It was also under Mr. Ash- 
'more’s tenure that the book first 
‘opened its pages to advertising— 
‘in the 1856 issue. 

‘6 The present editor and general 
|/manager is George M. Kohn Jr., a 
former newspaper advertising man 
| who does no calculations except on 
‘column inches. His astronomical 
data come from a couple of schol- 
ars in Florida, who also provide 
fishing information. 

Always a highly functional pub- 
lication, Grier’s Almanac is getting 
more so rather than less. The al- 
/manac used to carry jokes, but the 

|present editor steers away from 
| them. 

| Instead, he tries to pack in more 
‘information which is not easily 
available to farm dwellers. 


_Broadmoor Hotel to Gray 

| The Broadmoor Hotel, Colorado 
| Springs, has named Gray Adver- 
| tising Agency, Colorado Springs, to 
handle its advertising. 
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Modern Heating Equipment...1700 A. D. 


“il America’s swift industrial growth since the era of the all-purpose 
colonial fireplace has been paced by the development of new and These Advertisers of Industrial Heating Equipment 


more efficient heating equipment to meet the specialized needs of Wee Guctnnns Ween to Raat thew Mee 
industry. Admiral Corp. General Motors Corp. 

To develop new markets for their products, many leading makers Air-Maze Corp. ubmapnaaiadet 

{ . . : “ae . Aanestene Qudintes ILG Electric Ventilating Co, 

of heating equipment advertise heavily in Business Week. They know ; 

& Standard Iron Fireman Mfg. Co. 
that Business Week is read by a highly concentrated audience of man- Sanitary Corp. Minneapolis-Honeywell 
agement men. These are key executives of business and industry who (Americon Blower) Regulator Co. 

° ° ° es ©. gs Buffalo F Co. Modine Manufacturi . 

make or influence important buying decisions for their firms. ms re nrg 7 aad me rn oe 
. ° . - arrier Corp. ilco Corp. 

Because of this fact, Business Week carries more pages of advertis- Sessa teste Scihons Cindiustion Care, 


(Janitrol Div.) 


ing addressed to business and industry than any other general busi- Cory Corp. 

¥ ness or news magazine. (Fresh ‘nd Aire Co.) Trane Co. 

' Emerson Radio U. S. Air Conditioning Corp. 

& Phonograph Corp. Webster, Warren, & Co. 
(Air Conditioner Westinghouse Electric Corp. 
YOU ADVERTISE IN BUSINESS WEEK WHEN & Heater) (B. F. Sturtevant Div.) P 
YOU WANT TO INFLUENCE MANAGEMENT MEN General Controls Co. Worthington Corp. 
General Electric Co. York Corp. 


Source: Publishers Information Bureau Analysis 


BUSINESS 


A MCGRAW-HILL PUBLICATION 
330 WEST 42ND STREET, NEW YORK 36, N. Y. 
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We're adding a new wing since we discovered 


how to 


SELL U.S. 
SERVICE FAMILIES 


The American 


WEEKEND 


ARMY TIMES PUBLISHING CO. 
3132 M St., N.W., Washington 7, D.C. 
U.S. OFFICES: Boston, Chicago, Detroit, 
Los Angeles, New York, Philadelphia, 

San Francisco. 

FOREIGN OFFICES: 
London, Paris, Rome, Tokyo. 
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Advertising Age, September 12, 1955 


Michigan Tourist Council 
to Ask for Ad Budget Boost 

The Michigan Tourist Council 
has agreed to ask the state legis- 
lature for an increase of $136,465 
‘in its advertising appropriation 
‘for next year. The new goal }!s 
$521,089. 

Council Chairman Robert W. 
Budd, president of Great Lakes 
Greyhound Lines, said the council 
wanted to “retain in the face of 
still rising costs the increased pur- 
‘chasing power of last year’s legis- 
‘lative grant.” 


Appoints Lewis, Hunter 

Lewis, Hunter & Hatt, Phila- 
delphia, has been named to handle | 
advertising and public relations for | | 
Pierson & Roth Kitchens, Phila- 
delphia. 


Knapp Named Ad Director 

F. A. Knapp, with Weatherhead 
'Co. since 1953, has been named 
advertising director of the com- 
pany’s newly established Fort 
Wayne division in Indiana. 


: 
uuaadage H 


gos 
pent HE ig yet 


h . 


fret 


Hi 
fd 
e 


> 


Richmond, California . 
Salt Lake City, Utah . 
Albany, New York. . 


# 


Reading, Pennsylvania . 
Charlotte, North Carolina 
Providence, Rhode Island 
Grand Rapids, Michigan. 


REPRESENTED NATIONALLY BY 


Data Copyrighted 1955 Sales Management, Survey 
of Buying Power; further reproduction not licensed. 
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FOOD MANUFACTU RING 
SAN DIEGO 


CALIFORNIA 


°30,000,000 


Over 90% of the Billion Dollar San Diego 
Market is told and sold daily by the 
San Diego Union and Evening Tribune. 
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22,000,000 


IMPORTANT CORWER 
IN THE U.S.A. 
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Advertising Is 
a Diamond's Best 
Friend: De Beers 


PHILADELPHIA, Sept. 7—De Beers 
Consolidated Mines Ltd. is now 
satisfied that advertising can do 
what was once thought impossible. 
That is, increase diamond sales 
during a year when marriages and 
engagements drop. 

Early in 1954 it appeared that 
diamond sales in this country cer- 
tainly would decline. Since dia- 
mond sales are tied in with en- 
gagements and marriages, the low 
birth rate of the depression years 
of the ’30s brought the former 
youngsters to marriageable age 
about last year. 

The number of marriages did 
drop last year. But the imports of 
diamonds in terms of cut carats 
per marriage jumped by nearly 
one-third. In relation to the num- 
ber of marriages, imports reached 
their highest peak ever. 


® DeBeers and its agency, N. W. 
Ayer & Son, modestly give some of 
the credit for this to the effect of 
the consistent 16-year campaign of 
advertising and publicity for dia- 
monds. 

For the 12-month period that 
started Sept. 1, therefore, De 
Beers has approved an ad pro- 
gram of bigger scope than any in 
the past. 

One of the campaigns currently 
is concentrating on the diamond 
engagement ring tradition. Life, 
Look and The Saturday Evening 
Post each will carry eight four- 
color ads. Ayer will continue to 
use Irving Penn photos and Pierre 
Ino paintings for illustrations. 


|Herbert Saslow, winner of many 
lart awards in this country, also 
will be introduced. The key phrase, 
\“A diamond is forever,” will con- 
'tinue to be used. 

Another campaign featuring dia- 
-monds as a gift will run in The 
|New Yorker, Time and Town & 
‘Country. Eight insertions are 
scheduled for each publication. 
These ads will be in black and one 
‘color, and a masculine approach 
'will be used with the theme, “No 
jomer gift expresses you so well.” 


® A consistent trade schedule is 
listed for Jeweler’s Circular-Key- 
stone, National Jeweler, Jewelry 
‘and Department Store Economist, 
offering promotional materials and 
showing the impact of national ad- 
| vertising. 

Ayer’s public relations depart- 
‘ment will help maintain the fash- 
‘ionable leadership of diamonds. 
The department again will handle 
the Diamonds U.S.A. Awards for 
diamond jewelry design and will 
promote and distribute five-minute 
films for tv stations. 

A number of popular booklets 
on diamonds will be distributed, 
|plus a new version of the folder, 
“A Diamond is Forever.” In 1954, 
jewelers used nearly 2,000,000 
copies of the folder. A 27-minute 
color film also will be distributed 
to schools, clubs, tv stations and 
other groups. 


Rodgers Joins Bradley Lane 

Bradley Lane Advertising Agen- 
cy, Denver, has appointed William 
B. Rodgers, formerly commercial 
manager of Colorado Springs 
Broadcasting Co., operator of 
KKTV, merchandise and market- 
ing consultant. 


Hearst Appoints Jonsen 

Richard W. Jonsen, a member of 
the marketing division of the San 
Francisco Examiner since June, 
has been appointed as a salesman 
in the food department of the Bay 
Area office of Hearst Advertising 
Service. 
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Price Smith 


ALONG THE APPIAN WAY—Entertainer Jerry Colonna, who also has 
somewhat of a reputation as a gourmet, explains how he will help 
to sell Appian Way pizza mix and sauce for Food Specialties Inc., 
Worcester, Mass. Mr. Colonna’s endorsement will be featured in 
the company’s new ad campaign, handled by John C. Dowd Inc., 
Boston, and Dowd, Redfield & Johnstone, New York. The comic will 
also be making personal appearances for Appian Way pizza. Egging 


him on above are: Robert D. 

Price, president of Food Special- 

ties; Herbert W. Smith, general 

sales manager, and Ernest W. 

Gross, Dowd v.p. and account su- 
pervisor. 


‘Visao’ Closes Year 


with 60% More Ads, 


Allin Portuguese 


New York, Sept. 6—Visao, the 
Portuguese language news maga- 
zine in Brazil, will close the year 
with about 60% more advertising 
than last year, Victor M. De Fig- 
ueiredo, the magazine’s general 
manager, told AA here this week. 

This means 153 advertisers so 
far this year for the three-year-old 
fortnightly that ventured into pub- 
lishing at the beginning of the cur- 
rent Brazilian economic depres- 
sion. 

“It was slow and hard to start, 
but not any more,” Mr. Figueiredo 
said happily. For the last half of 
this year, Visao will be running 
72-page issues, averaging 34 to 
38 pages of advertising. 

“Most advertising is just to keep 
the manufacturer’s name before 
the public,” he pointed out. “Many 
Brazilian firms have no products to 
sell, and, if they do, prices are 
usually prohibitive. For instance, 
a car costs $8,500. 


® “With the unsettled economic 
conditions, a planned advertising 
campaign is a rarity. A month-to- 
month basis, with changes right up 
to our closing date, is more often 
the case.” 

Circulation, though, suffers none 
of these vagaries. 75% is sold by 
subscriptions. “All the other Bra- 
zilian newspapers must depend on 
the newsstands, but we don’t have 
to worry about a poor cover or a 
long rainy season,” he smiled. 


eo .8 o | 
“Our advertising guarantee is 


30,000, and we have no trouble 
meeting it. We always sell 37,000 
or 38,000 copies.” 


Butterfield Outdoor Bows 


Woodrow W. Butterfield, who | 


has operated Butterfield Sign Co., 
Long Beach, for the past 17 years, 
has formed Butterfield Outdoor 
Advertising Co., with offices at 
220 E. Pacific Coast Hwy., Long 
Beach. Mr. Butterfield has ap- 
pointed Moro G. Welar to man- 
age the company. 


Yakima Papers Name Ames 
Robert D. Ames has been named 

manager of retail advertising of 

the Yakima Herald and the Yaki- 


ma Republic. Mr. Ames formerly | 
was advertising manager of the | 
Journal, Turlock, Cal., and with) 


the display advertising staff of the 
San Mateo Times. 
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Serving some 
of The Nation’s finest 
advertising agencies 


ELECTRO-MATIC 


attention to detail photo-engravers 


10 w. kinzie st., chicago « delaware 7-1277 


phone or write for your grey scale and color tint 
guide... it’s yours for the asking... FREE! 


“We shipped this child’s dress 
coast-to-coast by United Air Lines 
Air Freight for only 14 cents!” 


“Time is all important to our 
salesmen,” says Mr. Fred Rosenau, 
president of Rosenau Brothers, Inc., 
Philadelphia, world’s largest 
manufacturer of children’s dresses, 
“and we know we can depend on 
United Air Freight to get our 
dresses to them when needed. Then, 
too, shipment and delivery speed 
gives us more time here at the 
plant to incorporate the latest style 
trends and fabrics. The cost? 
Surprisingly low—about 14 cents 
to ship a dress coast-to-coast. All of 
which is why we use United Air 
Lines almost exclusively to ship to 
the West Coast and Hawaii.” 


United Main Line Airway follows 

the bustling business belt across the 
nation. At any point along this 
strategic route, United can furnish 
fast connections with other air 
carriers, truck lines and rail 
transportation to reach any section 
of the world. And only United 
offers Reserved Space Air Freight 
on all flights—more than 254 
Mainliner® flights daily—not only 
over its own routes, but 
world-wide through connecting 
airline agreements. 


For speed, dependability and economy, learn the advan- 
tages of United Air Lines Air Freight Service. Call the 
nearest United Representative or write for free booklet, 
“Industry's Flying Partner.” Cargo Sales Dept., United 
Air Lines, 5959 S. Cicero Avenue, Chicago. 


Whatever your product—speed, dependability 
and low cost are yours when you ship by United Air Freight 


AIR LINES 
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Business Paper Success Story... 


Moretrench Corp. Ads Tell Engineers, 
Contractors How to Dig and Stay Dry 


New York, Sept. 6—The More-|ward, as its nature demands and, 
trench Corp. was founded approxi- typically, filling the greater part 
mately 30 years ago by the late/of a full-page space with an unre- 


Thomas F. Moore, based on an|touched photograph of the job fea- 
idea he had conceived—providing | tured. 
a site-drainage service to engineers 


“The company’s advertising de- 
partment, under Miss Moore’s ex- 
perienced direction, supplies pho- 
tographs and factual details, and 
the campaign proceeds along the 
established line quite successfully.” 


® Incidental to the company’s suc- 
cess in its highly-specialized mar- 
ket, the advertising may be cred- 
ited with exercising a powerful 
influence on business paper users, 
especially in the construction and 
related fields. 


Advertising Age, September 12, 1955 


It received top rating in one of|case-history type of copy in these 
the first Starch surveys conducted | fields. 
in an industrial field, initiated by| With a record like this, there has 
McGraw-Hill for advertising in|been no reason why the company 
Engineering News-Record. Starch | and agency should contemplate any 
reports of subsequent issues, to-|change in the type of copy run in 
gether with Readex reports on|the magazines mentioned and in 
Construction Methods & Equip- | Civil Engineering, the other jour- 
ment, showed that the simplicity nal regularly used. 
and power of the Moretrench ad-| A typical piece of copy—run a 
vertising provided high attention| year ago—illustrates the brevity of 


lvalue, even in competition with|the type part of the page. The usual 


double-truck and full-color adver-/|large and detailed photograph tells 
tising, emphasizing the value of the| the story; the head declares (on a 


and contractors by specially-de- 
signed well points. 
Advertising was employed in 
engineering and construction busi-| 
ness papers from the beginning, 
and it has helped make the More- 
trench system all but indispensable 
for its special purpose. 
der, is president of the company; ; 
Alice Moore, a daughter, has for * 
some years had charge of adver- 3 
tising and promotion. Shivell-Hall 


Because of the nature of the 

company and its service, the case- 

' history type of copy has always . 

been used. In the early days Mr. 

Moore wrote his own copy, and he 

insisted that the publications print 
it exactly as he wrote it. 


* 


PAR 


® Under Miss Moore’s direction, 
with Mr. Shivell on the agency 
end, the organization has been 
trained to the importance of dig- 
ging up the details on interesting 
examples of the application of the 
system, including the kind of strik- 
ing and informative photographs 
which are used to illustrate the 
copy. And this gives the agency 
just the kind of material it needs 
for the job. 

The basic need for the More- 


trench service arose out of the fact q . get? ie wer it can help OU wees sates? 


DRIED UP AND DUG OUT © 
Ate in just 30 days 


Edward Moore, son of the foun- Mes Rg ee eee 


Quality testing in the 
unequalled laboratories 
of the U.S. Testing Co.! 


Co. is the agency, with Kirk B. ™ | e 
Shivell handling the account, as he 3 a 8 | = ec 342 ¢ 
has for the past decade. ss 
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The unique confidence The PARENTS’ Seal 
of young mothers in increases sales. 
the PARENTS’ Seal! Ask us for proof! 


In the testing of advertised PARENTS’ MAGAZINE The PARENTS’ 
__ MORETRENCH CORPORATION products to safeguard the gives to young mothers Seal may be used 
ff EM a VR ee | interests of its readers, no guidance and encourage- on the product itself, on 


national magazine em- 


ment just when they need 


cartons, on tags, and in 


them the most . . . when 
a hele ia: guiateties aioea se ploys more modern or their children are grow- Ses cle = eee 
he comsbiia’s Well polnts being more complete laboratory . ing and their family’s — an te, ead: 
carried on in Arkansas, appeared facilities than does PAR- needs increasing. The ing retenere Bad & profit. 
in Construction Methods & Equip- ENTS’ MAGAZINE, or PARENTS’ MAGAZINE one te Steen) Saeere 
seonk. more qualified peteenndl. Commendation Seal was and advertise loeally 
created to help mothers brands which carry the 
that in the course of a great many Products are studied by select the best for their PARENTS’ Seal. Moreand 
construction jobs where excavation specially-trained tech- family’s needs. And mil- tt ‘] , 
has to be done, water in the ground - ; ; lions of mothers know that Ore, NOy FAS Cues 
is a serious obstacle to the work. | nicians, chemists, physi- behind this Seal is the are holding PARENTS’ 
The idea on which Mr. Moore based | cians and bacteriologists authority of the only mag- COMMENDED PROD- 
Sere Nd — ee yet at the United States Test- ee — vpnoe UCTS WEEKS, store-wide 
larger than the ordinary well ing Co. Many products are 3 ' e Stes 8 ich uild, ests promotions in which 
point, which the contractor can jet given “use tests” in homes 6 ee Se Caer PARENTS’ Commended 
re open seater of readers who comprise Andao,mothersbuy prod. ‘brands bring extra. us 
construction work can go ahead. the magazine’s Consumer ucts awarded this Seal ness to both retailer and 
“The advertising must appeal to Panel. The PARENTS’ — special ramming . paar gs Detailed, illus- 
both of the groups referred to— the same confidence the trated material showin 
contractors and engineers,” Mr. MAGAZINE COMMEN. feel in the pa er oven the extent of these a 
a Sees ig ger DATION SEAL reflects articles in PARENTS’ motions is available on 
impatient with any kind of ir- a pesdnet's retenitiey. MAGAZINE. ae. 


relevancies, even in advertising. 
A strong, direct, case-history type 
of advertisement, therefore, ap- 
peals to them. 


s “We work with Miss Moore in 
presenting the basic facts, keeping 
the copy simple and straight-for- 
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sweeping black arrow pointing to 
the key Spot) that “Wellpoints 
eliminate sheeting on lake-side 
foundation.” Here is the rest of the 
copy: 

“A two-stage Moretrench Well- 
point System controls 24’ of water 
on this deep foundation for a pump 
station in Montague, Mich. Mate- 
rial is fine sand with clay layers. 
No sheeting or bracing is needed. 
Contractor excavates with freedom 
and speed ...in the dry! 

“It’s possible to save money, 


time and trouble on a wet job. Ask | River in Arkadelphia, Ark. His |your phone. Call any one of our of- 
our nearest office to show you how. |first step was to install a More- | fices for a prompt answer to your 
Catalog on request.” trench Wellpoint System. Although | problem.” 

Another ad—more dramatic—|heavy gravel and marl at grade| The pumping contractor, 
showed a deep excavation, with the|complicated the pumping opera-| American Dewatering Corp., New 
well points and auxiliary equip-|tions, the Moretrench System con- York and Houston, was featured in 


‘ment in place. The head, “Dried up ‘trolled the water perfectly, and dry a caption under the photograph. 


and dug out—in just 30 days,” in- 


digging proceeded rapidly. Banks| Moretrench Corp. operates 
troduced the rest of the story: 


were sloped. Sheeting was unnec-| throughout the U.S., and all over 
‘essary. In 30 days, the excavation|the world, through branch offices 
= “Picture 22’ of water in this hole! was down to grade. Time and mon-|and territorial representatives. 
That was the problem facing the ey were saved! 

contractor in excavating for a| “Constructive help on how to|® Standing at the top of the field 
pumping station on the Quachita handle your wet job is as near as |in water-control equipment, and 


the | 


Xe 
4 A vy: 


Rabbit is subjected to skin irritants test, designed 
to safeguard the consumer against irritating in- 
gredients in cosmetics, drugs and fabric finishes. 


Technician checks Fade-O-Meter, used for testing 
resistance of colored fabrics to light. Fabrics are 
tested from 20 to 100 hours, depending on type 


of fabric and seasonal use 


Special apparatus measures power consumption 
of automatic clothes washer. Mrs, Barbara Daly 


Anderson, Director of the 


engineering operation. 


TESTING FOR THE SEAL AWARD: 


Bureau of PARENTS’ MAGAZINE, watches test 


CONSUMER 
SERVICE Soncaua 


PARENTS’ 


%p MAGAZINE 
SOV, Ve 
| RTISED 


LEADING DEPARTMENT STORES all over 
the nation conduct PARENTS’ 
COMMENDED PRODUCTS WEEK 
promotions with millions of tie-in 


ws ai PR 4 newspaper lines annually, integrated 
Sy ee Og, with mass store-wide displays, to 
a ea Oh build traffic and increase sales 
« volumel 


LEADING FOOD CHAINS from coast to 
coast spark volume buying and 
speedy turnover with tie-in displays 
and full-page local newspaper ad- 
vertising of PARENTS’ Seal-awarded 
brands, PARENTS’ COMMENDED 
PRODUCTS WEEK promotions step- 
up traffic, send sales soaring! 


Parents 
_i>» 


a 


——<————— 


PARENTS’ MAGAZINE 
guides the buying of more than 1,675,000* families with well 
over 3% million children...more than 6% million consumers! 


EFFECTIVE WITH MARCH 1956 Issue. 


a i 


Consumer Service 


PARENTS’ MAGAZINE «© 52 Vanderbilt Avenue * New York 17, N. Y. 


Atlanta - Boston - Chicago - Los Angeles - San Francisco - Toronto - Vancouver 
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ECONOMY—Another Moretrench ad, 
which was used in both Construc- 
tion Methods & Equipment and En- 
gineering News-Record, points to 
the economy of avoiding use of 
sheeting in preventing seepage. 


ow selling water-producing equip- 
ment as well, its advertising has— 
in the opinion of company execu- 
tives—played an important part in 
its continued success. 


Solar Names Edward Larson 


Edward Neil Larson, formerly 
assistant editor of North Shores 
Sentinel, Pacific Beach, has been 
named assistant manager of the 
Des Moines public relations de- 
partment of Solar Aircraft Co., San 
Diego. 


Golay to Spencer Curtiss 


Armond L. Golay has joined the 
copy staff of Spencer Curtiss Inc., 
Indianapolis agency. Mr. Golay 
formerly was a copywriter with 
Keller-Crescent, Evansville, Ind., 
and an account executive with 
Jaqua Co., Grand Rapids, Mich. 


e- GIVES YOU MORE 
PER CASE | 


YOU GET ALL 3 


@ INCREASE YOUR SALES! We have hun- 
dreds of exclusive premium items from 
which to choose. Millions of boxes of 
foods and staples have been sold with Utica 
premiums. You tell us how much you can 
spend per case — 15¢, 404, $1.00 or $5.00 
— we'll do the rest. 

@ EXTRA INCENTIVES! You'll also get Sales- 
men Incentives and your ‘‘Best’’ salesman’s 
prize! 


THIS SET $1.00 
MANY OTHER ITEMS § 
from 25¢ up 


UTICA CUTLERY CO. 

825 Noyes St., Utica, N. Y. 
Gentlemen: Please tell us how you 
We're interested in Dealer premiums. 
| | SE ae a Sl 
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TV's Rush Hour Is Evening; Nets 
Have Plenty Seats for Daytime Riders 


New York, Sept. 6—An adver- 
tiser who is in the market for day- 
time network television doesn’t 
have to settle for what’s left. He 
can have his pick of a wide va- 
riety of time spots and shows. He 
can come in with a program of 
his own choosing and get it ac- 
cepted without battling a battery 
of programming v.p.s. 

Unlike would-be nighttime buy- 
ers, who have to get in line at the 
networks whenever a good period 
opens up, potential daytime buyers 
can attract a crowd of eager net- 
work salesmen just by waving a 
checkbook. 

This is not to say that daytime 
business on the networks isn’t 
good. Quite the contrary. Though it 
still has the early morning blues, 
CBS continues to rake in a lot of 
daylight dollars, thanks to soap 
operas, audience participation 
shows and Messrs. Godfrey, Moore 
and Linkletter. 

NBC is lagging behind in this 
competition, despite the solid send- 
off the network gets from Dave 
Garroway & Co. on “Today.” There 
is no Monday-through-Friday net- 
work service at all between 1 and 
3 p.m., EDT, and there are big 
sustaining gaps in other sections of 
the day. However, sales for fall 
are running well ahead of last 
year’s level. 


a The most spectacular—in the 
pre-Weaver sense—daytime tele- 
vision news this fall may be made 
by ABC, which is entering the 
weekday picture with its new 
“Mickey Mouse Club.” This 60- 
minute Monday-through-Friday 
Walt Disney production has only 
one 15-minute segment vacant, and 
it undoubtedly will be sold before 
the program premieres. 

Weekday telecasting at CBS 
starts at 7, with the “Morning 
Show,” which has been overhauled 
three times in its relatively short 
career and is due for more doctor- 
ing. There were no sponsors on 
this two-hour “Today” competitor 
as this story was written. 

Effective Oct. 3, “Morning 
Show,” with its present emcee, 
Dick van Dyke, will cut back to 
an hour. The 8 to 9 spot will be 
filled by a kids’ show starring Bo 
Keeshan, who formerly played 
Clarabelle on “Howdy Doody.” As 
“Capt. Kangaroo” he will take the 
youngsters through a tv treasure 
house. Sponsors interested in these 
two hours will be greeted with 
open arms. 


s Otherwise, on weekdays for fall, 
CBS can offer: Two alternate- 
week 15 minute segments of the 
“Garry Moore Show”; all of the 
half-hour Jack Paar Show,” prac- 
tically all of the “Robert Q. Lewis 
Show.” Only three of these ten 
quarters are sold and one quarter 
hour of Bob Crosby’s program. 
Saturday and Sunday all three 


networks give the advertiser his 
widest choice of time periods. Sat- | 
urday at CBS starts at 11 a.m. with | 
a sustainer, “Winky Dink and 
You.” After that there is a solid 
sponsor lineup until 2. 

Except for the five weekends on 


which three college football games 
will be carried regionally, the Sat- 
urday afternoon schedule is pretty 
much of a question mark. Amana 
has bought half of the abbreviated 
pigskin schedule for the Midwest 
and Far West; the other half is for 
sale in these areas. The entire | 
eastern lineup is available. 

The Midwest will get the game 
of the week from the Big Ten con- 
ference; the Far West will tele- 
vise the choice Pacific Coast con-' 
ference meeting and assorted col- 
leges will be featured in the east- 
ern tv hookup. 


On Sunday, “Winky Dink and 
You” would like another sponsor 
to accompany Ideal Toy. And 
“Omnibus” has room for two 
more. The afternoon fare has not 
been definitely set, but such tele- 
casts as “The American Week,” 


a, Boe Mae DE a FOSS 
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with Eric Severeid, “The Search,” 
“Face the Nation” and “Adven- 
ture” may be back. Presumably 
all these shows would be happy to 
See the sponsor’s booth occupied. 


tential customers during the shop- 
ping hours. 

Colorcasts will include the new 
live hour dramas from Hollywood. 
Titled “Matinee,” this show will 
be seen Monday through Friday at 
3 p.m., starting Oct. 3. 

There is lots of room for adver- 
tisers on this program, which is 

Daytime programming news at being sold on a participating basis. 
NBC centers around color. The Motorola is signed for thirteen 90- 
network thinks color sales may second insertions and Alcoa for 
start moving if there is something | two. 


NBC and Color 


on the air for dealers to show po-| Also due for the color treatment 


is “Howdy Doody,” an old favor- 
ite at the network. All of Monday 
and Thursday and half of Tues- 
day and Friday are open on this 
30-minute stanza. 


w Other working day availabilities 
at NBC: Several segments of the 
“Tennessee Ernie Ford Show”; 
seven 15-minute segments a week 
of “Ding Dong School” and all of 
its extension, “Parents Time,” if it 
continues in the fall; six quarter 
hours a week of “Feather Your 
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An example of the power of a few words in print 


A few months ago the 


of mail! 


i. 
at, 


_* 


Reprinted in part from the inside 
front cover of The Reader's Digest 
for September, 1955. 


ast November The Reader’s Digest published 
i an article about the Tracers Co. of America, 
whose business is locating unclaimed windfalls— 
forgotten bank accounts, legacies, stocks, bonds. 


company’s president, 


Dan Eisenberg, wrote the editors: 

“Reading and counting, reading and counting— 
this has gone on for months. We’re tired, but we’re 
happy. I sometimes refuse to believe it, but as of 


May 1 the tally from your article was 438,000 pieces 


“Our offices are flooded with the most unbeliev- 
able assortment of old stock certificates, dog-eared, 
battered, crumbling, splattered with ink and other 
odd substances, but still readable. At least 15 per- 
cent of those already processed have turned out to 
have value. At this writing, about $200,000 has been 
recovered for these security owners.” 

Particularly heartwarming to Mr. Eisenberg 
were the renewals of old personal associations re- 
sulting from hunts for lost stockholders: “There 


were family reunions galore. Two brothers, sep- 
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Nest”; “Way of the World” Tues- | 


‘mornings Paul Winchell and “Mr. 


day and Thursday; half of “First | Wizard” are going sustaining. Sat- 


Love”; “The World of Mr. Sween- 
ey” three days a week, plus a 
fourth day on alternate weeks; 
one weekly and one alternate-week 
telecast of “Modern Remances” 
and participations en “Pinky Lee 
Show,” “Today” and “Home.” 


® The weekend daylight hours of- 
fer plenty of spots for the adver- 
tiser who has used up all his 
network tv budget. On Saturday 


urday afternoon will be filled by 
football, sponsored nationally and 
co-op. 

Sunday afternoon at NBC-TV 
is light on sponsors so far. Beech- 
Nut Packing Co. has bought al- 
ternate weeks on the new Dr. 
Benjamin Spock half hour; the rest 
is still open. “Zoo Parade” is back 
from Africa with a lot of new 
film, but no sponsor is booked for 
fall. 


General Motors already has 
bought two-thirds of “Wide, Wide | 
World” and may take the rest for! 
another division. 


® This network doesn’t schedule 
many daytime shows on week- 
ends. The veteran “Super Circus” 
is sold out for fall. Professional 
football will be carried regionally 
on Sunday afternoons. 

The for sale sign is still on the 
1955 NBC opera series and “Book 
of the Month Theater.” 


ABC Loves Disney 


ABC invades the daytime terri- 
tory this fall with the “Mickey 


show which has a houseful of 


39 


Myers, Mars, Vicks, Minnesota 
Mining & Mfg. Co., Tv Time Pop- 
corn, Coca-Cola, Johnson’s Wax 
and Miles Labs. One 15-minute 


|segment is available. 
Mouse Club,” an hour schoolday | 


As of Jan. 1, ABC plans to start 
offering network service in the 4 to 


sponsors waiting for the start. The 5 p.m. period. The programming 
program will be aired at 5 p.m.|has not been selected, but there is 


EDT. 


Mickey’s sponsors include Gen-| 


eral Mills, Welch Grape Juice Co., 
Campbell Soup, Armour, Carna- 
tion, SOS, Mattel Inc., Bristol- 


THE MAN WHO GOT 438,000 PIECES OF MAIL 


arated from childhood, were brought to- 
gether again. An elderly bachelor rediscov- 
ered (and seems about to marry) the girl he 
lost 30 years ago.” 
“Sometimes,” the letter 
concludes rather wistfully, 
“T really wonder whether 
I should thank you for 
burying me under this 
landslide of mail. But I 
hope you will be pleased 
to learn what can happen 
from a single story in 


Tue Reaper’s Dicest!” 


Why did nearly half-a-million people en- 
trust precious family papers to a man they 
had never met? Why did they turn to him 
with deeds, documents, the stored-up papers 
of many lifetimes stmply because they read 
about him in Tue Reaper’s Dicest? 

This great outpouring came about largely 
because people have faith in THE REapEr’s 
Dicest and they act on that faith. Over and 
over again this faith moves great numbers of 
people to action, produces lasting impact on 
lives. It has caused laws to be passed, lives to 
be saved, businesses created, careers made. 

Each month Tue Reaper’s Dicest brings 
light and laughter . . . new ideas . . . new 
worlds... inspiration ...a unique combina- 
tion of enlightenment and entertainment. 


These are the reasons, readers tell us, that 
millions return to the Dicest each month 
. to read it and reread it—page by page with 
interest and affection. 
—- And now — through 
| advertising — these pages 
aa are carrying news of 
zy outstanding products 
7 “A a 


and services — making 


Z 


it possible for American 
business to tell its 
important story to the 
largest magazine 
audience in the world. 


65 Million Readers 


The Reader’s Digest is bought in every country 
on earth where people are free to read what they 
please. Paid circulation is over ten million copies 
in the United States and 18 million copies (in 12 
languages) throughout the world. The total read- 
ing audience is estimated at 65 million a month. 
Braille editions are published for the blind in 
English, German, Swedish, Japanese and Korean. 

The remarkable response to Digest articles 
among these millions of readers is dramatically 
illustrated in president Eisenberg’s letter. To 
merit and enhance that continued confidence is 
the central aim in editing each new issue of The 
Reader’s Digest. 


freaders 
Dige st 


Largest magazine circulation in the World 


10 million copies bought in the U.S. alvne + 18 million throughout the free world 


an order in the house for the quar- 
ter hour preceding “Mickey” on 
Thursdays. 

This, then, is the network day- 
time picture. Compared to the 
nighttime tv jam, it is one to glad- 
den the heart of the advertiser 
who frankly prefers a _ buyer’s 
market. 


Chicagoans to Hear 
Why Advertising Is 
“World's Best Job’ 


Cuicaco, Sept. 7—A panel of 
leading advertising men, discuss- 
ing “Advertising—the Best Job in 
the World,” will highlight a special 
preview session of Chicago’s 1955 
Advertising Workshop. The session 
will be held Tuesday, Sept. 20, in 
the ballroom of the Morrison Ho- 
tel, and is open without charge to 
all advertising and business people. 

Panel members are Fairfax M. 
Cone, president, Foote, Cone & 
Belding; John F. Whedon, v.p. and 
Chicago manager, Young & Rubi- 
cam; Kenneth Laird, president, 
Tatham-Laird; Hays MacFarland, 
chairman, MacFarland, Aveyard & 
Co.; Earle Ludgin, chairman, Earle 
Ludgin & Co.; and John B. Mc- 
Laughlin, director of sales and ad- 
vertising, Kraft Foods Co. S. R. 
Bernstein, editor of ADVERTISING 
AGE, will moderate the panel. 


® Regular Advertising Workshop 
sessions will begin Sept. 26, with 
ten classes, each meeting for eight 
consecutive weeks. The Chicago 
Federated Ad Club and the Wo- 
men’s Advertising Club of Chicago 
are co-sponsors. Subjects and in- 
structors are: 


Copywriting: Jack Baxter, Earle Ludgin 
& Co.; public relations and publicity: 
Sam Austin, Bozell & Jacobs; direct mail: 
Marion Schmidt, Brookes & Sons; tele- 
vision and radio: Peter Cavallo, J. Walter 
Thompson Co.; the advertising manager: 
Bernard Gross, Weiss & Geller; market- 
ing in action: William Ballard, John W. 
Shaw Advertising; art and layout: Robert 
Patterson, McCann-Erickson; the account 
executive: Curtiss Eastman, Earle Ludgin 
& Co.; industrial advertising: Robert 
Aitchison, Fensholt Advertising Agency; 
advertising production: James Chisholm, 
Needham, Louis & Brorby. 


Texas University Conducting 
Smoking Research Project 

The industrial medicine depart- 
ment of the University of Texas’ 
preventive medicine branch, Gal- 
veston, is conducting a project on 
smoking, aimed at developing a 
filter which will eliminate certain 
unwanted tars from cigaret tobac- 
co. Several popular brands are 
being used in a smoking machine 
which smokes 240 cigarets every 
10 minutes, it was reported. The 
smoke goes into test tubes and is 
applied in various ways to exper- 
imental animals. 

Dr. Carl A. Nau, chairman of the 
preventive medicine branch, said 
“the experiments show that some 
tobacco tars when applied to the 
skins of test animals produce skin 
cancer. No one has proved that in- 
haling cigaret smoke into the lungs 
of either animals or men can pro- 
duce cancer.” Dr. Nau stressed that 
“any findings we make with ex- 
perimental animals will have to be 
integrated with human _ experi- 
ence.” 


Colgate Promotes Egan 
Colgate-Palmolive Co., Jersey 
City, has appointed W. T. Egan di- 
rector of packaging, a new post in 
the company’s consolidated pack- 
aging department. Mr. Egan, who 
joined Colgate in 1916, has been an 
assistant research director simce 
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Fraud Order Issued 


against Erwell Pharmacal Co. (or Smoke-No-Mer. Ads that said the, 7 

The National Better Business | 'Er-Well Pharmacal Co.) and Ar- 
Bureau, New York, has announced |thur Donovan, Chicago, for selling, 
issuance of a postal fraud order | through the mails, a product called 


false and fraudulent. 


portrait of 
a market... 


. - » where dreams come fo life 


As with this local show of bridal fashions, 
WRGB brings dreams to life for the men, 
women and children of 30 counties in New 
York and New England. 


For dreams and reality; entertainment and 


in Schenectady, N.Y. for their television viewing. 


Represented Nationally by Ge) seo SALES 


A General Electric Television Station 
Albany—Troy—Schenectady, N.Y. 


fact, more than 442,300 families turn to WRGB - 


News... 


One is making 


David O. Woodbury, whose 
“Atoms for Peace” re- 
cently distinguished our 
sparkling tabloid pages. 


inl Not long ago the na- 


tion’s space buyers 
took a good look at our 
town’s papers ...a 
searching look at all 
three. 


And that’s when our 
sparkling tabloid began 
making news. Ads 
poured in on us in eye- 
popping fashion. In 
1954 we were the only 
Philadelphia daily to 
gain. First 6 months 
1955 we shot ahead by 
another 808,795 lines*, 


Philadelphia 


With fabulous 
linage gains 


greatest 6-month gain 
in our history. July 
showed a better than 
90,000-line* upsurge. 

What’s happening? 
The guys who “buy 
customers” have made 
a big discovery about 
Philadelphia. The 
DAILY NEWS blankets a 
market of its own. 
DAILY NEWS-land is a 
tight little island in- 
habited by more than 
180,000 families (many 
with two and three pay- 
checks). These free- 
spending customers see 
your ads in our bright 
tabloid pages: we 
couldn’t bury you if we 
tried! Supreme visibil- 
ity plus reader loyalty— 
that’s why the DAILY 
NEWS pays off like 
magic. 

Newspapers are a 
great buy in this big 
fat market. 

But to sell Philadel- 
phia with crispest 
economy, all you really 
need is two... and one 
has to be us. 


DAILY /\NEWS 


Philadelphia’s Picture Newspaper 


NEW YORK: William A. Maher 
415 Lexington Ave. 
Murray Hill 2-9197 


CHICAGO: J. J. Twomey 
333 N. Michigan Ave. 
Andover 3-5270 


DETROIT: Charles J. Sheppard 
1061 Penobscot Bidg. 
Woodward 2-3080 


*Total Daily Advertising— 
Media Records 
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product broke the smoking habit | eure 
in seven days were described as : 


pee ome 


DOTTED LINERS—Alexander W. Dannenbaum Jr. (left), WPTZ, Phil- 
adelphia, commercial manager, claims that a hobby of foreign cars 
is even better than the golf course for paving the way to a contract. 
Shown in his M.G., Dannenbaum and Edmund H. Rogers, in a 


Jaguar, partner of Gray and 

Rogers, Philadelphia, sign a 13- 

week contract for “Football Pre- 

view,” with Gene Kelly, to be 

sponsored by Fidelity Philadel- 
phia Trust Co. 


Grocery Chain in 
Canada Offers Aid 


in Co-op Research 


MONTREAL, QUE., Sept. 6—Thirty 
advertising agencies and manufac- 
turers interested in the Province of 
Quebec food market now may do 
market research cooperatively with 
Steinberg’s Ltd. Operating more 
than forty retail grocery stores in 
Montreal, Quebec City, Sher- 
brooke, Shawinigan Falls, Chicou- 
dimi and Arvida, in Quebec, and 
Ottawa, Ont., Steinberg’s wil! re- 
search shelf location, warehousing 
and packaging design at cost for 
manufacturers and other suppliers. 

Believed to handle the largest 
food volume in Quebec province, 
the supermarket chain’s sales are 
approximately $100,000,000 a year. 

Manufacturers introducing new 
products may now test customer 
acceptance in a small town before 
embarking on mass_ production. 
Testing for taste, package design 
and size will be done by Stein- 
berg’s existing 200-member con- 
sumer panel. Shelf location changes 
will be made in some chain stores, 
for comparison with customary lo- 
cation in others used as controls. 


® Although regarded here as enor- 
mously successful in merchandising 
methods, Steinberg’s admits its 
decision on whether to locate beef 
pies above or below chicken pies 
has been empirical rather than 
based on scientific research. 

Accordingly it will charge man- 
ufacturers seeking answers to spe- 
cific problems only a proportion of 
the salaries of researchers, based 
on man hours consumed and share 
of the cost of equipment and office 
space. 

In charge of cooperative re- 
search is Lewis Steinberg, 24, son 
of Nathan Steinberg, v.p. The 
younger Mr. Steinberg is a grad- 
uate of Sir George Williams Col- 
lege, Montreal, and recipient of 
graduate training at Michigan 
State College. 


Dane Appoints Seidenbaum 
Dane Specialty Co., Plainfield, 
N.J., manufacturer of home dress- 
ing accessories, has appointed Wil- 
liam G. Seidenbaum & Co., New 
York, to handle its advertising. 


Sisti Joins Siesel 

Sebastian Sisti, former general 
manager of Mayer & Sisti Adver- 
tising Agency, has joined the Har- 
old J. Siesel Co., New York, as an 


account executive. 
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this is the force of fashion NO. 6 of a series 


fashion 
that 
created 


EL IING S124E; 


sales 


Fashion begins with the fashion-minded few and 
invariably results in mass acceptance for a product. 
Case in point: King-size cigarettes. This 

| e new fashion in smoking changed the entire industry’s 
f ae production pattern... skyrocketed one brand from 
yl 7 fifteenth place into the first four in national sales. 
oem Today, king-size is king pin—accounting 
oan for 28.1% of total cigarette sales. NO,... 


the only 
fashion magazine 
for men 
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in menswear, for example... 


® Menswear retailers rate LOOK’s merchan- 
dising best of major weekly-field magazines 


@ 1,200 top retailers across the U.S. are tying 
in with LOOK’s back-to-school promotion 


@ Since 1950, LOOK’s menswear merchandis- 
ing has attracted over 20,000 store tie-ins 


They say clothes make the man. 


The retailers who sell the clothes that make the man say 
LOOK merchandising programs make selling easier and 
more profitable. 


A recent study shows that more than one out of every 
two menswear retailers believe LOOK produces the most 
useful merchandising campaigns in the weekly magazine 
field. LOOK outranks Life by a wide margin, and tops 
Collier’s and the Post by almost three to one! 


One reason for the success of LOOK’s menswear mer- 
chandising —and advertising —can be found in LOOK’s 
editorial pages. In the first six months of 1955, LOOK 
ran 12,710 lines on menswear as compared with 1,520 
lines for Life and none for Collier’s or the Post. 
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Fashion Retailers Respond. LOOK’s ( 
big “Continental Look” promotion is set 
to roll. LOOK’s fashion editor is back from 
Europe with fabrics and styles to be made 
into garments in this country and pro- 
moted by 60 top stores, from New York’s 
Henri Bendel to California’s I. Magnin. 


Food Retailers Respond. Since 1949, 
LOOK’s food promotions have outstripped 
all others in the magazine field. This Octo- 
ber, 10,000 food stores will tie in with 
LOOK’s “America’s Favorites” promotion, 
featuring LOOK-advertised brands in dis- 
play material and local ads. 


Liquor Retailers Respond. Hundreds of 
thousands of Christmas brochures high- 
lighting LOOK-advertised brands will be 
sent by liquor stores to their best custom- 
ers. It’s still not too late for alert distillers 
to get in on this great promotion and cash in 
on increased activity at the consumer level. 


Drug Retailers Respond. Designed to 
step up fall selling, LOOK’s “Complete 
Medicine Chest” promotion will attract 
tie-ins from more than 3,000 independent 
and chain drug stores. Participation in 
LOOK promotions helps drug advertisers 
get preferred space in these prime outlets. 


Appliance Retailers Respond. Almost 
2,000 leading appliance outlets and major 
utilities in cities across the U. S. will tie 
in with LOOK’s “Be A Better Cook ... and 
Housekeeper, Too” promotion. Scheduled 
for September-October, it has created tre- 
mendous excitement in the industry. 


Automotive Retailers Respond. Each 
spring, LOOK co-sponsors car safety 
checks in hundreds of cities. And all year 
round, LOOK promotes safety editorially. 
The October 4 issue will describe Certified 
Automotive Service, a potential boon to the 
automobile repair business. 


| 

‘) So it’s no wonder that 1,200 stores asked to tie in with 

iy the current ““LOOK’s All-American College Wardrobe” , 
¥ promotion—the fifth annual back-to-school event in the 

| LOOK series. Among the stores requesting promotion 

Ny kits were such leading outlets as Baskin’s, Hanny’s, John 

| Wanamaker and J. L. Hudson. ~ 


With each kit went the roster of LOOK’s menswear ad- 
i vertisers— advertisers that, through the promotion, will 
reap the benefits of special store displays, preferred coun- 
| ter position and increased local advertising. 


To learn how you can get this kind of retailer response, 


Hh write to Dick Harmel, Merchandising Manager, LOOK, moves m h an d ; se FA ST 
488 Madison Ave., N. Y. 22, N. Y. Be sure to ask for ere eee 


your copy of LOOK’s menswear merchandising study. 
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ims Advertising Age, September 12, 1955 


‘Car Radio Demand sr ago sic se = con- sibilities of advertising and public | Fitzpatrick and S. T. Moore to | Franklin Spier Inc., New York, 

es ie ; ape a chad ig ‘n a rela- relations. Albert L. Kohn, formerly |assistant general public relations continues to handle Hawthorn’s 
Is 100%,’ Says RAB eee ee pers = ad a = ai Sen pope vt cnt bets ae Safeguard Corp., 
' i r. Tredway. J. G. ea,;Lehman to assistant advertising| Lansdale, Pa., has appoin 

New Yorx, Sept. 6—You like | Southern Pacific Promotes formerly public relations manager|manager, and J. B. Haggerty to! Philadelphia aes. af gee 

large figures? Just set your dial Eight in Ad-PR Department in the southern district, has been! district passenger and public re- | Frank-Guenther Law to handle 
on the Radio Advertising Bureau’s Southern Pacific Railway has|appointed general public relations| lations representative. ‘advertising and merchandising for 
frequency and get a load of the promoted eight men in its recently |manager in San Francisco, suc- ‘its Chek-Gard check writers, sign- 
) automobile radio situation. consolidated public relations and|ceeding Oscar Ingels, who retires) Albert Frank Adds Two lers and accounting systems and 
| _To some people, the assembly|passenger traffic departments.|after 27 years with Southern Pa-| Albert Frank-Guenther Law, |Safe-Gard Air-In room ventilators 
lines at Detroit and Kenosha and F. Q. Tredway, formerly general | cific. New York, has been appointed to ‘Sanders & Thomas, Pottstown Pa.., 
Flint and South Bend are turning | advertising manager, _has been| Other promotions in the depart-|handle publicity for Hawthorn formerly handled the Safeguard 
out transportation, or dreams on/named assistant v.p., with respon-|ment include Erle Heath, E. G.|Books Inc., New York publisher. | account 
wheels, or air-conditioned juke : : 
; boxes, or the most expensive thing 
next to a house the average fam- 
ily ever buys. 

But not to RAB. They’re pro- 
ducing more radio sets, that’s what, 
and here are the statistics. 

Based on Fact Finders Associ- 
ates interviews with executives of 
376 new car agencies in May and 
June, some 83% of all 1955 cars 
are being wheeled out of the deal- 
er’s radio-equipped. 

At the rate cars are selling, by 
July of this year there were some 
31,000,000 radio-equipped cars 
(with the radio in working order) 
in the U. S. 

Further, dealers say radios are 
the A No. 1 accessory, that “de- 
mand for radios is 100%” and that 
trade-in values are more if the car 
has a radio. 


85,000,000 TV SETS 


BY 1965 IS FORECAST 
San ANTONIO, Sept. 7—By 1965 


there will be more than 85,000,000 
tv sets in use in more than 50,- 
000,000 U.S. and Canadian homes, 
Dan D. Halpin, general sales man- 
ager of Westinghouse Electric 
Corp.’s tv-radio division, said here 
last week. 

Speaking to the third Radio & 
Television Clinic and Electronics 
Fair here, sponsored by the Texas 
Electronics Assn., Mr. Halpin said 
this figure would contrast with 
38,000,000 sets in 43,000,000 homes 
today. 


® He predicted that 50 to 60% of 
the sets in use in 1965 will be able 
to receive color and that all fea- 
ture programming except news 
and current events in major cities 
and on networks will be in color 
whether live or tape. Also, he 
thinks there will be a continuous . 
prosperous market for black-and- of 


oo amg eigen ot 
P ee | 


white sets. eee 
By 1965 he figures more than 8,- od 
000,000 tv receivers will be sold 
annually, mostly as replacements 
or second-third-fourth sets around 
the house. The factory value of 
these units will reach $1.5 billion, 2 can sell successfull i i 
oP gaa trained” gly perma ly .. . and the first and biggest order of business is to keep 
icing income will reach a peak of P . . 
$7,500,000 or more. Production supplied with everything it needs. 
He thinks tv circuits will cer- 
tainly be tubeless, transistorized 
and miniaturized, and envisages a 


Every metalworking company is in business to manufacture products they 


At the A. O. Smith Corporation, for example, 94.84% of 


tga ae buy every purchase dollar is invested in the machinery, equip- i 
wig. Syladaiig ment, materials, and supplies used by Production. i) 


No, you cannot cover the Florida 
Market unless you use The All-Florida 
Magazine, too. We do not cover Dade, 
Orange and Hillsborough Counties. 
The Miami, Orlando and Tampa news- 
papers do that—nor do these news- 
papers cover the one-third of Florida 
wherein live a million consumers that 
can be reached with one order and one 
billing. Now you can reach more than 
300,000 families in The All-Florida 
Magazine. There is no other easy or 
profitable way. 

Now full color advertising is 
available . .. Produced by the 
New Perry Process. 


This new method of printing direct 
from original magnesium engravings on 
quality stock enhances the value of the 
New Buy. 

We require the same material for 
full color reproduction as that furn- 
ished to rotogravure magazines. 
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Kircher, Helton Adds One ’ 
Master Electric Co. Dayton, has|>Fanches Don't Rob 


appointed Kircher, Helton & Col- Downtown, NRDGA 


lette, Dayton, to handle national | 


advertising, effective Oct. 1. The } 
company makes electric motors for Head Tells Retailers 
industrial use. PHILADELPHIA, Sept. 8—Down- 
‘town retailers who are concerned 
Mervin Levey Agency Moves about losing business to their own 
Mervin N. Levey Advertising | branches if they expand into the 
Agency, Toledo, has moved sad Fete are worrying needlessly, 
larger quarters in the Hotel Ft.|Philip M. Talbott, president cof the 


Meigs. | National Retail Dry Goods Assn., 


indicates in an interview published; Thus, branch stores attract new 
‘in the September Department) business, rather than replacing ex- 
Store Economist. |isting downtown business, he said, 
| Reporting on a recent tour of|adding that “my personal opinion 
15 major cities across the country, | is that the time could come, and it 
'Mr. Talbott, who is senior v.p. of | would not necessarily be too far in 


said he finds downtown merchants | would be competing more with 
more and more aware of their|each other than with downtown.” 
natural advantages in attracting 

business and professional custom-|® The recent development of some 
ers who work in the downtown|very large branch stores does not 
vicinity. ‘indicate a trend, Mr. Talbott said. 


More than 200 carloads of finished products leave A. O. Smith's 
eleven plants every working day . . . large-diameter oil and 
gas line pipe, shown being welded here, automotive frames, 
pressure vessels, electric motors, home heating and air-condi- 
tioning systems, and many others for home, farm and industry. 


“94.847 of purchases 
for PRODUCTION” 


No wonder, then, that Production’s engineers and 


working’s most important buying voice. 


executives have Metal- 


No wonder, either, that dmerican Machinist is the most powerful advertising 


force in America’s biggest industry. 


It is edited exclusively for Metalworking 


Production . . . gives Metalworking Production the most help . . . attracts more 


production-responsible subscribers than any other metalworking magazine . . « 


sells Metalworking Production with unmatched impact and _ long-sustained 


results. 


to bigger sales in Me 


McGraw-Hill Building, New York 36, N.Y. 


Member of the Audit Bureau of Circulations and the Associated Business Publications 


s 
Curcat 


talworking 


Woodward & Lothrop, Washington,|the future, when suburban units| 


45 


On the contrary, “the trend is 
being maintained toward a unit of 
from 85,000 to 150,000 square feet 
rather than larger units,” he said. 
Although recognizing the diffi- 
culties facing downtown mer- 
chants, particularly in the matter 
of traffic congestion and parking, 
Mr. Talbott indicated his belief 
that intelligent modernization ef- 
forts, coupled with continuing alert 
merchandising and promotional 
policies, can overcome most of the 
problems. 


William Schaller Co. Adds Two 


Pittshire Inc., Pittsfield, Mass.., 
supplier of a line of religious items 
for do-it-yourself assembly as a 
hobby or business, has appointed 
William Schaller Co., Hartford, 
Conn., to handle its advertising. 
Schaller also has been named to 
handle advertising for Dresser 
Products Co., Canaan, Conn. A 
promotional program in home and 
sports magazines is being planned 
for Dresser’s new line of fishing 
lures. 


THE SOUTH 
SUBSCRIBES TO 


Progressive 
Farmer 


The No. 1 
FARM 
MAGAZINE § 


editorial 
linage 

ie a es 

advertising 
linag 


CIRCULATION ... 
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The South Subscribes to 
The Progressive Farmer 


Editorial and Advertising Offices: Birmingham, 
Raleigh, Memphis, Dallas. Advertising Offices: 
New York, Chicago, San Francisco, Los Angeles. 
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Kastor, Farrell to Handle 
$750,000 Drive for Fire Chief 


Marlowe Chemical Co., 
York, has appointed Kastor, Far- 
rell, Chesley & Clifford, New York, 
to handle advertising for its new 
Fire Chief, home-unit fire extin- 
guisher, and has set a budget of 
more than $750,000 for its intro- 


ductory campaign. Media sched-— 
uled include newspapers, maga- | 


New | 


Initial ads are slated to break 
during Fire Prevention Week, Oct. 
9-15. Martin L. Straus II, chair- 
man of the board and chief execu- 
tive officer of Bymart-Tintair, is 
president and board chairman of 
the newly formed Marlowe Chem- 


‘ical Co. 


‘Mirror’ Names Kashuk 


Kashuk Enterprises, Miami 


zines, trade publications, radio and Beach, has been named resort and 


television. 


travel advertising representative of 


of Florida. 


WABD Promotes Adler 

Bill Adler, who recently joined 
WABD, New York, as director of | 
press, promotion and special | 
events, has been named director of 


programs for the DuMont tv sta- 
tion. 


Miss Hoecker Appointed 
| Phyllis Hoecker, formerly with 


Advertising Age, September 12, 1955 


the New York Mirror in the state CBS,"has joined the sales presenta- 


tion and planning department of 
the Mutual Broadcasting System, 
New York. 


‘Kenny to Admiral Distributors 

Winifred Kenny, formerly with 
McCormack Co., San Francisco, 
has been named advertising and 
sales promotion manager of Ad- 
miral Distributors Inc., the San 
Francisco division of Admiral 
Corp. 
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Market 


**500 MILLION 


IN DAIRY INCOME ALONE 


Associate Publisher 


--e SPENT EVENLY OVER 
THE ENTIRE YEAR! 
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WM Wisconsin milk production of 15 billion 


pounds per year lays the groundwork for dairy 
products income in excess of $500,000,000... 


it’s cash farm income. And 34% more, dairy- 
wise, than earned in any other state. 


These progressive dairymen can be good cus- 
tomers of yours. They keep up to date on all the 
newest production and record keeping methods 
and equipment. And they get this information 


from their local farm publication . . 


a personal approach to 


. for it takes 
their specific problems. 


Only the Wisconsin Agriculturist and Farmer 
can give them all the information they want and 
need on all the subjects of vital interest to them. 


It has been their guide 
tices for more than 106 


to better farming prac- 
years. 


To make the most of your Wisconsin sales 
effort, to have your advertising score maximum 
impact with practically every farmer in this 


Dairyland of cash customers . . 


to work for you. This 


. put the “Ag” 
one medium does the 


complete job. Let us give you the facts on the 
sales opportunities Wisconsin offers. 


AND FARMER 


REACH 9 OUT OF 10 FARM FAMILIES IN THE LAND OF 
MILK AND MONEY...THROUGH THEIR LOCAL FARM PAPER 


griculturist 


More Space Asked 
for Health Items 


in Supermarkets 


New York, Sept. 6—Health and 
beauty aids get step-child treat- 
ment in the nation’s supermarkets, 
Hal Marks, director of non-foods 
for Big Bear Supermarkets, De- 
troit, writes in the September issue 
of McCall’s Super Market Buyers’ 
Pocket Letter. 

Buyers who think in terms of 
grocery turnover are in many 
cases preventing chains from cash- 
ing in on the high profit margin 
health and beauty items offer, Mr. 
Marks says. 

He notes that in four years his 
own chain almost tripled its aver- 
age per store yearly sales of drug 
and toiletry items, moving from an 
average of slightly better than 
$12,500 per store per year to about 
$37,500 in yearly health and beau- 
ty aid sales per store. 

“The manufacturer has pre-sold 
these items in magazines, tv, radio 
and newspapers. All we have to do 
is display them effectively,” Mr. 
Marks writes. 


® He points out that effective dis- 
play involves, among other things, 
an intelligent evaluation of the dis- 
play space needs of health and 
beauty products, in light of their 
37-38% unit profit. Alert use of 
national promotions is another 
factor in increasing health and 
beauty aid sales in supermarkets. 

“At Big Bear,” writes Mr. Marks, 
“we capitalize on a season as much 
as possible. During the cold season, 
for example, cold preparations are 
moved in with cleansing tissues for 
a combined display. The results 
are terrific.” 

In November and December, 
floor stand displays of headache 
remedies boost sales for Big Bear. 
In summer, baby powder, with a 
high unit profit, is tied in for dis- 
play purposes with fast selling 
baby foods, Mr. Marks says. 

“Big Bear is no longer just a 
meat, grocery and produce busi- 
ness,’”’ Mr. Marks says. “We are ‘in 
the supermarket business—we are 
interested in selling the customer 
anything she wants, so long as we 
/can merchandise it at a profit with 
a minimum of problems.” 


Ptatt Sewing Machine Slates 
Pages in 23 ‘Digest’ Editions 

Pfaff Sewing Machine Co., Kais- 
erslautern, Germany, will launch 
an advertising campaign using 
pages in each of 23 international 
editions of Reader’s Digest, begin- 
ning with the October, 1955, issue. 
Current schedules call for two-col- 
or pages in all but one of the par- 
ticipating editions from October 
through January. 1956, and b&w 
pages running in the 23rd. 

Pfaff has been a regular adver- 
tiser in the Reader’s Digest’s Ger- 
man edition since July, 1952. Ac- 
cording to Reader’s Digest, the new 
Pfaff campaign involves the great- 
est number of Digest International 
editions ever used simultaneously 
by a non-American advertiser. 


Allan Copeland Adds Two 

World Wide Doll Club, Battle 
Creek, Mich., has appointed Allan 
J. Copeland Advertising, Chicago, 
to handle its advertising. A test 
campaign offering subscriptions to 
an imported doll each month on 
four, six or 12 months’ basis is 
being run this fall. Two-month 
trial and gift subscriptions also are 
offered. Copeland also has been 
named to handle advertising for 
the Suede & Leather Refinishers of 
America, a trade association which 
will headquarter in the agency’s 
office. Trade publication, cooper- 
ative advertising and a publicity 
program are being planned, with 
consumer advertising scheduled for 
the future. 
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SALESMAN 
IN 


CIRCULATION 
IN TEXAS! 


250,090 


DAILY 


Morning & Evening 
Combined 


232,344 


SUNDAY 


As filed with the Audit 
Bureayv of circulations, sub- 
ject to Audit, for 6 months 
7+ a ending March 31, 


@ Calls om more Texas customers than any other 


newspaper. Annual Effective Buying Income 
of trading area, $3,195,668,000. 


Speaks the language of Texans . . . is invited 
into over 90% of all Fort Worth homes daily, 
and over 77% of all Fort Worth homes every 
Sunday. 


Is read by over 41% of all families in the 100 
county trading area every day, and by over 
36% of all families in the trading area on 
Sunday. 


Figures based on latest Sales Management 
estimates and ABC Audit report. 


LARGEST CIRCULATION IN TEXAS 
... Without the use of schemes, premiums or contests—“Just a Good Newspaper’”’ 
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FOR LESS THAN 
1.560 PER THOUSAND 
PER WEEK 


THE COLAD CO., INC. 
4 70! SENECA ST. BUFFALO 10, N.Y. 


vertising Agency, Mexico City, has 
joined the Mexico City advertising 
sales staff of Selecciones del Read- 
er’s Digest. He will also represent 
other Digest International editions. 


_ Fast-moving trend to more self-service, 
opens expanding sales opportunities in 
_ Variety Stores. Open up bigger Variety sales 

} through VARIETY STORE MERCHAN.- 
DISER. Reaches 9,000 more Variety Store 
buying and ordering readers than any other 
publication. Exclusive 100% 


: , . : * 1950+ + 1951 31 Mr. Johnson measured the mar- 
franchise circulation, (wt. eee. fl Ut) 6of) of) so ket by predicting that total con- 


VARI 


% 


a ~MUrray Hill 3-5362 
- Chicago —185 No. Wabash Ave. 
oe STate 2-1883 


MOVED INTO US. FROM ABROAD 
TO A DIFFERENT STATE 


TO A DIFFERENT COUNTY 
IN SAME STATE 


TO DIFFERENT HOUSE IN 
SAME COUNTY 


1SO Mithion wn 5 years 1948-1953 
April 1948 to April 1949 28 Million were Irving in different house 
* 049+ + 19590 28 - . os. . . 


Compare Total Civilian Population in US April 1953~ 153 Million 


Source US Department of Commerce - Surem: of the Consus December | 6) Seras P-20. No 4? 


+ Waren THOMPSON © 


ROLLING STONES—This graph dra- 
matically shows U.S. population 
mobility, a significant factor in the 


demand for furniture. 


Advertising Age, September 12, 1955 


Sales Are Lagging, 
JWT's Johnson Says 


Cuicaco, Sept. 6—A “discourag- 
ing slackening in aggressiveness of 
forward planning, of advertising 
and promotion activities” may 
keep furniture manufacturers from 
cashing in on the “huge new mar- 
ket” that lies open to them. 

So said Arno Johnson, v.p. and 
director of research for J. Walter 
Thompson Co., at a National Assn. 
of Furniture Manufacturers con- 
vention last week. 


sumer sales in this country will 
increase by $104 billion by 1965, 
to at least $350 billion a year. To 
keep the pace, the furniture in- 
dustry would have to be selling 
about $7.2 billion of its goods by 
1965—double the present level of 
sales—Mr. Johnson said. 


The basic job for the furniture 


| Acosta Joins ‘Selecciones’ 150 MILL YEARS | Furni on 
Bo MILLIONS Florencio Acosta, formerly di- ra ae gta -omppainnma Furniture Industry pop FOR MARKET EXPANSION 
ond WALKING euLLBOARDS §|Tector of research for Noble Ad- EQUAL TO TOTAL PRODUCTIVITY AND POPULATION GROW 


1965 OPPORTUNITY 
$5000 won 


WO OPPORTUNITY | *500 
—_—_. 

$4300 sccm 
VAS rm) +450 


(ALL IN 1955 PRICES ) 


© 00 Binor Goes Narore Pemtuchor By Mes 
famed on tomar Report of the Prema Jorvary ib 


OPPORTUNITIES—This chart indicates 
that total personal consumption 
can rise from $216.4 billion in 1950 
to $360 billion in 1965 if productiv- 
ity and population continue to ex- 
pand at the current rate. 


industry, he continued, is to edu- 
cate the “moving mass millions” 
whose discretionary buying power 
will be increasing fastest. Used to 
a prewar standard of living, they 
must be taught to “live up” to their 
newly acquired wealth, he de- 
clared. 


How fo tell 
a customer 
where to go... 


® Currently, the furniture business 
is falling well behind its potential, 
Mr. Johnson said. Between 1940 
and 1950, he reported, consumer 
expenditures for furniture  in- 


nar 


FURNITURE 


OPPORTUNITY FOR EXPANSION OF SALES 
65% GREATER BY 1960 
100% GREATER BY 1965 


POTENTIAL” 
TO KEEP UP wath 
OSCRE TOMAS SPENDRNS 


Powe 


(12D ene 


| CONGUAAER 

| EXpeNorrvaes* 

| 

| 1940 1950 1955 “> ee ey 196: i 
MTER TANS (nm 170.1 12061 '2%10 ‘3200 +3750 


| Famorome 126.9 1097 450 8601950 )=—s 12400 
a 
© Ronential Marte’ for furertuee bout on 3% of ducvetonary spending power Ova lable mm (WN) and 


and % 
Conner purchase of fuente on Syma before Kowa (6700 averaged IG of ducttonary spending poor 


a8 (ROM; REON Commane 


DOUBLE IN A DECADE—This chart, 
prepared by J. Walter Thompson 
Co., indicates that if they keep up 
with discretionary spending power, 
furniture sales should increase 
100% by 1965. 


creased by a substantial 186%— 
but discretionary buying power 


advertising a!s0 qo Western Union’s “ Opera- 


20,000 


: “For the na 
- yses interest Im your Western Union 
Your advertising wens buy it. But does your tor 25.” Your custome 
roduct. People a hath where to go? often, with television, 


h. 
“Operator 25” gives the cus- 


grew 308%. Between 1950 and 
1955, furniture expenditures grew 
16%, while discretionary spending 
power was expanding by 32%. 
“There is a vast educational job 
to be done if concepts and tastes 
‘of those millions who move up in 
/purchasing power are to be brought 


ijup to the level of their new en- 
'vironment,”’ Mr. Johnson com- 


na- 
_, whether you sell mented. 


product or var "é through one or several 


aad —y | “Advertising is an educational 
tionally oF ad. ql ‘force that can help the furniture 
types of ou . oa RATOR 25 a ‘industry hold its position in the 
TO BRIDGE A BIG GAP CALL araas ‘new economy of higher living 
BEST WAY al advertising leaves 4 FOR A to prove 'standards,” he added. 
; ten, nationa n * ractical Way P Ss . 
bi All too sedan the prospective reg eae Here’s the by oot Pifficiently this service Be (California Sportwear to 
a big 89? gale. You can’t expect Bll cing to yoursel ick up your phone - - » Tie Up Again with Film Stars 
. point 0 duct, store to store, Y works. Just PIck umber ..- ask | Tie-ups with motion picture and 
; down your oe nds till he finds yours. ie call Western Union sige her you'd He ‘television stars will again be the 
j competitive bra on’t do it—but when you idge for ‘‘ Operator 25° an on this practical, 2, keynote of a national consumer ad- 
3 and I know pg doesn’t need to. You br like more information tion. She'll send 4 vertising campaign slated to begin 
“Operator 29, ec ustomer-directing operatio™. folder im- é| soon for California Sportwear Co., 
that gap for him. ¢ our new “Operator 25 i Los Angeles, maker of Californian 
n WORKS you | tely. leather jackets. A series of ads on 
HERE’S HOW ation television, media a new line of suede sport coats 
ur advertising —publicatio’ the phrase and leisure jackets will appear in 
In yo other media— you include Argosy, Esquire, Saga, Sport, 
radio or Sports Illustrated and True. 


| Actors Alan Ladd, Bob Hope and 
Danny Kay will be featured in the 
‘series. Abbott Kimball Co., Los 
| Angeles, is the agency. 
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° ... for maximum impact on 
[= Nn ' Nn C ers the nation’s biggest market- 
42 billion dollars! 


magazine of modern construction 
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... you'll find more articles, more news, Contractors and 
| more pictures, and more advertisers in E : 
| $5 ngineers 
| Contractors and Engineers than any other magazine of modern construction 
i monthly magazine in the construction industry... 2 - 


470 Fourth Avenue, New York 16, N. Y. 
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YOUR PROSPECTS 


Advertising Age, September 12, 1955 


Maxwell House Names Two | Department Store Sales... 
IN THE NEW YORK AREA are now disted General Foods Corp., White 
for fast, direct contact in the ‘ : : ie 
if you sell pr aay ther rey ay rsd Plains, N. Y., has appointed Clif . 
Subscribe Now to this service. ford Spiller director of marketing aln 0 e p or ep . ee 
[> Major firms and advertising agencies indexed. for the Maxwell House division, 
open gue he oe mera a new position, and has named Boston District ............ccccc oe + 
> Published annually with supplements. George White manager of opera- WASHINGTON, Sept. 8—As the es arene 
S086 EDITION HOW AVAILA r tions. Mr. Spiller has been with selling season began to enter the ie a cincmatnsitcllil —13 + 3 
Write for Guest | First comprehensive Bagg es rich fall period, department store} Downtown Boston ........... = ar 
Tickets or Exhib-| and authoritative Guide GF for 10 years and has been gen- sales in the k di Sept. 3 Suburban Boston ............ —15 +18 
itor's Information | of its kind ever pub- f the Walter Baker a oe = 8 
for the th Annual | Of its kin p eral manager o ; he US CaAMbridge ....cc.c..----ssseeeeee- AS 
AdvertisingEssen-| lished. In a durable | division for the past two years recorded an 11% gain in the U.S. BE iii bitinnne 18 +18 
tials Show. bound book with bi- : : . | over the same week of last year, Lowell-Lawrence ................ — 4-20 
NOVEMBER) monthly supplements. Mr. White joined the company in the Federal Reserve Board reports.| Cities 
repitmers,Y.¢.| Limited charter sub-|1929 and for the past year has) po ine ¢ ks ending Sept.| Springfield ccc 22 414 
aac Ton pl _ oie been advertising and merchandis-|, ..),. ee che . pe pst cane = ie eee —4 +10 
ADVERTISING TRADES IN me. | j , To >| New York District ............... ant 
270 Ave., New York 17,N.¥. MUrcay Hul's-oo8i | ING Manager of Maxwell House. seid-ceakeeiinte anles were 1%\| aaeteensttian Acces i. ae 
ahead. IE Si isscinsialessetiieetprcosictine 
a America's All 12 FRB districts showed y ~* -eeacndlteat Comeealall asf +4 
re F 0 R E M 0 S T gains, as follows: Boston, 23%; RES on $4 ag 
New York, 5%; Philadelphia, 14%; ON OR —{. + : 
: T 0 Y T R ADE ! Cleveland, 13%; Richmond, 9%; ae Gocedcecdeseensoesooecccsseses + ; rm ; 
Magazine Atlanta, 9%; Chicago, 13%; St.) pnitadeiphia District .......... ae 6s 
Louis, 10%; Minneapolis, 4%; Kan-| Metropolitan Areas 
Only ABC Toy Poper sas City, 12%; Dallas, 9%, and San} Wilmington «rer +3 += 
rete tease |zrancisco, 2%. cena i ie iy 
” — Philadelphia ...........scsceseese0 +4 <% 
| Write for New Market % Change from "54|) Reading  .....c....ccssssesssseenneeeens +20 +19 
Data Folder ey ae "a oo oe er - : —— 
p | Fecera serve . . /ilkes-Barre—Hazleton .. 
“a went District, Area and City 20 27 cnet Se alana +9 +16 
|\UNITED STATES ...........0.-.000 + 6 + 9 etropolitan Areas 
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The Spokane Market Beats... 


33 states in per capita Net Buying Income 

28 states in per capita Food Store Sales 

24 states in per capita General Merchandise Sales 
19 states in per capita Furniture Store Sales 

38 states in per capita Automotive Store Sales 

35 states in per capita Drug Store Sales 

30 states in per capita Total Retail Sales 


Combined Daily Circulation 
Over 160,000— 
81.84% UN-duplicated 


Advertising Representotives: Cresmer & Woodward, Inc., New York, Chicago, 


Detroit, 


HE SPOKESMAN-REVIEW 
pokane Baily Chronicle 


Spokane Market 
different too! 


AND IT’S ONE OF THE THREE MUST 
MARKETS IN THE PACIFIC NORTHWEST 


The over a million people who give so much action 
for every advertising dollar invested in the Spokane Mar- 
ket can make a big difference in your Pacific Northwest— 
or other—sales program. They spend more for retail goods 
than do the residents of Pittsburgh or the citizens of Maine. 


Spokane Market people live in hundreds of cities and 
towns, and on thousands of farms—for this is neither a 
one-city nor a one-industry market. Gainfully employed 
in many diversified fields, they earn over $1.6 billion an- 
nually in net spendable income from agriculture, lumber- 
ing, mining, manufacturing, and tributary industries. 


Enjoying the highest of living standards, 64% own 
their homes (U. S. average, 55%); 52% use electricity for 
cooking (U. S. average, 15%); and they own 108 passen- 
ger cars per 100 families (U. S. average, 99). 


Be sure that your sales program reaches the Spo- 
kane Market's million prosperous, buy-minded people. 
Schedule the two “home-town”’ dailies that residents of 
the area have read and shopped from ever since pioneer 
days — The Spokesman-Review and Spokane Daily 
Chronicle. 


Los Angeles, San Francisco, Atlonte. Color Representatives, SUNDAY 
SPOKESMAN-REVIEW. Comic Secti polit 


zx 


Department Store 
Sales Barometer 


Change From 1954 
Week Ended 


+11% 
Sept. 3, 1955 Li 
Jan. 1 to 
Sept. 3, 1955 |] J +7% 
Lexington 
SE sic. 
Cincinnati . 
Cleveland .... 
Columbus 
| rae ae 
RENEE, Siiistioads <snatirtastnsbecksieedieslesecs, + +7 
Wheeling-Steubenville ... + 7 +15 
City 
es 19 
Richmond District ................ » 8 tu 
Metropolitan Areas 
TOU Se a bilatia tains jn +14 +13 
Downtown Washington .. r+11 +11 
III. ss icinsnenppdigiane edie — 2 + 8 
ee eae +4 +10 
Atlanta District ...................... +4 +10 
Metropolitan Areas 
EE RR ace +11 + 8 
TackKsSOnville 20.0.......cccccecceseees +16 + 3 
A r+ 5 ad 
IT Ghipahsovessbinsbdhecentccasces —1 +11 
BE MIN sii cnesciessssccrees +14 +9 
a AE r+28 ° 
SUMED » adhsteilbcdpalovsacednsscsohosin +19 +12 
City 
REESE SN Sar ia +17 0 
Chicago District ...................... r+ 2 + 7 
Metropolitan Areas 
PIII sciiebiicksdskienoasionstestseion 0 +4 
I ade cisissae +4 + 6 
eS +6 +6 
III etiesitsrescrccsinsreiveses — 3 + 4 
St. Louis District .................... + 6 +13 
Metropolitan Areas 
SS Se +7 +11 
Louisville .......... + 3 +12 
St. Louis ..... + § +14 
NG isetttcaitabanttctenntnascercece + § +11 
Minneapolis District .............. —2 r4+55 
Metropolitan Areas 
Minneapolis-St. Paul ........ — 2 + 4 
Minneapolis City .. . —1 + 2 
Sie EE RIE secctdsienssovecssese — 2 +-10 
Cities 
Duluth-Superior _................. — 8 5 
Kansas City District ............. + 9 6 
Metropolitan Areas 
IE tvcbecsiceapennesunnitensnntensvecete r+ 4 6 
TIIIIE . andackackeubiiatetacniaidisuiaenise +17 21 
IIL ‘nishinessnisalimpnugiilinabianes r+ 7 1 
Fs NOR - sahiliadeboieiitiicstncsinnnnsas +13 4 
Albuquerque _ ........ccceee + 8 . 
eo EE Eee +15 17 
TENNEY: cosstivinntenigiinenteanttnhinnecceins r+18 2 
City 
EE RE + 8 9 
eG oeenrranet +13 7 


Metropolitan Areas 


BEIT | dithsindrirhisinthnivencinenuninshiomaianan +19 13 
Be BED deihstmrescecssemnssonseitiblias +20 1 
BS. WRU tstersnsiticnesesissaniacse + 8 5 
PUI  cccasedseverscconcesivosansnsesen - 4 
GE ATID. piciccrcnssccsesiosseis +15 11 
San Francisco District .......... + i 6 


Metropolitan Areas 


+ 
oc 
t4+44444444/444 ¢444+4+4+ 44 ¢+ +/14++ 44+ 
oe ee ee ee eee) 


er oe 
Downtown Los Angeles .. — 1 
Westside Los Angeles . + 6 
BCT ETAGTED  occvsccsecscccasscsoseseee 4+ 3 
BPD BID cectitecceccsscsvcesserseneree + 7 1 
San Francisco-Oakland...... + 8 
San Francisco City .......... +7 
OCakkland City  .ncccrccccccsscssee +11 
BRR ODD. crcervicseccenepiiopeniinannee +20 1 
TRI sascccnsceccssepastitbsniapenncse + 9 
| Salt Lake City occ +12 1 
TROMAEIO  cccrcccccecersesssscnccsssorcssccoss + 2 
BIRD es cxicchineccstntascunstonnnensocee 0 1 
ID Scene cicnpinsainvnsinqnsvsetsinctes +15 
r—Revised. 


*—Data not available. 


Velsicol Changes Name 
Velsicol Corp., Chicago, former- 


ly a division of Arvey Corp., Chi- 
cago, has changed its name to Vel- 
'sicol Chemical Corp., in line with 
its mew separate corporate struc- 
‘ture. Executive titles have also 
‘been changed as follows: J. Reg- 
enstein Sr., from president to 
‘chairman of the board; J. Regen- 
stein Jr., from v.p. to president, 
and E. T. Collinsworth Jr., from 
v.p. and general manager to exec. 
v.p. and general manager. Velsicol 
produces insecticides, industrial 
resins, solvents, saturants, chlorine, 
caustic soda and benzol. 


ELRIC Names Williams 


H. F. Williams, public relations 
director of the Evansville, Ind., 
| Seemeecturers & Employers’ Assn. 
| for the past eight years, has been 
appointed program director of Em- 
ployers Labor Relations Informa- 
\tion Committee Inc., New York. 
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advertisers 
like these make 


OUTDOOR LIFE’s 
linage go 


up UP UP 


Behind the great gains in OUTDOOR LIFE’s advertising linage 
are advertisers like the ones shown here. They’ve chosen 
OUTDOOR LIFE to sell the sportsman’s market because they get 
top results at lowest cost. With 910,751 net paid circulation,* 
OUTDOOR LIFE is America’s largest-selling sportsmen’s magazine. 


New business from new advertisers... plus more business from 
our valued long-time advertisers... is pushing OUTDOOR LIFE’s 
ad linage up and up. There’s a reason: the sportsman’s market 

is booming and OUTDOOR LIFE is leading the way. 


Have you seen a copy of OUTDOOR LIFE lately? Let us show you 
one. Write or phone Advertising Department, OUTDOOR LIFE, 
353 Fourth Avenue, New York 10, New York. MUrray Hill 5-5400. 


WF june 30th, 1955 ABC Statement... the fourth straight 
June 30th Statement in which OUTDOOR LIFE shows 
a monthly circulation average of more than 900,000 
net paid. No other sportsman’s magazine has ever had 
a monthly average of 900,000 for a six-month period. 


NEW YORK CHICAGO DETROIT LOS ANGELES SAN FRANCISCO BOSTON SARASOTA PORTLAND 
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advertiser 
who 
| sells 
anything 
in 
i Ly is Zee 


12 | 
cities! 


* Albany, New York Baltimore, Md. * Columbus, Ohio * Dallas, Texas Fall River, Mass. »* Houston, Texas 
x Little Rock, Ark. * Meridian, Miss. * New Orleans, La. x Pittsburgh, Pa. * San Antonio, Texas * Syracuse, N. Y. 
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For the first time in history.. 12 entire cities 
and their great newspapers will push, spotlight, 


f| display the products advertised in one magazine! 


for one solid week, Talk about action on the retail level! Good 


Housekeeping gives it to you city-wide.. 


| STARTING OCTOBER 23... 
retailers of every type in 12 major cities will 


The week the town’s largest store upped its vol- 


ume 40% ...Sav-Mor stores sold 1,700 cases of .twelve- 


feel the biggest sales push of its kind in their 
histories. Why? Will they be selling pearls for 
peanuts? Steaks for a song? No. They'll be stag- 
ing an event called “Good Housekeeping Week” 
..a great, new kind of mass selling strategy. 


THE PROVING GROUND: Mansfield, Ohio. The 
dates: April 24-29. The event: “Good House- 
keeping Week”. The week the potent Mansfield 
News-Journal and a whole city of merchants tied 
in with a magazine... 


and a whole city turned out 
to buy the products advertised in that magazine! 


Hunt’s canned goods instead of the usual 75... 
and a local bank reported an all-time high in 
merchants’ deposits for the period. Everybody 


got in on the act; even a monument maker! 


THE MANSFIELD STORY was so big, so hot...that 
12 more great cities and great newspapers (with 
nearly 2,000,000 ABC circulation) are revving 
up for the biggest team-up with a magazine since 
Gutenberg. All of the products blessed by 
Good Housekeeping will be advertised locally 
..displayed, pushed, neon-lighted! 


city wide! No other medium, no other magazine 


has such an influence on women...on merchants. 


GOOD HOUSEKEEPING ADVERTISERS! Alert 
your dealers, salesmen and distributors to get 
your product up front in these twelve eities. Run 
your advertising in these twelve important local 
newspapers. 

NON GOOD HOUSEKEEPING ADVERTISERS! This 
great 12-city story has a moral (forgive us for 
pointing;) You buy so much more than space, 
when you advertise in Good Housekeeping! 


SAYS TIDE:" What may be the biggest promotion yet a magazine can boast about to its advertisers, breaks on October 23”. 


GOOD HOUSEKEEPING te 
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Chadima Joins Paint Maker 


Donald B. Chadima, formerly 
with McCarty Co., San Francisco, 
has joined the advertising and 
sales promotion staff of W. P. Ful- 
ler & Co., Bay Area paint manu- 
facturer. 


Myers Appoints Cohon 


Postal Fraud Order 


Myers Laboratories Inc., War-. 


ren, Pa., has appointed Herbert W. 
'Cohon Co., New York, to direct a 
‘special test campaign on Hollister’s 


Rocky Mountain Tea, a herbal lax- 


| ative. 


Winds Up Story of 
Erwell Pharmacal Co. 


to the small mail order company 


NATION'S LARGEST TRADE TERRITORY 


TWO Separate Newspapers « 30° Line BUYS BOTH! 


1955 GROCERY 
PRODUCT SURVEY 
write for your 
FREE copy 


The £1 Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald -Post. 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


uct by questionable advertising 
moves in? 


|disappeared since it received a. 
postal fraud order on Aug. 18. 

Erwell Pharmacal Co., formerly 
located here, advertised that its 
Smoke-No-Mor tablets ($3 for 
25) would break the smoking habit 
in seven days. The government 
disagreed. 

Two psychological factors must 
be present to break the smoking 
habit, neither of which was pro- 
vided by Smoke-No-Mor, the post- 
al hearing examiner stated. 


| 
|® Will power, witnesses testified, 
_plus a very strong desire to quit, 


that tries to sell an off-beat prod- | 


Advertising Age, September 12, 1955 


are necessary in stopping smoking. 


And “it is shown by testimony that 


George Tong, Ad, 


‘the mere taking of these tablets Sqles V.P., Green 
BS . 
‘Giant, Dies at 44 


will not furnish either one,” the 


examiner’s summary declared. 
Erwell had claimed in ads in na- 


Cuicaco, Sept. 7—What happens tional publications that the tablets LESEUER, MINN., Sept. 8—George 


could “end the tobacco craving in| O. Tong, 44, v.p. in charge of sales 
and advertising for the Green Giant 
“One week from today you can/Co., died Sept. 5 following a heart 


a week.” 


techniques when the government lick that habit of smoking. You can/|attack. He had been hospitalized 


.. quit using tobacco in any form,”|for several weeks prior to his 


One such company has quietly said the ads. 


These are false and fraudulent 


One medical witness said he had 
conducted a test for seven days 
among 53 patients; it showed only 
that Smoke-No-Mor “could not 
be successful in breaking the 
smoking habit in seven days.” 


Pepperidge Farm to Ogilvy 

Pepperidge Farm Inc., Norwalk, 
Conn., has appointed Ogilvy, Ben- 
son & Mather, New York, to handle 
its advertising, effective Nov. 1. 
Kenyon & Eckhardt, New York, is 
the present agency. 


even in the 


Kleen-Stik Labels never “‘pop” or “‘pucker’’ 
regardless of heat, cold or humidity . . . instead 


WRITE TODAY 


plant. 


KLEEN-STIK 


PRODUCTS 


7300 W. Wilson Ave. @ Chicago 31, Ill. 


Pioneers in Pressure 


for Advertising and Labeling 


on your 
product 


All set to make your product a stand-out 


for FREE TEST-IT- 
YOURSELF KIT... contains pressure- 
sensitive samples for testing in your 


most congested counter space, 


remain colorful, eye-catchers 
despite constant handling! 


, INC. 


Sensitives 


prestige . . 
of Kleen-Stik Labels. 


Right off sales floors and counters due to striking, 
self-selling impact. Accelerate your sales, build 
. with the P.O.P. sales abilities 


Every Point-Of-Purchase labeling requirement— 
brand identifications . . . guarantees . . . instructions 

. .. product uses—become easier, faster, more efficient 
to apply with Kleen-Stik pressure-sensitive labels. 


| 


death. 
Mr. Tong had been with Green 


claims, said the hearing examiner.|Giant since 1935. He began as a 


rate clerk and rose rapidly to be- 
come director of traffic and ship- 
ping. In 1954 he was elected v.p. 
of sales and advertising. 

Mr. Tong attended St. Johns 
Academy, Collegeville, Minn., and 
Minneapolis Business College. He 
was a practitioner before the In- 
terstate Commerce Commission 
and was recognized as one of the 
nation’s outstanding traffic ex- 
perts in the food industry. 

He was a member of the Minne- 
apolis Traffic Club, the Chicago 
Traffic Club, National Industrial 


‘Traffic League and the Canned 


Goods Shippers Conference. 


FAYETTE M. HERRICK 


RocueEstTeEr, N. Y., Sept. 8—Fay- 
ette M. Herrick, 78, former adver- 
tising manager of Taylor Instru- 
ments Corp., died Sept. 1 at his 
home in Penn Yan, where he had 
resided since his retirement. Mr. 
Herrick joined Taylor in Water- 
town, N.Y., and in 1909 was trans- 
ferred to Rochester. 


HERBERT E. CLAPHAM 


Cuicaco, Sept. 8—Herbert E. 
Clapham, 61, director of public re- 
lations for Automatic Electric Co., 
died Sept. 4 after an extend- 
ed illness. Mr. Clapham had been 
with Automatic Electric for 38 
years. He joined the company in 
1917 as a laboratory assistant, and 
after a brief period of service 
in World War I, he returned to Au- 
tomatic. After several months in 
installation and equipment engi- 
neering, he was given a temporary 
assignment as a writer of telephone 
journal articles. This led to his 
transfer in 1921 to the advertising 
department. He was appointed ad- 
vertising manager in 1924 and di- 
rector of publicity in 1945; while in 
the latter post he continued to 
serve as consultant on advertising. 


—— 


GIVES YOU 4-WAY COVERAGE 
OF THE GAS HEAT MARKET 


(A) GAS HEAT goes to Gas 
Heat dealers (Dealers sell, in- 
stall and service 95° of all gas 
heating equipment of all kinds, 
plus accessory equipment). 

(B) GAS HEAT goes to Gas 
Company men (Without their 
goodwill, knowledge, and accept- 
ance, no gas heating equipment, 
water heaters, incinerators, 
space heaters, etc. can be sold 
and attached to their gas mains 
and distribution lines). 

(C) GAS HEAT goes to Dis- 
tributors, Jobbers, Agents. 
(These are the organizations or 
individuals who sell gas heating 
and accessory equipment and 
materials to the dealers). 

(D) GAS HEAT goes to Man- 
ufacturers (These are the pro- 
ducers of equipment, who sell to 
dealers and jobbers and who buy 
components, parts and acces- 
sories for their equipment). 

GAS HEAT is the only mag- 
azine devoted 100% to gas 
heating—sales, installation, and 


service 
i) HEATING PUBLISHERS, Inc. 


1 
} 2 W. 45th St., New York 36, N. Y. 
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have long been famous for the finest color plates. 


We put the same careful craftsmanship into every zinc 
and halftone that we put into our color plates. For the 


finest possible halftones, zincs and combinations call us. 


COLLINS, MILLER & HUTCHINGS, INC. 


America’s Finest Photoengraving Plant 


333 WEST LAKE STREET, CHICAGO 
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TIME saved 


@ on correspondence 


is probably the only profit we obtain 
from the first job. Don't deprive us 
SAY P. of it... just send your next ad in! 


‘Norma Pencil Names Agency 
Norma Pencil Corp., New York, 
has appointed Fein & Kaplan, New 
York, to handle advertising and 
publicity for the new Norma Mul- 
tikolor pen and pencil combination, 
A campaign is being planned to 
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ALCOA plans $10 million expansion 


$20 MILLION additional expansion 
planned by Alcoa 


FORD MOTOR CO. picks Daven- 


port as sales headquarters 
SEARS ROEBUCK $3 million store 
opens 


$3 MILLION shopping center starts 
BENDIX AVIATION -expands plant 


PLAN $500,000 downtown shops 
building 


IOWA'S HIGHEST! Bank clearings 
up 18.8%! 


s¥gatn,. . - DAVENPORT NEWSPAPERS ARE .. . FIRST in Quad- 
City circulation —in Quad-City advertising lineage — in advertising lineage 


in ALL IOWA! 


en The MORNING DEMOCRAT — The Evening DAILY TIMES 


-. The Sunday DEMOCRAT & TIMES 


Represented Nationally by Jonn & Kelley, Inc _ 


Advertising Age, September 12, 1955 


run in national magazines, more Fur Frost Takes 


than 35 trade publications and in 


Sunday newspaper supplements in | Women Back 50 Years 


major cities. The new product | 
writes in i ” 
ors a ota tanec Reena tae to Do-It-Yourself 


| New York, Sept. 7—J. D. Sil- 
berman, four-time president of the 
American Fur Merchants Assn., 
has developed a new home cleaner 
for furs and is now introducing it 
nationally with an extensive ad 
campaign. 

Mr. Silberman, a veteran of 40 


Ad Production Club Elects 
Mary Jane Kenney, advertising 
production manager of Carr Lig- 
gett Advertising, has been elected 
president of the Cleveland Adver- 
tising Production Club. Miss Ken- 
ney is the first woman to hold the | 


‘post since the club was founded.|years service in the fur industry, 
‘Other new officers include Sally |has formed White Frost Chemicals 


McCoy, Blue Service Inc., v.p.;|Inc. here to make and promote Fur 
Ann C. Zajc, Meermans Inc., treas- Frost, an Aerosol product which 
urer, and Elizabeth Mercer, Penton cleans and moth-proofs furs. Fur 
Publishing Co., secretary. Frost is said to be equally effi- 
cacious as a cleaner for the new 
Sylvania Appoints Culviner fur-like synthetic fabrics. 

S. Prall Culviner has joined the) White Frost will spend some 
public relations department of Syl- $250,000 between August and De- 
vania Electric Products Inc., New cember to launch Fur Frost on its 
York, as a project manager. Mr. way. A total of 33 full pages has 


Culviner formerly was with Edison ‘been scheduled. Among the maga- 
Electric Institute, New York. 


zines on the media list are Charm, 


WSJS-TV’s new 


station! 


King of a new frontier! 


MAXIMUM 
POWER 


WITH 25% MORE SETS THAN ANY 
OTHER NORTH CAROLINA STATION 


WSJS-TV Winston-Salem now has one of the South’s biggest TV markets! 
Its heart is the rich Golden Triangle of key industrial cities—Greensboro, 
Winston-Salem and High Point. 


maximum power taps over 4 billion dollars in buying 


power and reaches 627,982 TV homes—25% more than any other N. C. 


MAXIMUM POWER—316,000 watts! 


MAXIMUM HEIGHT—2,000 feet above 
average terrain. 


COVERAGE—91 counties, in five states. 


TV HOMES— 627,982 sets. 


3,943,000 people. 
$4,350,000,000 buying power. 


—_. 


WINSTON-SALEM, N. C. 
CHANNEL 12 


WINSTON-SALEM 
GREENSBORO 
HIGH POINT 


\ 


ENSBORO 
HIGH POINT 


(Bee 


HEADLEY-REED, REP. 


Fashion & Travel, Glamour, Good 
Housekeeping, Harper’s Bazaar, 
\Ladies’ Home Journal, Mademoi- 
selle, New York Times Magazine, 
— and Vogue. 


te Theme of the campaign is 
“Mink-made or man-made, spray- 
clean them at home with Fur 
Frost.” Kastor, Farrell, Chesley & 
Clifford is the agency. 

Mr. Silberman sees a big market 
for his cleaner. “It is astonishing,” 
he says, “that only 12% of women 
‘with fur garments send them to 
professional cleaners and cold stor- 
age houses. 

“Slightly more than one-third of 
all fur coats are properly cared 
for. But hardly any fur stoles, 
scarves, hats, muffs or fur-trimmed 
garments ever see the inside of a 
‘cleaner’s establishment. 

“The result is that moths chew 
up untold millions of dollars worth 
of furs each year.” 


® Fur Frost comes in a 12-0z. Ae- 
rosol container retailing for $4.95. 
A dealer makes a $1.95 profit on 
each unit sale. Distribution is 
through notions departments, coat 
departments, specialty shops, retail 
dry cleaners and furriers. Key Sales 
Associates, New York, is handling 
the selling program. 

The way to use Fur Frost is to 
spray it on a garment and then wipe 
with a clean cloth. It is supposed 
to take off all spots, including lip- 
stick stains. One container can be 
used to clean a full-length coat 
four or five times. 

Mr. Silberman has got off to a 
| good start with his promotion by 
arranging a tie-up with Princeton 
‘Knitting Mills, maker of Ollegro, 
‘a deep-pile, fur-like fabric com- 
_posed of Orlon and Dynel. Prince- 
ton and 10 leading garment man- 
ufacturers are pushing Fur Frost 
as the recommended spot-cleaner 
for Ollegro garments. 


® Consumers are also being sam- 
pled through this tie-up. Each buy- 
er of an Ollegro coat is being given 
‘a six oz. cannister of Fur Frost. 
Cooperative advertising is being 
‘run with Princeton, coast manufac- 
‘turers and department stores. Last 
month, Fur Frost was featured in 
41 department store ads. Mr. Sil- 
‘berman gives a 10% advertising al- 
‘lowance. Point of sale material is 
‘also available. 
_ Mr. Silberman proclaims that the 
development of Fur Frost “brings 
the cleaning of furs back into the 
home, where it was half a cen- 
tury ago. Prior to the invention of 
present commercial methods, wom- 
en cleaned their furs by spread- 
ing them on the kitchen table, rub- 
bing them with warm corn meal 
and shaking them out the window. 
“The newest method again calls 
for the kitchen table, but corn meal 
has given way to Fur Frost. In the 
push-button era, it is only appro- 
priate that it is dispensed from an 
Aerosol container and that it does 
its job with push-button speed,” 
he remarked. 


Grove Labs Buys Radio 
for Pazo Pile Products 

Grove Laboratories, St. Louis, is 
using radio to advertise its Pazo 
pile suppositories and ointment in 
ten markets. The pharmaceutical 
‘company said this marks the first 
‘major use of radio for this type of 
product. 

The radio drive for the products 
is in addition to a continuing news- 
paper and Sunday supplement 
schedule. Harry B. Cohen Adver- 
tising Co. is the agency. 


Hanson Chemical Appoints 

Hanson Chemical Equipment 
Co., Beloit, Wis., has appointed 
Marsteller, Rickard, Gebhardt & 
Reed, Chicago, to handle its ad- 
‘vertising. Hanson manufactures 
agricultural spraying equipment 
and pumps. J. W. Martin Inc., Mil- 
_waukee, formerly handled the ac- 
count. 
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B® Daily Sun-Times... 287,027 lines . . 


THE TILL 
TELLS s 


The retail grocer puts his choice of advertising to the acid test... 
the test that only a cash register can make. His recorder of ad- 
vertising effectiveness is direct, immediate .. . it's a point-of- 
purchase check. Yes, the till tells the tale. 


That's why Chicago-area retail grocers turn to the Daily News 
s) in placing the bulk of their advertising. 


Heres how Chicago grocers placed their advertising 
linage in Chicago daily Newspapers in the first seven months of 195: 


DAILY NEWS... . 1,738,032 lines . . . 47.8% of field 


Daily American . . 1,037,096 lines .. . 28.5% of fiel 
| Daily Tribune’... 973,971 lines .. . 19.8% of field 


1.9% of field 


Liquor linage omitted 


; *Media Records shows the Daily Tribune carrying 690,630 lines of total retail grocery advertising 

(liquor omitted). Of this total, 174,988 lines were run in zone sections. Each zone is limited to 
approximately one-third of the city and suburban circulation. To place all Tribune linage on an 
equal base (equal in circulation), the zone linage has been divided by 3. 


CHICAGO DAILY NEWS 


| Chicago’s HOME Newspaper | 


Detroit Miami Atlanta San Francisco Los Angeles 
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Package Design Is 
Becoming a Science, 
Lippincott Declares 


CINCINNATI, Sept. 9—“We have | 


Official Films Boosts Two 


Herb Jaffe has been advanced | 
from v.p. to exec. v.p. of Official | 


Films, New York. At the same 
time, Herman Rush, who has been 
v.p. in charge of the western divi- 
sion of the film syndication com- 


only just begun to see a science of|pany, has been named v.p. in 


packaging development,” Gordon 
Lippincott of Lippincott & Mar- 
gulies, designer, told the Cincin- 
nati Sales Executives Council to- 
day. 

Mr. Lippincott said the package 
is “the concrete symbol of an ad- 
vanced industrial civilization.” 

Today, he said, people eat out 
of packages, build and wreck with 
tools that are pre-packaged, raise 
their children from packages, and 
even live in houses that emerge 
from packages. 


8 “The result,” he stated, “is that to 
today’s consumer, the package very 
often is the corporation. It has be- 
come a major spokesman—and in 
some cases the major spokesman— 
for an entire company behind its 
product.” 

For this reason, management is 
seeking more concrete yardsticks by 
which it may evaluate a packaging 
program, Mr. Lippincott said. 

“The cost of a package redesign 
program today is doubly serious— 
not only in terms of the initial in- 
vestment, but in even greater terms 
of the impact a new package may 
have on the consumer.” 

Outlining contemporary  tech- 
niques of package design pro- 
grams, Mr. Lippincott urged man- 
agement to allot time, as well as 
budget, for a program that in- 
cludes thorough research. 

He advised that “today’s package 
needs at least the equal going-over 
management gives its advertise- 
ments, sales promotion campaigns 
and public relation programs.” 


® Motivation research, he _ said, 
gives us “inside information” as to 
how the consumer sees a company, 
if the sales message is getting 
through to her and if it is the 


proper message to begin with. 

“Package research itself,” he, 
said, “now takes on the aspects of | 
a financial audit. Here we set up 
actual ‘assets’ and ‘liabilities’ of an 
existing package. Once determined, | 
we drop the ‘liabilities’ and con-| 
centrate on the ‘assets’—the design | 
elements working to sell.” 

One of the most valuable devel-| 
opments, Mr. Lippincott reported, | 
has been the setting-up of perma-| 
nent packaging committees within | 
corporations. Composed of mem-_ 


| 
| 


bers of sales, purchasing, market- 
ing, production and advertising, 
with a package design consultant, | 
the committee reports to manage- 
ment on a year-round basis. Man-. 
agement is thus kept constantly 
apprised of new developments, 
competition and the changing point 
of sale, he explained. 


® Such a continuous research pro- 
gram, Mr. Lippincott said, makes 
unnecessary sudden, sporadic and 
sometimes unprofitable  invest- 
ments for package redesign. More-. 
over, it brings the important “store | 
environment” to a conference 


room that is still lacking in many 


companies today, he said. 

Merchandising is not yet and 
prebably never will be an exact 
science, Mr. Lippincott said. “But 
with more valid tools to direct de- 
sign creation and better measures 
to evaluate new designs before 
marketing, our batting average has 
soared immeasurably.” 

“There is no doubt,” he con- 
cluded, “that it will continue to do 
as the packaging revolution pur- 
sues its inevitable course of growth 
and expansion.” 


Agency Changes Name, Moves 

Lohmeyer-Adleman & Mont- 
gomery, Philadelphia, has changed 
its name to Robinson, Adleman & 
Mentgomery and has moved to 
larger quarters at 1714 Walnut St. 


charge of sales. 


WTAO-TV to Robert Keller 

Robert S. Keller Inc. has been 
appointed national representative 
for WTAO-TV, Boston. 


Advertising Age, September 12, 1955 


Santa Barbara Ad | Advertising and Merchandising! Mr. Storke at a breakfast at the 


Club, KTMS Make Hit 
with Special Show 


SANTA Barsara, CAL., Sept. 6— 
Yesterday marked completion of a 
full year of experiment here in 
telling the consumer about the ad- 
vantages of advertising. 

The experiment, a radio show, 
“Here’s News for You,” has been 


conducted by the Santa Barbara 


Club and Station KTMS. They 
both think it has been a tremen- 
dous success. 

The idea for the program was 
originally worked out by Charles 
Storke, co-editor and publisher of 
the Santa Barbara News-Press 
and manager of Station KTMS, and 
Don Burton, president of the ad- 
club. 


ws Mr. Burton, the youngest presi- 
dent in the club’s history, told 


/annual convention of the Adver- 


tising Assn. of the West last year, 
that his board of directors had 
okayed the promotion and organi- 
zation of a weekly 15-minute ra- 
dio program, designed to empha- 
size advertising’s role in the every- 
day business and private lives of 
every-day Americans. 

Mr. Storke thought the idea was 
a fine one, and the program was 
launched. 

Mrs. Claire Drew Forbes Walk- 
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Advertising Age, September 12, 1955 


er, Owner of the Claire Drew 
Forbes Advertising Agency, was 
chosen as moderator, and Joe 
Benes, commercial manager of 
KTMS, was picked as master of 
ceremonies. 

The program was launched on 
Labor Day last year. 

It varies in format, but is gen- 
erally divided into four categories. 


s The first portion tells the listen- 
er what new things he has learned 
through advertising during the 


past week. 

| Then, guests who are in some 
| way affiliated with the advertising 
of a product, a service or the 
community, are interviewed by the 
program’s moderator and master 
of ceremonies as a timely, inform- 
ative tie-in. 

Next, an advertiser in the com- 
munity is saluted for an advertis- 
ing job well done. 

The fourth part of the program 
has been the most popular with 
Santa Barbara residents, and has 


ere ; CIR sy OS ERY Se A ie. Ra ae 


| received the most comment. It is|over her husband’s business when 
called “Hats Off” and salutes some | he became ill. 
|sales clerk or small retailer for, 
| Service over and above what is | lute, reported that after the broad- 
regularly expected during the cast his sales suddenly spurted. 
normal course of a day’s business. | Prior to that, business had been so 
‘bad that he had been facing bank- 
aw The “Hats Off” salute has often | ruptcy, he said. 
touched at the hearts of the listen-| Winners of the salute receive a 
ers, who are asked to nominate |scroll, presented at the adclub’s 
some clerk or retailer. weekly luncheon. The scroll reads: 
One of the salutes, for example, “This award is a tribute to you... 
went to the wife of a Negro shoe-| because you have been nominated 
shine stand operator after she took by those you serve, for outstanding 


PRODUCTION 


DRILLING AND EXPLORATION 


TRANSPORTATION 


PROCESSING 


RESEARCH 


MARKETING 


industry-deep coverage 


Now, for the first time in the history of the oil industry, specialists and management 
in all segments can look to a magazine which provides thorough information 


of technical and business significance . . 


. industry-wide, industry-deep coverage. 


PETROLEUM WEEK KEEPS EACH BRANCH OF THE INDUSTRY UP TO DATE ON 
DEVELOPMENTS AFFECTING THE INDUSTRY AS A WHOLE. 


Petroleum Week is written for oil men by oil and business communications experts. 
It reports and interprets in clear, concise language understandable to oil men at 
all levels of every segment. In addition, Petroleum Week’s editorial format is 
designed around the new art of writing for variable-speed reading. It can be read 
easily and efficiently at a fast tempo and with complete comprehension. 


You can broaden the coverage base of your advertisement . . . add 
mileage to your message with PETROLEUM WEEK—the magazine 
read by your customers and prospects—the men who matter in oil. 


7 


oe. 


A McGRAW-HILL 
PUBLICATION 


Cross- 


330 West 42nd Street, New 


PETROLEUM WEEK 


York 36, New York 


Communications for Men Who Matter in Oil 
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|courtesy, unselfish service and in- 
|terest. Your chosen field of selling 


One grocer, who received a sd-|is an important part of our Amer- 


ican Way of life. The advertising 
profession of Santa Barbara rec- 
ognizes that ‘good selling must 
serve,’ just as ‘good advertising 
must serve’...and salutes you 
with the ‘Hats Off’ honor. You 
contribute daily to good public re- 
lations.” 


Barron to ‘Industry & Power’ 

John Paul Taylor Publishing Co., 
St. Joseph, Mich., has appointed 
Tom Barron to handle space sales 
for Industry & Power in the mid- 
western states. Mr. Barron, who 
will headquarter in Chicago, for- 
merly was with Parts Jobber and 
U.S. Rubber Co. 


Weiss Joins CBS Radio Spot 

Milton Weiss has left Esquire to 
join CBS Radio Spot Sales, New 
York, as a copywriter in the ad- 
vertising and sales promotion de- 
partment. 


IT’S IMPOSSIBLE 
TO SELL CANADA 
” WITH U.S. PAPERS! 


e—_ — 


Canada is a national market 
—actually nine major markets 
—reached only through 
national Canadian business 
publications. The recent 
survey* made for the 105 
member BNA _ publications 
tells you who reads Canada’s 
national business media, 
how much they read and 
action taken. Write to-day 
for this complete story 
of 105 Canadian Business 


publications, 


*Gruneau Research Bulletin 
195 | on request 
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IN the greater New York market, consumer expenditures for food have 
increased by more than 500% since 1941—a 200% greater increase than the 
national average. Opportunities for retail expansion are unequalled. Com- 


petition is rampant. And hard-hitting, penetrating advertising is a must. 


In this area of 50,000,000 meals a day, the Journal-American has carried the 
bulk of retail grocery advertising for more than twelve straight years. Dur- 


ing the first seven months of ‘55, the Journal-American gained twice the 


retail grocery linage of both other New York evening papers combined .. . 


more than all New York morning papers combined. 


In the New York market, the Journal-American has the largest audience of 
any standard-size paper. The Journal- American is home-going, home- 


shopped, when advertising has its greatest influence on family buying. 


The Journal-American hits hard, sells hard for retail food advertisers. Your 


advertising in the Journal-American will hit hard, sell hard, too. 


in New York it's better in the evening... 
and it's best in the 


Journal sgaegAmerican 


EVAN AMERICAN }{ PAPER }{_FOR ZN TIAN <=, THE J[AMERICAN }{ PEOPLE J > 
NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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Mechanization in 
Home Building Is 
Theme of ‘H&H’ Meet 


New York, Sept. 7—On Tuesday 
morning, Sept. 20, a group of na- 
tional leaders in the home con- 
struction field will gather in the 
conference room of the Time-Life 
Bldg. here to open a two-day 
round table session. 

Their session will be the seven- 
teenth in a series of such meetings 
which have been going on under 
the sponsorship of House & Home 
since early in 1952. The represen- 
tatives of finance organizations, 
building contractors, architects, 
home builders associations, en- 
gineering organizations, manufac- 
turing and distribution groups and 
others who will attend this meet- 
ing will be concerned with thrash- 
ing out problems of mechanization 
of home building. 

Their predecessors have talked 
through and come to decisions 
about such questions as the low in- 
come family and its housing prob- 
lem, prefabrication, how to plan 
and sell a house, slum clearance, 
FHA-VA appraisal policies, mar- 
keting and merchandising of new 
homes, heating and air condition- 
ing, legislation, and standardiza- 
tion of such components as door 
and window sizes. 


® Chaired by P. I. Prentice, editor 
and publisher of House & Home, 
the series of panels has developed 
out of a “recognition of the pro- 
found change that has taken place 
in the home building market since 
the end of World War II.” 

The nature of the new trend in 
the industry is effectively sum- 
marized in a section of the script 
accompanying a slide film presen- 
tation which the magazine current- 
ly is displaying to present and po- 
tential advertisers. 

“While thousands of men in 
homebuilding are still driving nails, 
thousands of others are running 
companies,” the script declares. 
“They are the business men who 
have created—and now control— 
today’s giant homebuilding indus- 
try. They have become familiar to 
all of us, for their business suits 
have long since ceased to be a 
novelty among the overalls. 

“Their boost of homebuilding’s 
production to more than 5,000 
houses every working day, approx- 


Sales Idea #1 by PIONEER 
» = 


Qualatex 


BALLOONS 
imprinted with your name 


> 


as direct mail 


the past five years, is a familiar 


story. And the size of the industry | 


they have built has long since 
passed petroleum, automobiles, 
textiles and railroads.” 


® The current Market Data & Di- 
rectory number of Industrial Mar- 
keting cites $14.8 billion as the 


‘value of activity in the home 


building field during 1954, while 
the same source says that $9.8 bil- 
lion represents the total wholesale 
value of the automotive industry’s 
output for that year. It notes that 
in textiles about 7,000 mills “added 
a value by manufacture of $5.4 bil- 
lion.” 

Basic to the organization and 
functioning of the continuing se- 
ries of round tables is the realiza- 
tion that residential building has 
now become a traditional manu- 
facturing-retailing-marketing op- 
eration. 

In previous years the individual 
home buyer either searched for an 
existing “used” home or else em- 


imately 1,000,000 units a year for| ployed the services of architects, 
contractors and builders on an ex-| 
clusive basis for the design and_| 


construction of just one house. To- 
day builders tend to operate in the 
fashion of other manufacturers of 
mass produced merchandise. They 
buy raw materials—in this case 
such items as real estate, lumber, 
appliances, plumbing fixtures, etc. 
—employ architects and building 
construction workers, enlist the 
aid of banks and finance compa- 


reap fe aw 


a 
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will be held in Cleveland Oct. 11! Coca-Cola of Cal. Elects 


and 12, at which time the subject 
of possible color coordination for 
the new home building industry 
will be discussed. As part of this 
discussion, which will deal prima- 
rily with both exterior and in- 
terior color styling for new homes, 
the subject of possible standard- 
ization of colors for major ap- 
pliances also will be considered. 
With the business man-builder 
accounting for some 80% of all 


nies, “manufacture” homes in bulk | homes being professionally built 


and then offer them for sale on the 
retail market. 


® Out of this new method of oper- 
ation have developed problems of 
production, promotion and mar- 
keting entirely new to the field. It 
is this new series of problems that 
House & Home’s high-level discus- 
sions are attempting to solve “in a 
manner that will help the indus- 
try, the consumer and the nation 
as a whole.” 

Following next week’s sessions 
on mechanization, a round table 


today, the round tables, House & 
Home believes, are proving a fac- 
tor in stabilizing the industry and 
in bringing the American public 
better housing value for its money. 


England Joins Wilson Markey 
Robert England, manager of the 
San Francisco office of Roy S. Dur- 
stine Inc., has resigned to join the 
staff of Wilson Markey Inc., San 
Francisco, as exec. v.p. and direc- 
tor of the corporation. Wilson 
Markey is contemplating opening 
offices in Los Angeles and Seattle. 


Morton S. Hodgson has been 
elected president of the Coca-Cola 
Bottling Co. of California, succeed- 
ing Jack G. Boykin, who will join 
the Atlanta staff of Holland B. 
Jenkins, v.p. of the parent com- 
pany. Mr. Hodgson has been spe- 
cial assistant to the president since 
March. The company has plants 
in San Francisco, Oakland, Hay- 
ward and Pittsburg, Cal. 


California Ink Offers Day-Glo 
California Ink Co., San Fran- 
cisco, maker of graphic arts sup- 
plies, now is offering Sunbonded 
Day-Glo screen process color un- 
der the Cal-Ink label in the 11 
western states and Hawaii. 


Stockton Adds Insurance Co. 
Missouri Insurance Co., St. 

Louis, has appointed Stockton & 

Associates, St. Louis, to handle its 


advertising and sales promotion. 


The company’s 550 field represen- 


| tatives cover a seven-state area. 
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Stromme Slates Ad Show | 


A 1955 “Advertising, Sales and | 
Marketing Show” will be held at 
the Mark Hopkins Hotel, San Fran- 
cisco, Sept. 27-29 under sponsor- 
ship of Stromme Co., Los Angeles 
publisher. George Groendyke, San 
Francisco manager of Stromme, 
has predicted an attendance of 
5,000 advertising, sales and man- 
agement specialists. More than 100 
special exhibits now being pre- 
pared will be devoted to printing, 
photo-engraving, art, lithography, 
displays, premiums, photography, 
specialties, presentation kits, out- 
door posters, envelopes and book 
matches. 


Papp Moves Up on ‘Monitor’ 

Frank Papp, who has been su-| 
pervisory producer of the Sunday 
segments of “Monitor” since the 
program’s inception on NBC Radio, 
New York, has been named execu- 
tive producer of the weekend pro- 
gram service. He replaces James 


Fleming, who has resigned. 
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Del Monte Green Beans 


BLUE LAKES BEANS—These two ads, appearing in the Oct. 3 and Dec. 

12 issues of Life, are part of a campaign by California Packing 

Corp., San Francisco, to build sales of its green beans. Ads also will 

run in Everywoman’s, Family Circle, Western Family and Woman’s 

Day. McCann-Erickson, San Francisco, is the agency for Del Monte 
products. 


Under New Owner, 
| ‘Hardware News’ Is 
“Modern Hardwaring’ 


New York, Sept. 7—Hardware 
‘News, a monthly hardware busi- 
‘ness publication, published by New 
‘Hardware News Inc., has been pur- 
‘chased by Green Bros. Publishing 
‘Co. The name of the publication 
will be changed with the November 
‘issue to Modern Hardwaring, and 
editorial contents will be directed 
to the do-it-yourself market. 
| Green Bros. Publishing Co. is a 
new organization set up by Nor- 
man S. Green and his brother, Paul 
‘R. Green, v.p. and publisher, re- 
spectively, of Export Publishers 
Co., publisher of Transporte Mod- 
erno, which serves the materials 
handling, freight and_ shipping 
fields in Latin America. It was 
established in 1953. Export also 
publishes Servicios Publicos, cov- 
ering the field of public adminis- 
‘tration in Latin America. It was 


NEW PROOF... 


one radio station dominates 
the Great Lakes area 


You'll start to find out about WJR’s amazing 
sales power the minute you put your nose in the 
revolutionary new report on radio listenership 
made by Alfred Politz Research, Inc. 

Here’s a really new method of audience study 
—qualitative as well as quantitative. It proves 
that radio stations, like printed media, have cir- 
culations—regular, faithful listeners. 

Based on an extremely large sample (1,873 
interviews) checked around the clock, Politz 
found that in the Great Lakes market WJR is the 
constant companion of more people than any 
other radio station. 

In fact, in an average day, 41.4% of all adults 
specify that WJR is their radio station. 

That’s even more meaningful when you realize 
that in the parts of four states surveyed by 
Politz there are 196 other radio stations fighting 
for listeners. 

Politz asked what kind of programs listeners 
preferred, and what station they chose for their 
favorite program. 

Read this: for comedy, 52% prefer WJR; 47% 


prefer WJR for drama; for the news, 42% choose 
WJR; for music (and some other stations are 
nothing but) 24% choose WJR; 38% prefer the 
sports news via WJR; and 37% of farm listeners 
prefer WJR market reports. 

Politz didn’t stop there. His researchers found 
that people regard one station as best for ‘“‘reli- 
ability and completeness,”’ for “‘handling of ad- 
vertising,”’ “types of programs,” for “‘helpful- 
ness,”’ and in “‘public spirit.’”” Again, WJR. 

That isn’t all. The real payoff in station pref- 
erence and trust came in answer to a question 
asking what people would do in case of a war 
rumor. More than 50% said they’d turn on the 
radio. And 25% of the total said they’d turn on 
WJR. 

Even that isn’t all. The whole report is must 
reading for anyone concerned with advertising 
and selling. 

For your free copy either write directly to 
WJR, Detroit 2, Michigan, or your local Henry I. 
Christal man. 


The Great Voice of the Great Lakes 


W J Fe Detroit “ 


50,000 Watts 


CBS Radio Network 


Don’t wait! Ask today for your free copy. This 


offer is limited to those who have something to sell 


in Detroit and the Great Lakes area. 
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|started last year. 
| Modern Hardwaring, AA was 
told, will be strictly a U.S. pub- 
lication. It will have a franchise 
circulation of 48,000, distributed 
through 44 hardware jobbers, who 
pay 2\4%¢ per copy. It is a member 
of Business Publications Audit of 
Circulation. It uses a “king-size” 
format—11% x 11%” over-all. 

Base advertising rate—one-page, 
one-time, b&w—is $425. A new 
rate card is expected to be issued 
in April, 1956, which will advance 
the current rate about 15%. Con- 
tracts, however, will be protected 
through 1956. 


Texas Outdoor Buys Plants 
Texas United Outdoor Advertis- 
ing Co., Fort Worth, has purchased 
the 24-sheet poster plant of Wood 
Poster Service, Cleburne, Tex., and 
the 24-sheet plants of Waco Out- 
door Advertising Co., Grandview, 
Itasca, Italy and Milford, Tex. A 
new company, Texas United is a 
division of Marsline K. Moore Ad- 
vertising Service Co., Fort Worth. 


Kaye Joins Fred Meyer 

B. D. Kaye, northern California 
advertising and public relations 
consultant, has been named pro- 
‘motion director of Fred Meyer of 
California, San Francisco manu- 
facturer of modern fireplace equip- 
‘ment. Mr. Kaye will be in charge 
of coordinating advertising, public 
relations and sales promotion cam- 
| paigns. 
‘Storyboard Opens N. Y. Office 
Storyboard Inc., Hollywood, has 
‘opened New York offices at 35 W. 
'53rd St., to service eastern clients. 
William Bernal is in charge of 
sales, and Gene Deitch is creative 
‘director for the office. Prior to 
joining Storyboard both men 
|'were on the staff of United Pro- 
‘ductions of America. 


‘Boynton to ‘Hardware Retailer’ 
_ Doug Boynton has joined the 
Cleveland sales staff of Hardware 
Retailer. Mr. Boynton, who for- 
merly represented Chemical En- 
gineering Progress, will cover 
Michigan, Ohio, West Virginia, up- 
state New York and western 
Pennsylvania. 


KTVW Names Hollingbery 

George P. Hollingbery Co. has 
been named to represent KTVW, 
Seattle. 


STILL THE 
BEST WAY 
TO THE 
GOLF MARKET 
GOLFDOM 


National Business Journal 


Covers the 14,000 key buying- 
operating officials and depart- 
ment heads who yearly spend 
more than $230,000,000 on 
equipment, supplies and 
fixtures—plus the 3,398 pro- 
shops who retail $32,000,000 
in Lp equipment, sportswear 
and accessories. 


GOLF ng 


National Players’ Magazine 


Covers the top-spending 
60,000 golfers who set the 
pace. Check the Golf Market 
with current, specific informa- 
tion before you—we'll gladly 
furnish it. 


407 S. DEARBORN ST., CHICAGO 5 
GOLFDOM: (OLFing 
THE GOLE MARKEI 
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of the adults in New York City & suburbs who used 
charge accounts or credit plans in the past year 


are News readers- 

There are altogether 4,780,000 Daily News readers, as 
disclosed in the most comprehensive survey ever made 
of New York City newspapers — with characteristics 
and purchases of readers of each. See the 


Profile of the millions 


based on 10,349 personal interviews by W. R. Simmons 
& Associates Research, Inc. Visual presentation by 
appointment only. Inquire any New York News office. 


(Copyright 1955 by News Syndicate Co., Inc.) 


Deterg ot buyers 3 9% 


of the women in New York City & suburbs who 
used detergents and packaged soap in the past month 


are News readers- 
The 2,290,000 women readers of the Daily News 
include majority customers for food, toiletries, 
clothing, new cars, major appliances, luxuries as 
well as necessities. Be sure not to miss seeing the 


Profile of the millions 


which gives data never before available on the 
market reached by each New York City newspaper. 


(Copyright 1955 by News Syndicate Co., Inc.) 


Professors Lambaste | 
Comics Book Versions 


of Classic Literature 


RICHMOND, Va., Sept. 6—College 

professors of literature take a dim 
view of students who get a taste of 
the classics via the comics book 
versions that are sold in corner 
drug stores. 
In the new edition of Going-To- 
College Handbook, published by 
Outlook Publishers, four professors 
take the comics classics to task, and 
assert that the books are positively 
detrimental. The professors and 
college students also voted on books 
'that they thought should be read 
by high school students before en- 
tering college. 


® Richard C. Cole of University 
of Texas said he is “‘convinced that 
a work of literature eludes presen- 
tation in any other way.” He grants 
that some good movies have been 
based on important novels, but he 
still thinks much is lost in the 
films. 

Richard B. Vowles, University of 
Florida, sees no serious threat, for 
he is pretty sure few students are 
silly enough to try the comics book 
bypass. Anyway, he says, “students 
who read classic comics as an easy 
access to an assignment are doomed 
to failure on an exam.” 

Such treatment of great books, 
said Leslie A. Fielder, Montana 
State University, can serve no pur- 
pose, “except that of discouraging 
the students from reading the or- 
iginal and contributing to the al- 
ready terrible trend toward giving 
up literacy completely.” 


® Davidson’s Henry T. Lilly sees 
a “lessening of the power and in- 
fluence of the classics.” Picture 
gazing, he says, does not help; the 
profound themes cannot be dealt 
with in comics book fashion; the 
reader cannot gain even a small 
concept of the poetry, the imagina- 
tion, or nobility of phrase of the 
original. He sees no “royal road” 
to learning apart from dealing with | 
the original. 

A total of 30 professors voted | 
on books they felt high school stu- 
dents should have read before en-| 
tering college. The top 12 books on 
the list were: “The Bible,” three 
Shakespearean plays, “Huckleberry 
Finn,” “David Copperfield,” “Gul- | 
liver’s Travels,” “The Odyssey” 
and “The Iliad,” “Ivanhoe,” the 
King Arthur legend, “Alice in 
Wonderland,” “The Scarlet Let-| 
ter,” and Benjamin Franklin’s 
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Scott, Two Accounts Leave 
F&SER to Move to Meermans 


Morrison M. Scott has resigned 
as a v.p. of Fuller & Smith & Ross 
to join Meermans Inc., Cleveland, 
as a v.p. and account supervisor. 

Moving from F&S&R to Meer- 
mans with Mr. Scott are the adver- 
tising accounts of Wooster Brush 
Co., Wooster, O., and Briar Hill 
Stone Co., Glenmont, O., building 
stone quarrier. A campaign will be 
launched for Wooster’s new Ex- 
ploded Tip paint brushes and Mag- 
iKoter paint rollers in American 
Home, Better Homes & Gardens, 
Good Housekeeping, Popular Me- 
chanics and The Saturday Evening 
Post, in dealer trade publications 
and direct mail. A campaign for 
Briar Hill’s pre-cut natural sand- 
stone will be run in consumer, 
architectural and building con- 
tractor publications. 


Pacific T&T Boosts Two 


Robert J. Hadden, v.p. and di- 
rector of Pacific Telephone & Tel- 
egraph Co., San Francisco, has 


been appointed director of all pub- 
lic relations activities, in addition 
to his present duties. F. D. Tell- 
wright, v.p. who has been in 
charge of public relations for the 
company since 1950, will now han- 
dle all merchandising work for the 
company. Mr. Tellwright will be 
responsible for development of 
marketing methods and_ tech- 
niques, market research and 
the coordination of merchandising 
plans with the engineering, con- 
struction and sales program. 


Sadler Joins Publisher 

W. Howe Sadler has resigned as 
an account executive with Robert 
Otto & Co., International Adver- 
tising, New York, to join Florida 
Speaks Corp., St. Petersburg, as 
v.p. in charge of sales in the Miami 
and Caribbean areas. He will 
represent Sunrise, Florida Speaks 
and other publications slated for 
the Caribbean area. Mr. Sadler at 
‘one time owned his own agency 
and from 1949 to 1951 was execu- 
tive director of the Florida State 
'Advertising Commission. 
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TV time buyers like you prefer WBEN-TV because of the 
production quality they've learned to expect from this 
pioneer station. On the air since 1948, WBEN-TV is — 
by far — Buffalo’s oldest TV outlet. This means seven 
long years of experience in giving commercials meticulous 
handling by a crew of production experts who have been 
with WBEN-TV since it’s beginning. 


“Autobiography.” 

College students also voted on 
the same subject and here are the 
top 12 books among the students: 
Works of Shakespeare, “Pilgrim’s 
Progress,” “The Bible,” “The Iliad” | 
and “The Odyssey,” “David Cop-. 
perfield,” “Les Miserables,” “Pow-| 
er of Positive Thinking,” ““‘War and 
Peace,” “Gone with the Wind,” 


. t “A Vio “The Robe,” and Plato’s “Repub- 
== reso lic.” 
39/ F inancial Advertisers Elect 
Bed linen buyers- 


Stephen J. Burke, assistant v.p. 
of the National Shawmut Bank of 

of the women living in New York City & 

suburbs, who bought bed linen within the last year 


Boston, has been elected president 
are News readers- 


of the Financial Advertisers Assn. 
of New England. Edwin A. Thomp-| 
son, assistant v.p. of Norfolk Trust 
Co., Brookline, was elected v.p. 
Reelected officers include John T. 

The News has 2,290,000 women readers daily, is a 

favorite of women in every category—in top income 

and educational classifications, owned homes, 

charge accounts, and families with children. Don’t miss 

this comprehensive and significant readership study 


Profile of the millions 


These skilled crews take each commercial smoothly over 
the rough spots — from sound to lighting, from camera 
to CONSTANT control room shading. The result is a 
quality treatment that only experienced conscientious — 
specialists can produce. 


So when you buy TV time in Buffalo, buy QUALITY ! 
Buy WBEN-TY ! 


% Daal faly Wdallart Bok a, 


ee ee ee 


exec. v.p. and treasurer; Dana F. 
'Batting, v.p. of Malden Trust Co., 
'v.p., and Frederick C. Holland, 
‘treasurer of the Institution for 
Savings, Roxbury, v.p. 


Seattle Adclub Slates Clinic 
| The Advertising and Sales Club 


wre 


CBS NETWORK 


1 of *. a 
G Fate ee tiny | WB EN- Y 
: ner og ions ne es 
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i ; ,0 * s m <. 
of Seattle will sponsor a television ‘ wow 6 wat Nts 
‘ : q ) “0 | < 
if you do business in the New York market, and want clinic in October. A basic course i, N wee 8° i awe BUFFALO, N. _- 
; . . : ' ts . 
to know how to make your advertising make more sales! will be given in four sessions, Oct. ot wae is: ae 
10-13, and an advanced course, ot 


(Copyright 1955 by News Syndicate Co., Inc.) also in four sessions, Oct. 24-27. 


Registrations are being handled by 
the club, 209 Seneca St., Seattle. 


WBEN-TV Seoccnttianve 
Harrington Righter and Parsons, Inc., New York, Chicago, San Francisce 
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New Magazine for 


“Chicago American’ 


| Cutcaco, Sept. 6—Beginning Jan. 
8, 1956, the Chicago American will 
issue a new Sunday colorgravure 
|magazine, Pictorial Living. 

| The magazine will replace the 
|Chicago edition of Pictorial Re- 
view, the present letterpress Sun- 
day supplement. The change, in- 
cluding the title, is similar to one 
made by Hearst’s Los Angeles Ex- 
|aminer in October, 1954. 

Emphasis in the new magazine 
| will be on local people and events, 
‘though a number of King Features 
|writers also will be represented. 
| Printing will be done by the Cuneo 
Press, Chicago. 
| Part of the Hearst Sunday mar- 
ket group of ten newspapers, Pic- 
torial Living will be represented 
‘by Hearst Advertising Service. 
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“SCOTCH Brasd High € 
Dutput Tape meets 
all our demands foe RCA ac i 


Rite-Fit Ties in with 

Movies in ‘Dress of Month’ 

_ Max Wiesen & Sons Co., New 
‘York, is getting Hollywood en- 


| dorsements for a variation on its | 


| “Rite-Fit Dress of the Month” plan. 
Every month two dresses will be 
chosen by a Hollywood actress—in 
October it will be Terry Moore— 
and be nationally advertised as the 
“Star of the Month Selections.” 
Copy will appear in the October 
and December Modern Screen, the 
November and January Glamour 
and the February Charm. Complete 
promotional kits will be sent to 
participating stores. Claire Adver- 
tising, New York, is the agency. 


Metro Boosts Bates 

Jack M. Bates, formerly with the 
New York office of Metropolitan 
Sunday Newspapers, has been 
named director of Metro’s new 


office in Minneapclis. 
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in trade shows, stores, windows—day or night 


Put full color and action into your sales messages— 
get greater attention at less cost—attract more 
prospects than through any other medium with 
the ADmatic, the automatic slide projector that 
runs continuously, day and night, with no oper- 
ator needed. 

The ADmatic projects a new message or idea 
every 6 seconds on a large screen equivalent to a 
28" T V. It holds 30 slides (2” x 2”) that are easily 
mp Just as effective in lighted areas. Use 
the ADmatic wherever people gather, in stores, 
trade shows, dealer show rooms, theatre and hotel 
lobbies, as a visual salesman; or for personnel and 
salesmen training programs. , 

For rental or purchase terms, wire, write or phone 


THE HARWALD COMPANY, INC. 
1216 CHICAGO AVE. © DAVIS 8-7070 ¢ EVANSTON, ILL. 


3-D TAPE DISPLAY—This new “shadow | 

box” point of purchase display for 

shelf or counter top use is being 

offered to dealers and distributors 

by Minnesota Mining & Mfg. Co.,' 

St. Paul, maker of “Scotch”. brand | 
magnetic tapes. 


FRIEDRICH REIDEMEISTER 


New York, Sept. 6—Friedrich 
Reidemeister, 89, former treasurer | 
and advertising director of Stein- 
way & Sons, until his retirement, 
in 1941, died yesterday at Darien, 
Conn. Born in Brunswick, Ger-. 
many, Mr. Reidemeister came to. 
the U. S. as a young man and 
joined the piano manufacturer 
here in 1891. 

For most of his 50 years with 
the company he was in charge of | 
advertising and retail sales. For | 
about 30 years he also was a di- | 
rector and treasurer of Steinway. 
He was a member of the Lotos | 
Club, New York Athletic Club) 
and the Liederkranz Club. 


JULE B. MALLIN 


MENLO Park, CAL., Sept. 6—Jule 
B. Mallin, 46, San Francisco Bay 
Area advertising executive for 
nine years, died in his home here 
Aug. 27, after a brief illness. He 
was associated with Outdoor Ad- 
vertising Inc., San Francisco. 


FRED B. ESTABROOK 

Boston, Sept. 6—Fred Bertram 
Estabrook, 80, of West Newton, 
founder and treasurer of the Bos- 
ton agency bearing his name and 
active in the advertising and pub- 
lishing business for 60 years, died 
Aug. 31. For 36 years, he was 
editor of the “Estabrook Monthly 
Memo Book,” which he originated. 
He was a member of the Advertis- 
ing Club of Boston. 


HARRY BRODER 

NEw York, Sept. 6—Harry 
Broder, 58, v.p. of Advertising Dis- | 
tributors of America, died Sept. 1 | 
at Long Island College Hospital af-| 
ter a brief illness. He had been as- | 
sociated with Advertising Distrib- | 
utors for more than 30 years. He 
also was secretary of Federal Dis- | 
tributing Corp., Brooklyn, N.Y., an. 
affiliate organization handling 
house-to-house distribution. 


WILLIAM G. LEE 

WASHINGTON, Sept. 6—William 
Garnett Lee Sr., dean of transpor- | 
tation advertising here, died last. 
week on the eve of his 75th birth- | 
day. 

Mr. Lee had sold car card ad-| 
vertising for street cars and buses | 
in Washington for 35 years, and | 
was a veteran of 43 years in the 
business. At the time of his death | 
he was v.p. of Lackey & Lamdin. | 
As a young man, he associated 
himself with Barron G. Collier, | 
who is credited with pioneering 
transportation advertising. 

He was active in the Washington 
Board of Trade, the adclub and the 
Virginia Passenger Bus Assn. 


AD-ELECTROS . 


MATS . 


PROTECT YOUR INVESTMENT 
in NEWSPAPER SPACE 
the RAPID QUALITY WAY 


Rapid Royal Blues are the finest plastic plates. For 
verification of that fact ask newspaper mechanical 
superintendents—the men who know plates and who 
are as interested in quality reproduction as advertisers 
that pay for space and agencies that create newspaper 
advertisements. Here are typical comments we’ve re- 
ceived and you'll get from newspapers the country over: 


Royal Blues are the best plastics . . . others have a great deal to 
learn to come up to your standards.—CHICAGO 


Most uniform received in our office. —CLEVELAND 
Reproduction quality superior to any other. —DETROIT 
Finest quality ever to come into our plant.—PHILADELPHIA 


Such endorsements result from Rapid’s exclusive tech- 
niques and quality controls that assure proper printing 
depth, freedom from shoulders, and uniform thickness. 


To protect your investment in original preparation and 
newspaper space, depend on Rapid. In plastic plates, 
as in ad-electros and mats, you'll find “‘Rapid’’ means 
a full measure of quality reproduction every time. 


THE RAPID ELECTROTYPE COMPANY 
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for quality reproduction 
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“Finest Ever : 


Shaving Rapid Royal Blues on this machine 


assures absolute uniformity of thickness 
—an exclusive Rapid quality control. 


Neely ath ee 


: 
A ee ge nye ile sme em oe 


Though Rapid processes are accurately 
controlled, each Royal Blue is closely 
inspected to assure quality reproduction 
of the minutest detail. 


peor 


~ CINCINNATI ILADELPHIA. sc FRANCISCO” 
-— /llantic Electro. & Stereo. Co. Rapid Electrotype Co. Notthern Electyotype Co, Rapid Electritype Co. -Aamsld Eletirelyen Ge. 
"Vanderbilt §-0980 PARKway 3$77 TRinity 5-6780 Rittenhouse 6-5902 DOugias 7-8427... 
( CHICAGO: Sales Office, DEarborn 2-2R16- HARTFORD: New England Sales Office, ADams 3-308 * 


PLASTIC PLATES . R 


0.P. COLOR MATS . ATLANTICTYPES . JOB ELECTROS 
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|Ghee Leaves Transit Agency 
| Milton P. Ghee, who has served 


Fielder, Sorenson & Davis, San. 


NEW ENGLAND HOME qu a 
QUIPMENT DEALER ‘as a sales executive on the staff of 
{ 


NEW ENGLAND, N. Y. &N. J. 
Regional Trade Paper for: 
PLUMBING & HEATING 
AIR CONDITIONING & VENTILATING 
LP-BOTTLED GAS & APPLIANCES 

© Est. 1947 


Francisco transit advertising agen- | 
‘ey, since 1947, has resigned. Mr. 


Ghee said he will announce his| 
Needham 92, Mass. 


a 


} ‘future plans later. | 
SSCSSOSSSSSSSSSSSSSSSSSSSSSHSSSCESSESESE Ss 


YOUR BEST SALESMAN 


IN THE $443 975,000* QUAD-CITY MARKET 


DAVENPORT NEWSPAPERS 


FIRST in advertising lineage FIRST in Quad-City 
in the Quoed-Cities circulation 


FIRST in advertising lineage 


IN ALL IOWA! 


Morning Democrot Evening Daily Times 
Sunday Democrat & Times 


*Copr. 1954 Sales Mgmt. 
Survey of Buying Power 


Headquarters: Davenport, lowa 
Represented Nationally by JANN & KELLEY, INC. 


SO GOOD IT's 


DOUBLE 


oe 


Charles Silver & Co., will 


Advertising Age, September 12, 1955 


RIVAL GUARANTEE—Rival Packing Co., Chicago, is using 100 showings 
of 24-sheet posters in eastern and midwestern markets to feature 
its Rival dog food money back guarantee. The campaign, through 


continue through October. 


‘American Forests’ Rates Up 
Effective March, 1956, American 
Forests has raised its rates on all 
advertising. The rate for a b&w 
page, one time, will go from $225 
to $275. Rates on most advertis- 
ing has been hiked by about $50. 


Moore Joins Radio Center 
Harry Dee Moore, formerly 
president of Advertising Produc- 
tion Inc., Charlotte, N. C., has re- 
signed to join Radio Center, Char- 
lotte, as director of publicity and 


special events. 


How Keystones Men-in-Motion Give You the B 


Merchandising is “the art of moving men 
who move merchandise.”” Problem number 
one is to gett MEN IN MOTION. Advertisers 
who use KBS discover that their radio mes- 
sages not only reach a receptive audience, 
but they also find that Keystone affiliated 
stations are eager beavers—anxious and 
alert to perform the EXTRAS that get re- 
tail salespeople to push their product at 
every opportunity. 

For each Keystone client, a special mer- 


Send for our new station list! 


CHICAGO 
111 W. Washington St.. STate 2.6303 


NEW YORK 
580 Fifth Avenue, Plaza 7.1460 


LOS ANGELES 
3142 Wilshire Bivd., DUnkirk 3.2910 


SAN FRANCISCO 
57 Post Street, SUtter 1.7440 


@ MORE FOR YOUR 

DOLLAR. No premium 
Cost for individualized pro 

gramming. Network cov 

erage for less than some 
spot” costs 


@ TAKE YouR 
CHOICE. A handtul of 
Stations or the network 
a minute or a full hour 
it's up to you. your 
needs 


@ ONE ORDER DOES 
THE JOB. All bookkeep 
ing and details are done 
by KEYSTONE, yet the 
best time and place are 
chosen for you 


+ 
# 
ae Tae, + Tn a ee eee 


G PLUS! 


chandising plan is set up, tailored to fit the 
particular need of the product and the 


market. 


Case histories in our files (which we will 
be happy to show you) give eloquent testi- 
mony to the fact that when you choose your 
own KBS network (eighty or eight hundred 
stations as your needs dictate) you get 
MORE MEN IN MOTION whose efforts 
combined with your KBS radio advertising 
all add up to the BIG, BIG PLUS! 


Tee vorce 


OF HOMETOWN AND BURAL AMERICA 


’ 
WISN-TV’s Plan 
| Pushes Sponsors’ 
Goods in 18 Ways 

MILWAUKEE, Sept. 8—WISN-TV 
has set up a comprehensive 18- 
point merchandising plan to assist 
advertisers on the station to realize 
maximum results from their tv 
advertising. 

The station’s merchandising de- 
partment, under the plan, will of- 
fer in-store promotions, trade 
mailings, a special grocery news- 
letter, remote store telecasts, clerk 
training meetings, merchandising 
calls, surveys and reports, distrib- 
utor mailings, personal distributor 
contacts, distributor sales meet- 
ings, tv promotion announcements, 
newspaper advertising, radio pro- 
motion announcements, tie-in dis- 
play material and premium plans. 

There are three other confiden- 
tial services which are available 
only upon personal inquiry, the 
station adds. 

The plan is one of the most com- 
prehensive in the country and the 
only one of its type in Milwaukee, 
according to I. E. Showerman, v.p. 
and general manager of the sta- 
tion. There is no extra charge for 
the services. Extent of the mer- 
chandising is determined by the 
amount of business contracted for 
on the station. 


® The “WISN-TV Shopping Car- 
nival” is the highlight of the mer- 
chandising plan. The “Carnival” is 
broadcast remote Monday through 
Friday afternoons from a different 
grocery store each day. The pro- 
gram ties in merchandising with 
station advertising for WISN-TV 
sponsors in the food field and of- 
fers the independent grocer a part 
in this merchandising-advertising 
combination. 


‘Building Products’ 
Publishes First Issue 
Under James Zuber 


Hupson, O., Sept. 7—The first 
issue of Building Products under 
its new publisher, James W. Zuber, 
has made its appearance here with 
25 charter advertisers and a 36- 
page September issue. 

Mr. Zuber, formerly business 
manager of Steel, bought the pub- 
lication last spring from Thomas 
Publishing Co. and moved its head- 
quarters here (AA, May 2 and 23). 

The magazine, with a “king- 
size” format, is the only publica- 
tion in the light construction in- 
dustry devoted to new materials, 
new products, new equipment and 
methods, according to the publish- 
er. 
Distribution of this first issue 
under the Hudson Publishing Co. 
direction, which Mr. Zuber heads, 
totaled 36,500 and was directed to 
a select list of builders, architects, 
building supply dealers and others 
interested in the light construction 
industry. 


U. S. Brewers Use Color 
TV Film to Promote Beer 


“When Friends Drop In” is the 
title of the new seven-minute col- 
or tv film the U. S. Brewers Foun- 
dation is distributing to promote 
‘its “beer belongs” program. 
| The film features a variety of 
snack menus for unexpected 
guests. Lalley & Love Inc., New 
York, is the producer. 


Pinover Buys ‘Ceramic Age’ 

Ceramic Age, published for the 
past 35 years by Ceramics Publish- 
ing Co., Newark, has been pur- 
chased by Pinover Publications 
Inc., New York. Pinover also pub- 
lishes Wallpaper and Juvenile 
Merchandising. Herbert Hutch, v.p. 
in charge of advertising of Ceram- 
|ic Age for the past 10 years, will 
/continue with the new publisher 
‘as advertising manager. 
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Now available 


The Dell _L9th SURVEY OF BEAUTY 


PRESENTING COMPLETE 
MARKET DATA BY BRANDS 
FOR 83 TYPES OF 
COSMETIC PRODUCTS 


Long recognized as one of the most valuable of all sales-planning aids in the toiletries 
field, the Beauty Surveys conducted by Dell Modern Group magazines are a virtual 
necessity to the manufacturer or agency with beauty products to sell. The 1955 
edition, which is just off the press, has been eagerly awaited by the beauty industry. 


This newest in the series shows: 


e Share of the market for each brand since 1939 

e Per cent use for each product over a 16-year period 

e Buying patterns for each type of product by age of purchaser 
e Buying patterns for each type of product by income 

¢ Buying patterns for each type of product by city size 

e Buying patterns for each type of product by region 

e Buying patterns for each type of product by place of purchase 
e Price data by type of product 


The 19th Survey of Beauty provides an accurate picture of the cosmetics purchasing habits 
of Dell Modern Group readers—young women, mainly between the ages of 18 and 35 
—a market which accounts for a most important share of the total sale of beauty 

products. Listed at right are the products reported in the 19th Survey of Beauty. 

We'll be glad to send you complete data on the classifications in which you are interested. 


DELL MODERN GROUP 


America’s Premium Young Women’s Market 


DELL PUBLISHING COMPANY, INC., 261 FIFTH AVENUE, NEW YORK 16, N. Y. 


FACE MAKE-UP 
_.. Face Powder & Make-Up (All Types) 
_. Pressed Powder 
Regular Face Powder 
_. Lipstick 
_ Cake Make-Up 
___ Cream Make-Up 
_ Liquid Make-Up 
_. Rouge (All Types) 
_ Cake Rouge 
_ Cream Rouge 
— Liquid Rouge 
EYE MAKE-UP 
__. Eyelash Curlers 
__. Eyebrow Pencil (All Types) 
._ Mechanical Eyebrow Pencil 
_.. Non-Mechanical Eyebrow Pencil 
_. Mascara (All Types) 
__..Cake Mascara 
__.. Cream Mascara 
__.. Eye Shadow 
__. Eye Wash 


SKIN CARE 

__. Face Cream (All Types) 
_. All Purpose Cream 

__.. Cold Cream 

__. Dry Skin Cream 

__. Foundation or Vanishing Cream 
__. Liquid Face Cleanser 

__. Skin Freshener 

__.. Cleansing & Facial Tissue 
___. Cotton Squares or Pads 
_. Sunburn Preventive 

—__.. Other Skin Preparations 


HAIR CARE 
__.. Bob _ Pins 
__.. Hair Curlers 
__. Pin Curl Clips 
__.. Hair Brush 
_ Hair Rinse & Tint (All Types) 
__. Non-Coloring Rinse 
__.. Permanent Hair Coloring 
__.. Temporary Color Rinse 
__. Home Permanent Wave Kits 
Wave Set Lotion 
_ Hair Dressings (All Types) 
_ Brilliantine 
_ Cream Oil 
Cream Rinse 
Hair Spray & Fixative 
Shampoo (All Types) 
Cream Shampoo 
Liquid Shampoo 
. Liquid Cream Shampoo 


HAND CARE 
_ Hand Cream 
Hand Lotion 
Nail Polish 
__.. Nail Polish Remover 


MOUTH CARE 
—__.. Mouth Wash 
. Tooth Paste (All Types) 
. Ammoniated Tooth Paste 
_ Ammoniated Chlorophyll Tooth Paste 
. Chlorophyll Tooth Paste 
_ Regular Tooth Paste 
._ Tooth Powder (All Types) 
__._ Ammoniated Tooth Powder 
__.. Regular Tooth Powder 


BODY HYGIENE 
_. Bath Salts 
_. Bubble Bath 
_... Deodorants (All Types) 
Cream Deodorant 
Regular Liquid Deodorant 
Liquid Spray Deodorant 
_ Stick Deodorant 
Other Type Deodorants 
Chlorophyll Tablets or Gum 
Depilatory 
Sanitary Napkins 
_ Tampons 
.Talcum Powder 
. Toilet Soap 
_ Household Soap 


FRAGRANCE 
Perfume 
Cologne (All Types) 
Liquid Cologne 
_ Stick Cologne 
. Toilet Water 


Check the products you're interested 
in, mail in this page, and we'll send 
you full information on them... or 
write for the complete survey, to 
Harold Clark, Advertising Director. 
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Higher Consumer Debt Bodes Battle 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, Sept. 8—With the 
backlog of consumer debt at a $32.9 
billion peak, the stage is set for a 
showdown fight over consumer 
credit controls. Since wartime con- 
trols expired in 1952, Federal Re- 
serve has tried unsuccessfully to 
get standby authority to curb in- 
stalment terms. Now the govern- 
ment is tightening up on money 
wherever it can in order to dampen 
the business boom. So credit peo- 
ple believe the fight for a new 
“Regulation W” will be renewed 
with vigor when Congress returns. 

National Foundation for Consum- 
er Credit, spokesman for instal- 
ment sellers, insists that $32.9 
billion is not an excessive debt 
load for a nation with $261 billion 
in disposable income. While per- 
centagewise it is higher than pre- 
war, when the debt load was $7.2 
billion and disposable income $70 
billion, the foundation contends 
credit buying was just coming into 
its own when World War II ar- 
rived. 

To prove the soundness of the 
current situation, the foundation 
reports retailers’ losses from bad 
credit are running less than 1%. 
Likewise automobile delinquencies 
are less than 1%, compared with 
1.6% in 1952 and more than 3% 
in 1935-39. 

The $4.2 billion increase in debt 
occurred chiefly because Ameri- 
cans bought a lot of cars in 1955. 
On the other hand, statistics sug- 
gest that discount houses have 
tended to hold debt down. While 
auto debt is at an alltime peak, 
consumer paper for items sold by 
discount houses—home furnishings, 
tvs, household appliances—is be- 
low 1954, despite the brisk sales 
enjoyed by these lines in 1955. 

4 ~ . 

FTC Change: Will Edward F. 
Howrey’s “reorientation” of the 
Federal Trade Commission last? 
In 29 eventful months, he has shak- 
en up the staff and brought the 
docket up to date. But he has made 
enemies by ramming through new 
interpretations of the Robinson- 
Patman “price discrimination” law 
which do not sit well with R-P 
backers. Typical example: last 
week’s Doubleday case, authorizing 
special discounts for “integrated 


\ 
HE CAN HELP YOU 


If you're looking for 
National Distribution 


f 


Barney Kingston 
Merchandising Director 


If you're a manufacturer, distributor or 
advertising agency executive seeking 
quick national distribution via the inde- 
pendent direct selling field this may be 
, Eee important message you ever 
read. 


You'd be surprised to know how easy it 
is to put your product or service in every 
city, town and hamlet in the U. S. Also 
in many forelgn countries. 


The service of our experienced merchan- 
disi staff is available at no cost. 
They'll analyze your product, see if it 
has resultful direct selling possibilities. 


if product qualifies they'll present 
a 32-year sales-tested pian for speedily 
giving 48-state distribution—a plan that 
sta over 50 new companies every 
month . . . many of which now do a 
multimillion dollar business. 


Don't lose another day's sales. Write 
now te Barney Kingston, Merchgndising 
Director. Dept. A-190, Opportunity 


loccupants this month, the balance 
of power appears to rest with the 


distributors” (AA, Sept. 5). 
With two FTC seats getting new 


newcomers—Gov. Sigurd Anderson 
of South Dakota (who replaces Mr. 
Howrey), and William C. Kern, | 
veteran FTC staff member who re- | 
places Commissioner James Mead. 
Judge John Gwynne, who moves 
up to the chairmanship when Mr. 
Howrey leaves Monday, has shared | 
the Howrey approach to most an-| 
ti-trust issues. And he can count 
on support from Commissioner 
Lowell Mason. On the other hand, | 


the new chairman can expect op-| 
position from Commissioner Rob- 
ert T. Secrest, who threw down 
the gauntlet in a short, penetrating | 
dissent from Mr. Howrey’s Double-| 


day doctrine. 
* « a 


| 
| 
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interstate commerce subcommittee with a look into wire charges. FCC’s |the publishing field, despite strong 
studying problems of the auto deal-|regular staff is handling this phase, 


ers has mailed a 3-page question- 
naire to 40,000 dealers. There are 
20 questions, and the answers will 
determine where the subcommittee 
goes from here. Dealers may enjoy 
answering some. For example, No. 
10, which asks: “Considering all 
the costs and servicing, does the 
purchaser of a bootlegged car in 
your area save money?” 

Chips are down on No. 19. Here 
the subcommittee seeks to deter- 
mine whether dealers are inter- 
ested in the special legislation de- 
manded by dealers who sell outside 
their own National Automobile 
Dealers Assn. modifying the anti- 


but special investigators will be 
retained soon for comprehensive 
analysis of all aspects of tv, par- 
ticularly affiliation contracts and 
policies. The total job will take 
more than a year and is being fi- 
nanced with a special fund voted 
by Congress. 

Motorcycle manufacturers have 
a new sales pitch since Sept. 1, 
when a special law became effec- 
tive exempting domestic motor- 
cycles from the 10% federal excise 
tax on vehicles. This is supposed 
to strengthen their position to meet 
foreign competition. Actually their 
problem is like the bicycle in- 


trust laws by legalizing exclusive |dustry’s. Consumers prefer light- 
territory clauses in franchises. Un-| veight foreign machines over heav- 


pressure from the Department of 


penalties on territories. 
+ e * 


| der these clauses, abandoned under ier domestic models. 


Despite the comprehensive ex- 


|Justice, manufacturers can impose | planation filed by Farm Journal 


Justifying its purchase of Better 


Farming, the Federal Trade Com- 


Round-up: Federal Communica-|mission seems sure to press its anti- 


tions Commission has started its|merger action. FTC has never pre- 
Auto Poll: The special Senate big probe of television networking viously tried to block a merger in 


| 


congressional pressure. Since Farm 
Journal raises most of the defenses 
that are cited in typical newspa- 
per or magazine mergers, commis- 
sion people regard this as a good 
opportunity to test the govern- 
ment’s jurisdiction over publishing 
industry mergers. 

Latest anti-trust probe covers the 
juke box industry. 

A key figure in Postmaster Gen- 
eral Arthur Summerfield’s “team” 
withdraws Oct. 1, when Charles R. 
Hook Jr. goes back to private in- 
dustry. As Deputy Postmaster 
General he has, in effect, been 
general manager and the actual 
operating head of the department 
since Mr. Summerfield took over. 

Dixiecrat-conscious Washington 
wonders whether Mr. Summerfield 
had an ulterior motive in putting 
Robert E. Lee’s picture on the new 
30¢ stamp. Could it be that he ex- 
pects to balance the postal budget 
by tempting loyal southerners to 
use 30¢ stamps on their letters 
hereafter? 


Mag- 
azine, 850 North Dearborn Street, Ch. 
cago 10, Iilinois. 
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Stockholders Approve Silex, 
Enterprise Mig. Merger 

Stockholders of Silex Co., Hart- 
ford, and Enterprise Mfg. Co., 
Philadelphia, have approved the 
merger of the two companies. Silex 

manufactures glass coffee makers, 
electric juicers, portable washers, 
blenders, fans and other household 
appliances. Enterprise makes a 
line of electric meat choppers and 
grinders, ice cream freezers and 
other household appliances. 

T. Henry Asbury and John D. 
Rumbough, chief executive offi- 
cers of Enterprise, are joining Si- 
lex in executive capacities. 


Gibbs Resigns Elgin Post 

Philip S. Gibbs, partner of 
Flournoy & Gibbs, Toledo public 
relations company, has resigned 
his distributorship with Elgin 
Corp. to devote full time to the 
p.r. counsel. The company has been 
appointed to handle all promotion- 
al activities for the coming year 
for Downtown Toledo Associates, 
a group of 250 retail stores, movie 


houses, parking lots, hotels, res- 
taurants and others interested in 
solving problems facing Toledo’s 
downtown area. 


Hitchings Resigns from Forbes 
Arthur R. Hitchings has re- 
signed as chairman of the board 


and treasurer of Forbes Litho-| 
graph Mfg. Co., Boston, after serv- | 


ing in that capacity since 1951, 
when he succeeded William S. 


Forbes. Everett F. Bowden, as-| 
sistant treasurer, has been named | 
to succeed Mr. Hitchings as treas- | 


urer. Harold F. Drury, manager of 
the estimating and administration 
department, will assume the posi- 
tion left vacant by Mr. Bowden. 


Marshall Heads ABP Committee 

Robert F. Marshall, general 
manager of Architectural Record, 
has been named to head the agen- 
cy relations and credit committee 
of Associated Business Publica- 
tions, New York. He succeeds Wil- 
liam P. Winsor, v.p. and publisher 
of Materials & Methods. 


Owo0o02000—Pollack Poster Print 
Inc., Buffalo, has produced this| 
spooky Halloween display as part) 
of a line of ready-made window) 1, + Odell, president and chair- 


and store displays for Halloween man of the board of Foster & 
and Thanksgiving promotions. 


Foster & Kleiser 
President Praises 


69 


‘advertising organization, and M. D. 
Cole, Portland branch manager, at- 
tended a meeting here with Nilsen 
|and representatives of other out- 


Oregon Outdoor Law door companies. The F&K execu- 


itives emerged from the session 


SALEM, ORE., Sept. 6—Outdoor praising the legislation and pledg- 
advertising on roads and highways |ing cooperation. 


in Oregon henceforth will be reg- 


“Oregon’s bill to regulate place- 


ulated by the State Commissioner |ment and erection of outdoor ad- 


of Labor, N. O. Nilsen, under leg- 


_vertising structures,” declared Mr. 


islation which became effective|Odell, “is reasonable, non-dis- 


Aug. 3. 

The measure, a compromise be- 
tween other bills offered, provoked 
a considerable amount of contro- 
versy in the course of passage. It 
contains a spacing provision—ex- 
empting incorporated areas and 
business districts outside them— 
limiting large boards to a mini- 
mum of 500’ apart on highways 
and 1,000’ apart on throughways. 
|The law also provides for payment 
|of fees by operators and an annual 
license. 


| Kleiser Co., West Coast outdoor 


7 NV 105 


SEATTLE 


‘criminatory and fair to both the 


public and those engaged in the 
business of outdoor advertising. 
“Foster & Kleiser Co. has noth- 
ing but praise for Oregon’s 1955 
legislature for enacting a bill un- 
der which the industry can live 
and meet some of the esthetic 
problems involved.” 


a Mr. Odell, who took over as 
president of F&K June 1, said that 
his company has long favored pas- 
sage of a reasonable bill to guide 
and regulate outdoor advertising 
on the highways. 

“As a major medium of adver- 
tising and as an important chan- 
nel of communication with the 
public,” Mr. Odell declared, “‘there 
is a place for advertising structures 
on highways and throughways if 
they are properly built, properly 
located and properly maintained. 
“With the increased travel on 
highways and throughways,” he 
added, “advertising structures 
erected outside of incorporated 
cities and towns will be an im- 
portant part of our volume of busi- 
ness in the future. 

“It is our conviction,’ he con- 
cluded, “that many unsightly signs 
will be removed from view in the 
near future because they were not 
built on sound engineering princi- 
ples or maintained as a sound in- 
vestment.” 


KSJO Names Paul Manager 


Norman Paul has been appoint- 
ed general manager of KSJO, San 
Jose, to succeed Robert M. Bruce, 
who will be hospitalized for sev- 
eral months with a sudden illness. 
Mr. Paul has been with the station 
nine years in various executive 
posts. 


Aeroil Appoints Wehner 


Aeroil Products Co., South 
Hackensack, N. J., has appointed 
Wehner Advertising Agency, New- 
ark, to handle its advertising. 
G. M. Basford Co., New York, 
formerly handled the account. 


Best 
BurFrALo 


ee 
for COVERAGE 


@ The Sunday Courier- 
Express is the State’s 
largest newspaper outside 
of Manhattan. It reaches 


nearly all of the families 
| in Western New York’s 
8 counties — a market 
| where annual retail sales 
| through some 20,000 
| stores are almost 2 billion 
dollars. 


ROP COLOR 
available both 
daily and Sunday 


BUFFALO 


COURIER-EXPRESS 


REPRESENTATIVES: 
SCOLARO, MEEKER & SCOTT 
Pacific Coast DOYLE 4 HAWLEY 
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Kelly Moves to 


executive setup is in the making. 

Philip J. Kelly, for the past four 
years v.p. and managing director 
of Chivas Bros. Import Corp., 
American importer-distributor of, 
Chivas Regal and Royal Salute 
Scotch whiskies and an affiliate of 
Distillers Corp.-Seagrams Ltd.,| 
will become within the ng 


few weeks a 
v.p. and director 
of marketing for 
Calvert Distillers 
Corp., a Seagram 
subsidiary. 
Announcement 
of the move is 
expected to be 
made within the 
next few days. 
Mr. Kelly’s exact = 
ite has still t 
be determined, but AA has learned 
that he is expected to have general 
supervision over all phases of Cal- 
vert’s marketing operations. 
Before joining Chivas Bros., Mr. 
Kelly was director of advertising 
and promotion for National Distil- 
lers Products Corp. Previous to 
that he was in the advertising 
agency field as a v.p. and director 
of Lennen & Mitchell, now Len- 
nen & Newell. From 1939 to 1946 
he was v.p. and general sales man- 
ager of Carstairs Bros. Distilling 
Co., now a division of Calvert. 


a From 1937 to 1939, Mr. Kelly 
was sales promotion manager of 
the Palmolive soap division of 
Colgate-Palmolive-Peet Co., and 
oa from ’35 to ’37 he was exec. v.p. 
we and a partner of the Harry Latz 
ia Service, a direct mail house. 

Mr. Kelly, who was born in Chi- 
cago in 1896, served as a military 
aviator in World War I, and began 
his business career in 1919 as a 
general line salesman for Good- 
year Tire & Rubber Co. In 1925 he 
had a partnership in a Ford agen- 
cy, the Lucal-Kelly Co., Oak Park, 
Ill. He is credited with having 
helped create and operate one of 
the first auto laundries in the 
Midwest. 

Later that year he became ad- 
vertising manager of Mason Tire 
& Rubber Co., Akron, and two 
years later he moved to B. F. 
Goodrich Rubber Co. as director 
of advertising and publicity. This 
led to his moving east in ’35 as a 
partner in the Latz direct mail 
service. 


eal! 


ws As previously reported (AA, 
Aug. 22), Seagram recently made 
a number of major changes in its 
top level executive setup, and 
much speculation has been aroused 


Key Marketing — 
Post at Seagram — 


in the liquor industry as a result.| Both are in extremely short sup-| Richards Names Smith, Graff Richard Nixon administrative as- 
Repoits that — changes were ply. Currently only 75,000 cases of Y.P.s; Boosts Three Others : ’ 
in the making have remained un- Chivas Regal can be shipped into antillon to a “top creative” spot, 
confirmed. Mr. Kelly’s forthcom- | the U. S. market annually. Preaged paar ap and John Devine an account ex- 
ing appointment is regarded in the} However, Chivas Regal adver- : 
industry as lending credence to the |tising runs on a regular schedule 
likelihood of other changes. | 

His successor at Chivas Bros. has | uor industry business papers. Lynn | : 
not been named. Both Chivas Re-| Baker Ihc. is the aaabey. ie. Kelly 2nd the Sealand Sporting Goods publisher of Apparel Arts, has 
gal and Royal Salute are high-|is credited with having virtually accounts, and Mr. Graff is account peen named manager of men’s 

New YorK, Sept. 8—Another | priced Scotches. The former is a|created an American market for Supervisor of the footwear and apparel advertising at True, New 
important change in the Seagram | 12-year-old blend selling for about Chivas Regal over the past four general products division of the York. He will serve as consultant 
$8 a fifth; the latter is a 21-year- | years. Before that it was practical- U.S. Rubber Co. account. 
old Scotch, retailing at $25 a fifth. ly unknown here. 
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sistant to the -president, Mathew 


and John T. Graff v.p.s. Mr. Smith °CUHVe 
lis account supervisor for the| 


'American Machine & Foundry Co. Carl Sloss Joins ‘True 


Carl H. T. Sloss, formerly co- 


in eight magazines and seven liq- 


to advertisers, responsible for sales 
The agency has also appointed | development. 


ALWAYS NO. 1 PREMIUM 
COLORFUL PLASTIC 


HOSTESS “~°"’ 
APRON 10¢ 


Used in Many Ways: 
@ Merchandise tie-in © Traffic builder © Spe- 
cial events © Loading deals © New openings, 
ete. 

Any quantity shipped immediately—1i case 72 
aoe.) or 25,000 dozen. (Min. order—1i case.) 
ALBERT BROOKS PRODUCTS CO., Dept. AA-9 
Mdse. Mart, Chicago 54. Tel. MOhawk 4-3434 


action-in-| 


results when you advertise to business in 


*K The gift market is fast becoming one of the most profit- 
able potentials in the business field. If you sell items an 
executive or corporation can give to directors, custom- 
ers, salesmen, employees, friends . . . you'll find a re- 
sponsive market in the audience of 750,000 businessmen 

who read Nation’s Business. 

For direct evidence, take Zippo Lighters; now in its 
second year as a successful Nation’s Business advertiser. 
Writes Jack McCutcheon, Advertising Manager .. . “We 
were more than pleased by the coupon returns delivered 


by Nation’s Business last year. Now, amazingly enough, 
the second year’s returns are averaging a 40% increase 
per insertion at midpoint in a schedule 50% heavier. 
Quantitatively and qualitatively, Nation’s Business ranks 
at the top of Zippo’s list of business books.” 

Here’s more proof of Nation’s Business performance 
from Bernard Dwortzan, Advertising Manager of Ron- 
son Lighters . . . “Inquiries from Nation’s Business out- 
pulled the next highest publication 3 to 1.” 

The business gift market goes on 365 days a year. 
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Advertising Age, September 12, 1955 


Guess-the-Rating 
Is ABC-TV’s New 


Contest for Admen 


New York, Sept. 9—ABC-TV is 
using cash prizes to whip up agen- 
cy enthusiasm for “Famous Film 
epee which will kick off Sept. 
18. 

Some 800 admen from media 
and research departments have 
been invited to participate in the 


| contest, which closes Sept. 11. Top | 


prize of $1,000 will go to whoever 
/comes closest to estimating the 
average Nielsen rating for the 
show for the telecasts of Sept. 25, 
Oct. 2, Oct. 9 and Oct. 16. 
Participants also were asked to 
estimate the average number of 
homes that will be reached over 
that four-week period and each 
separate week’s rating for the 
show. This collateral information 
will be used only in case of a tie 
on the main question. Runners-up 


will get $500 and $250 prizes. |able to handle live commercials if 
The network held special screen- a sponsor wishes. No sponsors had 


ings of “Festival” for agency rep-| been signed as this story went to 
resentatives in New York and Chi-| press. 


cago this week. The series will 


feature J. Arthur Rank-produced Free & Peters Names Two 
movies, which are new to tv but| Jack Thompson, who has been 
not to theaters. Included are such| with Free Peters, New York, for 
hits as “Odd Man Out” and “The/| ten years, has been named assist- 
Red Shoes.” ant eastern radio sales manager 
‘of the radio-tv station representa- 
® ABC-TV is selling minute par-| tive. At the same time Samuel J. 
ticipations on the show. Allyn Ed- | Henry Jr., formerly with ABC- 
wards will act as host. He is avail- TV, joined the radio sales staff. 


But it peaks up at Christmas. If you want to capture your 
share of this market advertise in the next issue of 
Nation’s Business. Over 500,000 presidents, board 


chairmen, owners and partners 


who read Nation’s 


Business regularly are among its total audience of 
750,000 men in business and industry. 

Whether you sell lighters, liquor, leather goods, food, 
pens or pencils, cameras, clocks, or electric appliances, 


remember . . . action-in-business results when you adver- 
tise to business in Nation’s Business. 


750,000 PAID CIRCULATION 


Cleveland + Detroit + Los Angeles 


September Advertisers in Nation’s Business 


R.C. ALLEN BUSINESS MACHINES, INC. 
ALL-STEEL EQUIPMENT, INC. 
ALUMINUM COMPANY OF AMERICA 


AMERICAN CREDIT INDEMNITY 
CO. OF NEW YORK 


AMERICAN TELEPHONE 
& TELEGRAPH CO. 


AMERICAN TRUCKING ASSOCIATIONS, INC. 
APSCO PRODUCTS, INC. 
ASSOCIATION OF AMERICAN 


INDIANA DESK CO., INC. 


INSURANCE COMPANY 
OF NORTH AMERICA 


INTERNATIONAL BUSINESS 
MACHINES CORP. 


INTERNATIONAL TELEPHONE 
& TELEGRAPH CORP. 


GEORGE S. MAY CO. 
MISSOURI PACIFIC LINES 
MODINE MFG. CO. 


RAILROADS BERT M. MORRIS CO. 
BALTIMORE & OHIO RAILROAD MOSLER SAFE CO. 
BENSON BARRETT NASHUA CORP. 

BAY WEST PAPER (CO. 


NEW YORK LIFE INSURANCE (0. 
THE PHOENIX INSURANCE (0. 
PHOTOSTAT CORP. 


BLUE CROSS-BLUE SHIELD 
BURROUGHS ADDING MACHINE CORP. 


BUTLER MFG. CO. PORTLAND CEMENT ASSN. 
E. A. CAREY PIPE CO. PRAT-DANIEL CORP. 
CAST IRON PIPE RESEARCH ASSN. THE PULLMAN CO. 


CHEVROLET DIV. 
GENERAL MOTORS CORP. 


COLUMBIAN ART WORKS, INC. 
COPY-CRAFT, INC. 

CURRIER MFG. CO. 

DELTA HEATING CORP. 
DITTO, INC. 


EASTMAN KODAK (0. 
(AUDIO-VISUAL & VERIFAX) 


EXECUTONE, INC. 
FAIRBANKS, MORSE & CO. 
ERIK T. FARE 


STATE OF GEORGIA, 
DEPT. OF COMMERCE 


GESTETNER DUPLICATOR CORP. 


ALEXANDER HAMILTON 
INSTITUTE 


HARDWARE MUTUALS 
HERTZ DRIV-UR-SELF SYSTEM, INC. 
THE HOME INSURANCE CO. 


RAILWAY EXPRESS AGENCY, INC 
REMINGTON RAND, INC. 

REZNOR MFG. CO. 

STATE OF RHODE ISLAND 
RONSON CORP. 

SCHIEFFELIN & CO. 
SHAW-BARTON, INC. 

SMITH CORONA, INC. 
STROMBERG TIME CORP. 
STUDEBAKER-PACKARD CORP. 
THE TEXAS COMPANY 

THE TRAVELERS INSURANCE CO. 
TROPICAL PAINT CO. 

UNION CARBIDE & CARBON CORP. 
U. S. FIDELITY & GUARANTY CO. 
WAGNER ELECTRIC CORP. 


WESTERN UNION TELEGRAPH 
CO., INC. 


ZIPPO MFG. CO. 


Washington + New York 


Jod outlook brightest ever nu © 
Trend to single houses expands DOOM sees a 
trgineers’ traffic tricks save lives aco « 


Chicago + San Francisco 


71 


New Survey Shows 
Broad Extremes in 
Appliance Buying 


| MILWAUKEE, Sept. 7—Better than 
99% of families in this area own 
refrigerators and ranges and more 
than 90% own clothes washers, hot 
|water heaters, vacuum cleaners and 
itv sets. But fewer than 7.5% own 
garbage disposal units, air con- 
ditioners or dishwashers, while on- 
ly 16.5% own clothes dryers. 

This contrast in major appliance 
market saturation is one highlight 
in a new continuing consumer sur- 
vey of the Milwaukee market made 
by Bisbing Business Research. It 
comes from the first in what will 
be a series of bi-monthly reports 
on consumer appliance purchas- 
ing, brand preference and dealer- 
ship preference in this area. 

The study surveys 1,000 families, 
and covers 12 major appliances, 
plus power lawn mowers. 


® Some other gleanings from the 
first Bisbing survey: 


e Terms of purchase vary wide- 
ly. Fewer than a third surveyed 
had paid cash for ranges, refriger- 
ators, freezers and tv sets, while 
on the other hand two-thirds paid 
cash for clothes dryers, 60% for 
hot water heaters and 72.2% for 
lawn mowers. 


e Oldest appliances in Milwaukee 
appear to be ranges, of which 
81.3% were five years old or more. 
Others in that category included 
vacuum cleaners (64.3%), tv sets 
(60%), and clothes washers 
(57.9%). 


e Most popular brand name is 
Frigidaire, which accounted for 
9.8% of the appliances purchased 
last June (the first test month). 
Other leaders, and their share of 
June purchases, are General Elec- 
tric (7.4%); Kenmore (6.6%); 
and Hotpoint (3.3%). 


e Biggest bridesmaid among 
brands was GE. Among purchasers 
who bought after looking at more 
than one brand, 17.1% looked at a 
GE, and then went elsewhere. The 
corresponding figure for Frigidaire 
was 4.1%. 


e With stores as with brands, con- 
sumer intentions and behavior are 
often far apart. Thus, Schuster’s 
three Milwaukee department stores 
figured in 10.4% of all plans to buy 
appliances in June, but collected 
only 5.7% of actual sales. On the 
other hand, Sears, Roebuck was 
included in only 5.2% of the “plans 
to buy,” but wound up with 9.8% 
of the sales. 


Four A’‘s Pacific Region 
Opens in Coronado Oct. 2 

The 18th annual meeting of the 
Pacific region, American Assn. of 
Advertising Agencies, will open 
Oct. 2 at the Hotel del Coronado, 
Coronado, Cal., with “Advertis- 
ing’s Forward Look at Tomor- 
row’s Business Opportunities” as 
its theme. 

A. W. Neally, v.p. of Batten, 
Barton, Durstine & Osborn, Los 
Angeles, and chairman of the Four 
A’s board of governors for the Pa- 
cific region, will be general chair- 
man of the four-day convention. 
Featured speakers wil! include 
Daniel Starch, Daniel Starch & 
Staff; Walter Guild, president of 
Guild, Bascom & Bonfigli, San 
Francisco, and Walther H. Buchen, 
Buchen Co., Chicago. 


Beck Starts Fall Drive 


A. S. Beck Shoe Corp., New 
York, has planned its fall adver- 
tising program around the slogan, 
“Look to Beck for the latest for 
less.” The campaign will use space 
units of 300 to 1,200 lines in 100 
daily and Sunday papers in 75 
cities. Wesley Associates, New 
| York, is the Beck agency. 
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LaMothe Tractenberg Seate Strand 
BREAKFAST BOWL—Joseph Tractenberg, president of the International 
Stewards & Caterers Assn., Trenton, N.J., and his breakfast com- 
panion, Mrs. Ruth Seate, Fort Worth, Tex., are shown as they made 
ready to attack a Paul Bunyan size bowl of cereal, fresh Washing- 
ton fruit and soft ice cream, at the Seattle convention of ISCA. 
Holding the breakfast bowl are William La Mothe, assistant man- 
ager of the institutions division, Kellogg Co., Battle Creek, Mich., 
and Ray F. Strand, sales program manager, Sweden Freezer Co., 
Seattle. Kellogg and Sweden Freezer were joint hosts at a break- 
fast to introduce to the food executives cereal and soft ice cream 
as a breakfast dish. 


4% 


NEW OUTDOOR USER—Fishery Products Inc., Cleveland, is launching 
its first outdoor poster campaign, extending through November, 
with coverage of selected markets in the Midwest and Southwest 
for its Blue Water brand sea foods. Outdoor posters will be the 
only medium. The campaign will be heavily merchandised to local 
retailers, a joint effort by local outdoor plant operators and food 
brokers, according to Outdoor Advertising Inc. Blaine-Thompson 
Co., New York, is the agency. 


Root Geddes 


Hutchinson 


15-YEAR WAIT—At the 1940 convention of the Pho- 
tographers Assn. of America, Loren Root, of the 
Continental Illinois Bank & Trust Co., Chicago, re- 
marked that a doughnut he had been given would 
taste better with coffee. At the 1955 sessions of the 
organization, coffee was served, by Harry Kleckner, 


Medlar Kleckner 


AGENCY WINGS—A new twist in agency summer out- 
ings was created this year by Chambers & Wiswell, 
Boston, when the agency-chartered Northeast Air- 
lines plane carried the entire staff to Nantucket for 


Craig Stoddart 
Sternberg Clowe Nitzsche Dey 


NEW ACCOUNT—These gentlemen are about to start a client-agency 
relationship. Signing the agreement making Grant Advertising, 
Miami, the agency for Douglas Laboratories Corp., maker of Cop- 
pertone suntan products, is Charles E. Clowe, president of Douglas. 
Next to him is R. E. Nitzsche, v.p. of the company. Others present 
are Walter Sternberg, Grant con- 
sultant; John A. Dey, v.p. in 
charge of Grant’s Miami office; 
Frank S. Craig, Coppertone sales 
manager, and John M. Stoddart, 
Grant account executive on Cop- 
pertone. 


Copeland 
Young 


Pickands Quellmalz Garcia 


Werrbach 


gh ee ee 


ie seme =n s 
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a full day’s fun. Chambers & Wiswell is the agency 
for both Northeast Airlines and the Commonwealth 
of Massachusetts department of commerce’s vaca- 
tion and travel section. 


TRICKS OR TREATS DISPLAY—National 
Oats Co., Cedar Rapids, la., is 
offering this 3-D effect Halloween 
display piece to grocers for identi- 
fying their Tricks or Treats de- 
partments. The display was devel- 
oped by National Oats and L. W. 
Ramsey Advertising Agency, Dav- 
enport. 


Wandesforde 
Cahill Kelley 


BAAS 


v.p. in charge of sales, Thomas J. Webb Coffee Co. 
Sitting with Mr. Root as the coffee is passed out are 
PAA officers: 
Hutchinson, commercial v.p.; Winter Medlar, direc- 
tor; James Pickands II, president; Fred Quellmaiz, 
exec, manager, and Louis Garcia, portrait v.p. 


Madison Geddes, treasurer; R. R. 


Gift ART—Harry Cahill, general manager of the Seattle Times, beams 

approval of advertising art supplied “for free” by Studio Art. The 

1,000th job completed by the studio was offered as a premium to 

celebrate the studio’s first anniversary. Looking on are Russell 

Young, advertising director of the Times; Niles Kelley, art director, 

and Sid Copeland, account manager, Cole & Weber, and Bill Werr- 
bach and Bob Wandesforde, partners in Studio Art. 


. 


s &. uu ; ‘ f : - “a y + #y i] ~/ * ts 5 i Ree one . at AP Bini t , a rae «See 
J ; F 2 ist 1 - : : ‘ - 
: shred ARONA Soe Bo > Tt : . 
x 
d ‘es ' 
, 
72 i i} 
; ~ 
Advertising Age, September 12, 1955 
7 ; _—: ae : * : Oe £25 Asan ‘ rae a 
a ares ete ee Naat ee Tae oe ae . , 
<o <2 ous ” ke) Saar “ ‘eee oes ae oe es is te Se ~ i . 7. —— med ; 
1 eee i ek “ae : ‘ ” Wy. ‘ i. eo . <a ' — Fae ee ae : 
be ee Pee ee ae ec. anes, a ae ee Ey ee ee i 
a*" ge Sa . oe oe ee oe oe ee eekis use 
i W eo ; ee Me a % of SS ee I et Re ON - 
ne Crew ee (ee ay - oun si wen ke oS ae J To es Ki 
Ps - 3 ie . =e BY <2 a” a ee A ae, eee rg a RRINE SF, fect ; 
s pe Pa A % : —- ~ ae a gull ae ‘ Bebb ate poe a 
ee ae a ee x ae ek ee — & 
¥ ‘ : ’ eC a eee ae. “4 . S cs Sy eagle GY hes 5S am " i 
2 ’ ake — ne es . ty Oe Sa Pi ei 1 ia ee: Oo 
, / - — et = Ve - = ae 2 Pr 
f : } ae e = Fee hg es aed i iene Se pati Pe om 
. re 3 %. | ee ei ae, 
y ‘ ae cea 5 : ’ kee * * > j ee SS ae ae nnn ; 
" ™ . as 7 Sa. a my 3 i ae : > ae: : Bae aa inte ie * cee Bee Bek ict et a Pe 2 es. 5 
es o? Sa & Y oy Pee a ee eae 
ie; : ie Sa P « ‘ a RE ee ss, a ges 3) - 
a eee " : a ¥ SS be A I Digi Bes Fy Re ae 
Aye Y ; eee -; _ $ .% _ ee ee oo een ro ai 
erie ogglgit ' eae f Pin. 2: Ke eee hou ae at? BA... 
‘ co pila. . : 4 ‘. om | ac ree aimee eee oe ag 
ae Pts . f 21 a hero, ~ a ne aieeag ney 
i tet eg $e okie 5 ¥ + art ote ge a geal Sei sega . Be asm = . r ‘“ ae 1 
_— = <a e auhauccis £ ge a 5 a hier . ‘ , a a. & 
4 Se ee i ie Cc ae Sion ae eae 7 i ee. 3 " ~ : i ' J 
- Tee ee ee me . S, * —— =§ ' 
° Pte Gmeeee gee es ama aa SS Gla ay cia 7 * i « " . : : | 
n° aco, |. ae ae hs, aetgtte =” : 2. oe <= <a . . ; ' 
j hv eae a Te me ea ee ” 4 ‘ > ef > aS 2, 
4 Be ee: ee aes ee eae 4 : ed ‘ eae - : 
: : Tk ea naa oe ghee hari “ ad © . : is F . 2 o* Oe Mies ge ee eee mi > & . 
ee a Oe Aa Cg "| -@ . y ¥/ ’ a ae ' 
\ be : 7 send | a a: iG i t H _ » * . " . A e : : re ea it q . 
4 : ee Peat ie oe ; J .e a i i, 8 ‘. 
Reade E-) ; a Me os : S ogee : , : ! Sis @ > % 54 a : ; : ? 
E 2 Res. ee a4 : ; $7 nad . oa” lt } 4 4 * : Es : >, 
——— Bets : <i : ‘ , | ae a ’ a. .y ~* \ 
aa % “a ¥ pS ee Sed . ae a } ; ee Fe + Pe % By ™ a -. 
> a a gee UU — coe) ) m™ « 7s = iy | 
mM ieee : eo - — on : je is ee y x Re a a oe F. ie nom > 
eee * ieee / en — : i MSE iy ae, ag Nee ie Aa — —- f i, Pe 1 : 
eX ae  % es a Lee eg a nas antes ag es : 
‘ fe Ce a a 4 te “by Ds ‘ Fd “ nn % me a Be a na hee a4 ae hel i , we oe , b 
a Pees aor ; sor’ " P f ge ¥ Bihs ee Ed x a al 3 See bs ‘ a ee - ¥ = i 
. a ee : $ A é SS ae eee Ae. am e: serie pt Sa 3 aa eee ocd a ae * . Sans E : 
Sc es ~ , ak): 24 : a Z j a a ean Pam = hag , ; eS of Saag, oo . = a Es. ; a ; o ’ 
a ‘ f Da Fa . id 4 ss 3 a. oe Re : uh tan EN Bs SS ena ? 
ae 1 le ee >: Ff : oe. hee ee, git ee uy sais ars - oo ae : . Joa ‘cea : =e ee gees 
: rae, en * Ros , Re: ies : oe ee Sa x a P a cet! Ageia aly ze ‘oe P case a 
Bee ee ae = “ eS oi a ete Poe ee oe - Pe ae me re, Be Mts ae ee 
‘ae > a a re ew gee WR ote ee See : oe ea ee, a eee. a ’ 
veneer i a . ee oe a - 4 ‘ ia . ie ee ee ib ee _*s 1 - i faa ae 4 cote aliens ie Ton: 
eae ‘; Be ee a os >. f é —_— ‘oe SE ete is foment ene PS ~ mi uaa es (. : a5 ere ; 
: ONES = 2: Rg o : ’ Dig eae ‘ Konig a ee 2% i eg Pes i ae Se x i 
7 2 ee ey ae eo ee EE ‘a ' i se 7 a a eee i: ri Pa! 7 A at 
Pe ead ay — se n is Bare Fa bees aes tite Ls % ‘ é <7 ee re ee ARR ns i base ti “> ER PE es a 
ee lec * = Ee z 5 ahaa inte - dee See z 3 Ng, es ed HOE Eon ere ree. aie aed Pt aired ais f ele aad SE 
mi % at Po Paes tea 2 r@ % Boy. Tc angie ae ei eee eer ae , Ns = a eae Mei eee ee ey ee ee ; 2 es AM 
ee ee “mal f ? Me os Suge | “ eae. Sh. eee” ee ae eet a Sr a) lk oy LS ae Sa 
pene S ‘ i, : 5 si ‘ = ae a. } “a as ON Oe Cae See” ee, Rees nee . ee bul 
7 ae i we ; > < ae ae gh - = a Re “Se Sa 
‘ace ie ee 4 he ? ‘si e ee ... ; ; ee a ee Se en, i Ma ere, i tl Bigs Su t 
ety ae For ea ic cae , ee ~ ‘ - % 
. og E z ss g a 
a — ’ 
a wail ep a 1 ees : > 
ee x Jee es Sg ne 
F BP iM A we © e: a zs 7 
— i : y * 
aes oy Hy A q sek ia see 
Sis : “ j = . it & : 
VEE eee } és oe. CUT RREATS 
oe a aera ee * eae oe - " 
a Se See a : a 
oo = oe 2 ey aOR kas Wek * 2 si as y Baer" ered : Z 
ia a ie ee Se eee. y aa oe Pe. es. . i 
, 4 3 BA Se ee,” , Mmey el ' \ Ree ‘ ac baw - a Sean ea. + BASS 
rae we \\ Es se o es *, i Re gat = a See 
oe ae ae one \ al ’ at : % Re —_-  ~ & pean 
%, ae ie . / “tel Ee ‘ »” ~ aT? 
oS ae ors \ Bir oo of ge oe ee, oy iD 4 
re? ies { F :: 4 . 42 Sh ee woe : Se ae 2 
; wae ssa \ , : p me* Si? ie a aS Ble 
sabe met . . a zs ra _ + bin Tal ; 
aut Pet oy 4 oe « yaa! ran % Tite 
: ‘inl oe ) & “Sie “ey nm) he e $ 
é . OS % S ; ™ ic oa oe ee gacee oe 
: Laas, — . / — igs - : . 4h 4 agit eae i) sf 
‘vie " = - oS EER aM GMO Ele RI pr oe » F aS Pr fon : wa a ; 
: Se Ue ; ae >. eC oe j 
4 : a a a ; ’ ie ee ee a ag he a 
| Yt atonmaamamomoee: a eo ere chad see p . Fes Oo> See ff x 
: ! j . ~ ‘e : itt a Ete Fe ‘i . 2? , a on a 
| | - PRIZE CATCH } ee , gees { be ame es ee 
‘ ae mma ie . ae in % Paes Tela | Comey OO ig 
’ 4 : * Ef Wy Li vel | oom ‘ae ; = * 3: yy % 
SS aa : | q i ue ce 
: j em 3 ' y - . * “ en ‘ * ‘ 3 ms ‘3 
aN ae a os : : i ; + " ‘ 4 F oe me ee oe ae awe ae a gl i 
re. Sam iret ag oe uae ae ei a Ca a ; ; 
. | Bh ‘Wy: ‘ ba ; ' ¢ Fi re : “ 63 xed m9 oe : a - 2) . \ ar 
; ae : J 4” 4 a Ss Ge Fi 
ue afer ee ; ; ; « ’ ‘, : | 
| ' Near nee ~ A : 
} | ~ SEAFOODS Fae. & : Le 
oat — e Oe, 7 ; 
; ey eaceame é tan 2 = 
pe | > Be ih eg ce AT italy, ts aaes | ee b : 
ie |i : . . be 
ot Juality Frozen Seafoods at better stores overyw! Bea | 
: ea 3 
; ‘ es 
— i i) i 
oy Pourdnes Adversising } EES | i 
i 
a PhS Sg es * 2 
e ee i. 
| Dee 2% bly ennai % 
f EP i Re : ig ee 2 4 
is a a gees | iB 3 re, ae ze 
a -_— tt oF -., ae i s 
? Bs . ke ae 28 m3 6 oad : Se eine EO alla ‘ | 
ois mes i? — ca : Ene fe a. ae 
si Cas " ogee BSA ae 0 eee ee 
een * Q ye Me ee —_— . - ee 2 —_— 
3 $ : 5 y : : ; : ; ns é ; ) ie sg ee” oan Se or Ee e : : 
se — ; at bes Fa bet — A 
: 4 a  . : : ; ak a x ta 
» 7! Zz ’ Bi \ — | 
; : 3 es ‘ ‘ ; . % seas 
S : P bas ae “" uae , i x B me a Ye . ‘, == & ss 4 r gh 
; = ; r es bet is Se ae 4 
r ny : 5s > ; se _ % —t a ; 
j oe : : en Niece ; " < . ee ow a a ; ae rz ' ; 
, Ae x ~ Be a ag Ble : - - : a : ah “ = oe ei we ‘ ‘a W a 
- : ; Sots coal ; ‘ : : ee nfs rh — . oes allt Bai  s ; 
- é ag a OCT aoe ; j . alae 2 ae Pas i, j oe ? Bee er | | a ae : — 

‘ae i (er ea : hag Oh see mee wae ey ee : \ — a eee Lae me ee ee geo ae gs ‘@ 
le es Re Ste Nae! eerie vs j 2 Peep i a ~~ at ay i i = © ee eee “ : 
e Bae es is » sane " f : pie’ ee : ss “Th £4 a ] 

S > p _ onl if ge: f = a i ~ - i Migs 3 baat al ” - a tes | es om eae i ” : . 
a ‘4 : ’ ee Re est = i eet os ih Cee: 5 ue oo. ae it ae ee P ' 
f = ea F e ele Rie ted : ; a ae » ‘ 4 me 2 ge Ey ier Oo ries "Sh alee P ae oa ; 
“oe = eee ; pi ts a . *, Mgt oe te ' : ie oe i OM 4 ae 2h em ic ae ie Si: “og R 
? Y 7 : aa a “win a, es oe RES: A co Ss | i ae a i aes ' 
e my a] et a on 4: 8 ey ee ie a : ‘ ia , 2 e j Ee a 
) ® ee oy ot ier fey Se ie bd. 7 — hid i : ‘ ae # Ro ; . eo oe | Yee ong : Pw 
’ Sees :  tegoe ‘ : : co ; a Pre ' aa ee “see i ue , 
— i ~ bes ad i a = a . Ce. Sa < ae kh 21 
- Sale b ees ( Ses a: aia enue eins cle a. ON Ee ee et . j ~~. 
“ a oe j nrg ee — pe . Ten let ae i: foe Pi nets ai ee pai See. Sia i Paina a 
: —— < ‘ge eas : eae —— . nk vad { wa 6 eS ae =a eet 
gM oo hes yj Pies Oo ee Se ES ee . wie ——e ° Oe rs “ ail ee oo 
Gils 2 ’ re ye Fe oe i ak . = soe : ~ & el i / wn —— — ™, poms 
E , . = eae. aa lf ee i ~~ «A ae pin Ps ant : 
Vv x 4 ai sn = : Saif a ee _~§ ; “w x 
. mee ‘sateen ‘ , eal é * . “ oe s P| pies | 
= ieee 
‘ 
a, Pe Pe es ee 
r \ 
e ; 
10 \ 
5 | i 
Vv 
. 
. “ep ; f 
, ‘ 
2 i ae 2 * ‘ & 
aero: se 
Han” ie a . * ~ * A A 7% 
Hong pt ee gh Pane ap a a Be ee Ne ar he sae te oe Wee OR AR “er ete. Sure: is ag ae eS aa xt aes ee sabe Ss / ae : at P oy f 4 lr 
Ag BB i OP eee pa a Pye yee ee 3 ees oa O eoe opthe. = inert ss ne OF I sais a se Oe oa ee Seg deny eet) Keg ee ithe be $ ‘ 25 PETE ie Aare Pi ae ee ee etn Pi - ere 
ey “4 Le fF Sve ees Rae pte SSSR Cae Oe ar > ear as RE eR Ce ees be, Phe, = gin Sh ie cata ae te Pit, SS pes eee RR SA iy. a. teas ae a ty Clie RE Per Si is IPE Beh Bp Se ta bie Tae eat ee TF eae: OS rg ‘te OS ¢ Fee “a MS hee 
a a He BP ee ay eager SSE eee serene SNe NEE DTA A bate A al De. Oats ka veh £5 , ee Se : Be OAL te, *atheg coat 2b eee ws ae eg ala fee aibcd Bing PAE he oad ahs eee eae Pt se apr aly See SPST Be 3 SP POS pace Yes cit tind Gee A Easy 9 oe ee soe Tete 15 ae 
> tied ah etna SR! a hi a, i ad Sets Ae, Oe fern ade Peet ee Date Oe gate ee so, ane ee Ra Sas kia hoe eG ee ek ea ea ee oe Spud i ye ahh eet, eee oe a Bn SS Bee RA ipa amare aye EO a ee BaP eae ae 4 ee A et oe ee er ores i : 
ir eee ents t pHAOS: ekg ie RES te, See ne Pecos os eakess af a oe PT Re aeek gan erie ae ara Pe Ps yo er. age Sg dash a I ae i Bee ch She seer es Mea hie Cone al Be glee Se oe agk pea Ay? eg See Wicks =, Pi eit betel be 
Fee eae take, pT te Set eee RT OS ere’ oe LE RAPER Yr i eet 1 ies PY “DS Se gah Me nk TP EO Si adel. gil ae Ae ne i “idee OTS OE, RO. Ra OR Ree aE ea as em Rte FEY id BIDS ak Py Beep ewes Lek ett Amd ta ee a ERO DEL tae DH a Ah Se dee akg Saat ae | Pag Ozreg. 
a ae. fees SP at ie ay ON rs Ce eg TF IS pe So Gites i a eM, eek Sa rnin AE a Cate Ae kay Yo ae "Mes aie er yi lr Mews ete si SR Set dat $5 ee Caer dl Bes ob ENS ab ta ee giciaie Rene eos 74 Mg idems tah Serr > Si omar “The or PR) as ae Sok a ee 
‘i a at eae eae Bs ae aa Ree a oan aty CM gery Scene Lay J int aioe Oe fie, Stine MTOR ea Maimeri  TaRee hon face ee et eR ea aeE Mee A? 


ere y ie 


Advertising Age, September 12, 1955 


— 


it CAN'T GET OLD BPEPORE ITS SOLD 


\EW DELCO DRY CHARGE 
EXTRA-DUTY BATTERY 
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UPSIDE DOWN—The upside down 
battery in this Delco ad, as copy 
points out, is “simply to impress 
the point that there is no electro- 
lite” in the battery before you buy 
it. Campbell-Ewald, Detroit, cre- 
ated the ad. It runs in The Satur- 
day Evening Post Sept. 10, Life 
Sept. 26 and Farm Journal’s Sep- 
tember issue. 


‘56 Fords Feature 
Safety Belts Among 
New Safety Devices 


DEARBORN, Micu., Sept. 7—The 
Ford Motor Co. announced today 
that a five-part package of safety 
devices aimed at reducing injur- 
ies to passengers involved in high- 
way accidents will be featured in 
the 1956 Ford cars. 

Announcement of the new safe- 
ty devices was made during the 
National Safety Forum and Crash 
Demonstration sponsored by the 
company here. Nearly 100 leading 
traffic safety specialists from the 
U.S. and Canada attended the ses- 
sions which are held for the pur- 
pose of exchanging safety informa- 
tion. 

The new safety features are: 


e A deep center safety steering 
wheel which “slowly gives way 
under crash impact, thus absorbing 
the energy and distributing it over 
the driver’s chest.” Engineers say 
this wheel is safer than wheels 
which collapse under impact, ex- 
posing the driver to the steering 
column, says Ford, adding that 
studies show that nearly 40% of 
all injured drivers are hurt on the 
steering assembly. 


e Safety door latches, designed to 
prevent the door from springing 
open under impact, thus giving the 
passenger added protection against 
being thrown out into the road. A 
passenger’s chances of escaping in- 
jury in an accident are twice as 
great if he remains within the 
protective shell of the vehicle, 
studies reveal. 


e Seat belts, structurally anchored 
to the vehicle with a steel plate. 
The restraining belts not only help 
retain an occupant inside the ve- 
hicle, but also “reduce the possibil- 
ity of his being thrown against the 
instrument panel, header bar or 
windshield area.” Belts will be 
available for both front and back 
seats in the 1956 models, according 
to the announcement. 


e Crash cushioning, available for 
the instrument panel and sun vis- 
ors. The padding, reportedly five 
times more shock-absorbent than 
sponge, depresses under impact 
and “distributes the force over a 
wider area of the head or body.” 
Research indicates that about 38% 
of the injured front and center seat 
passengers are hurt on the instru- 
ment panel, the Ford statement 
asserted. 


e Safety rear view mirrors, which | 
have a specially prepared backing 
to reduce the possibility of glass | 
falling out when shattered. Re-| 


search cited has found that about 
4% of all injuries to front seat 
passengers in accidents are re- 
ceived on the mirror. 


® In addition, Ford has redesigned 
the mirror frame and the front 
and back seat supports to reduce 
the possibility of seats coming 


‘|\loose under severe shock. Cornell 


University researchers have dis- 
covered that almost half of all in- 
juries suffered in auto acidents are 
received on the steering wheel, in- 
strument panel, mirror, or by being 
ejected from the vehicle. 

The safety devices are a result 
of Ford’s crash-injury program, 
which the company calls the first 
in the industry to embody the new 
safety concept of “packaging the 
passenger” as a means of limiting 
injuries. 


Half of Lavenson,. 
Employes Buy Stock 

Almost half of the employes of 
Lavenson Bureau of Advertising, 
Philadelphia, have purchased stock 
in the agency since a ten-for-one 
stock split June 30, 1955, accord- 
ing to Agency President James H. 
Lavenson. 

Employes with more than two 
years of service, and a minimum 
of $5,000 annual wage, are eligible | 
to purchase stock up to 10% of) 
their total earnings. If they leave 
the agency, they must sell their 
stock back to the corporation with- 
in one year. ‘ 


Geyer Appoints Rohde 
William L. Rohde, formerly ad- 
vertising manager of National 
Airlines, has joined Geyer Adver- 
tising, New York, as a copywriter. 
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‘this $550 million. 


_market’s been 


“Your fine new record fan magazine fills a pressing 
need . . .”” wires Manie Sacks, vice president of RCA 
Victor Record Division, a key man in the $550 million 
music industry. And half a million readers are gobbling 
up RECORD WHIRL’s lively contents,Ancluding products. 
Offer them your product, and you'll see — fast! 

By the publishers of 


3 RECORD 2422 cown Beat 


ms! 2001 Calumet Ave., Chicago 16, Ill. 
Everything in the World about the World of Recordings 


RECORD eae’ 


a maher Down Beat — Up Beat — Country and Western Jamboree — Record 

° ° Whirl — Music — Beverages — Bebidas — La Farmacia Moderna — 
publication Radio y Artioules Electrices — Elaboraciones y Envases — La Tienda — 
Publishing since 1934 | Radio y Articulos Electricos Catalog File — Bebidas Annual Directory 


IN INLAND CALIFORNIA [AND WESTERN NEVADA) 


These inland radio stations, purchased as a unit, give you more 
listeners than any competitive combination of local stations... 
and at the lowest cost per thousand! 


In this mountain-isolated market, the Beeline serves an area with 
over 2 million people and over 31, billion in spendable income. 
(1955 Consumer Markets) 


(SAMS and SR&D) 


BAKERSFIELD 


SACRAMENTO, CALIFORNIA + Pau! H. Raymer Co., National Representative 
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**BULLARD’S AtPHASBETS'’ 
NEW BOOK IS AD MAN'S PERFECT TOOL 
536 12x9 loose leaf pages, 2200 type fonts, 

complete alphabets 4 to 144 opt., Li 

Mono, Ludlow, Foundry, photo lettering, etc. 
«Write Dept.AD for FREE booklet 


” 
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WerBell Gets Atlanta PR 


Atlanta Paper Co., maker of car- 
ry-home cartons for beer and soft 
drinks, has appointed Mitchell 
WerBell Advertising, Atlanta, to 
handle its public relations. The 
agency also handles the company’s 
national advertising program. 


Now get move- SECONDS 
ment on your TV 
slides for almost § Send for sample 
the same cost as _— reel and descrip- 
still slides. tive literature. 


$10.00 


FOR TEIN 


STUDIOS 


1323S. WABASH CHICAGO ILL. 
357 W. 44th ST., NEW YORK 


Advertising Age, September 12, 1955 


Producer Asks 


Pulitzer Group to 
Recognize TV Writers 


BEVERLY HILLs, CAL., Sept. 6— 
Worthington C. Miner, tv producer 
and program creator, has peti- 
tioned the Pulitzer awards commit- 
tee to establish special recognition 
for television writing, placing it 
on a par with the best journalistic 
and dramatic achievements. 


ne 


INTRODUCTION—Duncan Hines is shown here being interviewed by 

Marianne Peters on her “Better Living” show over KMTV, Omaha, 

when Mr. Hines went to Omaha recently to help introduce the new 

Duncan Hines Old Fashioned Burnt Sugar cake mix, made by Ne- 
braska Consolidated Mills, Omaha. 


METROPOLITAN 
WORCESTER 


Upsy-Daisy! 


Of the 3,072 counties in the United States, 
Worcester has stepped up to 38th in Effective 
Buying Income of $889,498,000 — enough to get 
many a manufacturer of consumer goods right 
into the van of retail sales with the help of 
Telegram-Gazette advertising. 


This Holden, Mass. dairy farmer like hundreds 
of others in Central Massachusetts always has his 
eye open for a good cow to buy. Worcester County 
has been constantly pushing toward the nation’s 
top in agricultural prominence — 32nd in value 
of dairy products sold, 16th in value of eggs sold, 
19th in apples harvested. 


Sources: United States Census, Sales Management Survey 
of Buying Power (further reproduction not licensed) 
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Circulation: Daily 156,818; Sunday 104,429 
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In his letter to the committee, 


‘Mr. Miner wrote: “Television is 
young—scarcely more than eight 
_years old. Yet in that time it has 
encouraged more original, more 


creative and more courageous 


‘thought than motion pictures have 


in a half century. But it is in a 
critical position; strong forces are 
being mustered to dampen that 
creativity and courage, to enforce 
conformity, not with the standards 
of a national press or a free and 
vigorous theater but with the 
emasculated standards of motion 
| pictures.” 


-@ Mr. Miner said that tv excels in 


two writing categories that deserve 


-national recognition—reporting 
and dramatization. He pointed out 
‘that tv writers needed recognition 
‘by the Pulitzer committee to de- 
‘fend their dignity as true creative 
‘talent. 

| “None of these men has reached 
his full stature; they might, with 
‘some decent recognition of their 
| value as creative American art- 
|ists,” Mr. Miner said. He praised 
'Edward R. Murrow, Eric Severeid 
_and Howard K. Smith for their tv 
‘reporting and Rod Serling, Paddy 
/Chayefsky, Reginald Rose, Michael 
Dyne and Joseph Liss for dramatic 
productions. 

Mr. Miner took a poke at the 
feature motion picture business in 
his letter when he said that the 
committee “has given no recogni- 
tion to motion pictures—with prop- 
er justification.” 

He said that creative control of 
the picture business has been 
wrested from the writers and 
vested in the directors and pro- 
ducers and that only in sporadic 
cases has creative writing been 
recognized and encouraged by the 
film companies. 


Savage Adds Sorg Paper: 
Names McDonough, McMullen 


Wm. Savage & Co., Cincinnati, 
has been appointed to handle ad- 
vertising for Surg Paper Co., Mid- 
dletown, O. Sorg advertising for 
the remainder of this year will in- 
clude separate promotions on four 
new papers—Tensalex, +410 
Translucent, Equator Antique and 
Mask-Rite. 

The agency has appointed Tom 
McDonough copy chief and Lester 
McMullen production manager. 
Both Mr. McDonough and Mr. Mc- 
Mullen formerly were associated 
with Mr. Savage in the Savage & 
/Talley agency, which was dissolved 
May 31. 


Rubin Switches to CBS-TV 
Sydney Rubin, formerly man- 
ager of the licensing division of 
National Broadcasting Co., has 
been named director of the licens- 
ing department of CBS Television, 
New York. He will be responsible 
for the licensing of all subsidiary 
program rights to network shows, 
CBS Television Film Sales shows 
and network-owned station shows. 


Blanchard-Nichols Adds One 


Blanchard-Nichols Inc., San 
Francisco and Los Angeles pub- 
lishers’ representative, has been 
{named to represent Bride’s Maga- 
\zine in 11 western states and 
Hawaii. The magazine’s Pacific 
Coast operations will be supervised 
by Robert M. Thorsen, v.p. and 
western advertising manager, with 
offices in Chicago. 
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ACB Research Report Shows: 


In the Ist six months of 1955 
| America’s Retailers placed 


800,438 lines of newspaper .. 
advertising tied-in with | 
LIVING -to make 


FOR YOUNG HOMEMAKERS 


r owe Se Ee a gers 


ij LIVING — 473,524 lines more than House Beautiful 
: LIVING— 393,123 lines more than House & Garden 


Pn pee 
——— 


From January through June 1955, more retailers ran more newspaper ‘tie-in’ advertising 


with LIVING than with House Beautiful and House & Garden COMBINED. 


Retailers capitalize on the sales power of LIVING. Advertisers cash in on the buying power of LIVING readers. 
LIVING is selling — selling more advertisers — selling more advertising pages — selling more readers — selling more merchandise. 


And LIVING leads the field in retailer newspaper tie-ins and in advertising page gains. 


G 


or : Check the Box Scores! MOUNG HOMEMAKERS 
aka necedece SEPORT LIVING Ist in retailer tie-in LIVING Ist in advertising page 
newspaper advertising gains in the entire Home Magazine Field 
COVERING NEWSPAPER ADVERTISING 
LIVING H.Beautiful H.& Garden PAGES 
ee oe LIVING For Young Homemakers + 42.60 
A59 349 d 
WW THE UNITED STATES rps eee ee ee ee BETTER HOMES & GARDENS + 12.91 
Total Stores 1,169 980 1,114 AMERICAN HOME . 4 
Total Lines 800,438 326,914 407,315 HOUSE & GARDEN — 10.40 
| HOUSE BEAUTIFUL ~ 42.68 
Source: Advertising Checking Bureau Reports 
Jan. — June, 1955 Source: P. 1. B. Ist 6 mos. 1955 vs. Ist 6 mos. 1954 


| | torial plod 


| The; reality of LIVIN produces, vitality 


LIVING for Young Homemakers °¢ A Street and Smith Publication * 575 Madison Ave., New York 22, N. Y. 
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‘Public Works’ Moves | Works Manual & Catalog File, has 
Public Works Journal Corp.,,moved its advertising, business 
publisher of Public Works, Sew-|and editorial offices from New 
erage Manual, Street & Highway | York to its own building at 200 S. 
Manual & Catalog File and Water! Broad St., Ridgewood, N. J. 
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America’s Most Influential Medical Journal 

No matter what product you sell — if you want to in- 
fluence doctors you'll be wise to follow the formula of 
the Pharmaceutical Manufacturers. They invest more 
advertising dollars in the medical market than any other 
advertisers. Last year they placed hundreds more pages 


in Modern Medicine than in any other medical journal 


in the U. S. 


Reaches every 
practicing U.S. 
physician un- 
der 65. Total 
medical circu- 
lation, June, 
1955: 139,822 


MODERN MEDICINE 


Minneapolis e New York « Chicago « Los Angeles « San Francisco 
In Canada: Modern Medicine of Canada 


WASHINGTON, Sept. 6—Intra-in- 
dustry feuds in the auto parts and 
food industries captured the lion’s 
share of attention as a Senate ju- 
diciary subcommittee wound up 
eight days of hearings that sought 
to determine whether existing 
anti-trust laws are holding the line 
against monopoly. 
| Auto parts manufacturers told 
jthe anti-monopoly subcommittee 
that the Federal Trade Commission 
has failed to curb the influence of 
the “big three” auto manufactur- 
ers over the parts business. Harold 
Halfpenny, counsel for the Nation- 
al Standard Parts Assn., said the 
manufacturers have extended their 
power into the repair parts busi- 
ness through intensive advertising 
urging car owners to use only 
“genuine” replacement  parts— 
handled through their franchised 
dealers. 


Mr. Halfpenny said auto indus- 


Laws Don't Protect Independent Businesses, 
Grocery, Auto Parts Men Tell Senate Group 


Advertising Aye, September 12, 1955 


try advertising tended to keep in- | 
dependent parts manufacturers © 
from winning a large share of the 
replacement parts market. He con- 
tended “genuine parts” advertis- 
ing is misleading, because in many 
instances the independents are) 
supplying the parts to the car man- 
ufacturers. 


| 
® Most of the testimony during the | am 
eight-day hearing centered on the | fhe: 


price discrimination provisions of CHARLES D. HEP : 

: ; LER, formerly Detroit 
-Pat a ral | , ¥ 

the Robinson-Patman Act. Several regional manager for U.S. News & 


witnesses, including Jesse Mark- ~F . 
ham, former director of the bureau | World Report, has joined Reader’s 
of economics of the Federal Trade Digest as Detroit office manager. 
Commission, argued that brokerage |The Digest plans opening an office 
and price discrimination provisions shortly in the Fisher Bldg. 

of the R-P Act prevent “integrat- | 


ed” distributors from getting price Federal Trade Commission had is- 


concessions which would help | cued cease and desist orders to pre- 
bring down prices charged to Con- | vent independent parts manufac- 


sumers (AA, Aug. 29). ‘turers from giving favorable prices 
Mr. Halfpenny reported that to buying groups organized by 


‘aes 


= $1,454,366,000 


in retail sales 


Bibi 


unified 
market ! 


small dealers, even though the 
manufacturers felt the buying 
groups relieved them of a portion 
of their selling expense. 

Along the same line, Don R. 
(Grimes, president of Independent 
Grocers Alliance, and Neil Riley, 
of the Assn. of Independent Food 
Dealers of America, reported that 
FTC also has stopped IGA from 
obtaining brokerage on food which 
it purchases through its buying or- 
‘ganization. 

They contended that chains are 
able to circumvent the law by 
owning their own manufacturing 
facilities, and by other devices. 


® On the other hand R. H. Rowe, 
of the U. S. Wholesale Grocers 
Assn., Henry Bison Jr., of the Na- 
tional Assn. of Retail Grocers, and 
‘Watson Rogers, of National Food 
|'Brokers Assn., staunchly opposed 
any modification of the R-P Act. 
_ Mr. Rowe warned that a shift in 
\the price discrimination provisions 
|would “give mass buyers a whip 
hand.” Mr. Bison said changes 
_would lead to price discrimination 
|which would hurt the consumer, in 
‘the long run, by promoting mono- 
poly. 
| Meanwhile, FTC, in a major shift 


When you’re Pune for sales in the Salt Lake Intermountain Market 


of 14 million people, you are aiming at one billion, eight hundred million dollars in 
effective buying income. This four-state area is one big market united and sold by 


two outstanding newspapers—The Salt Lake Tribune and the Deseret News and 


Telegram. You can order both at one low rate. 


+ 
) 


Che Salt Lake Tribune 


(MORNING & SUNDAY) 


\of policy, announced that sellers 
‘can give special consideration to 
“integrated” buyers without vio- 
lating the price discrimination 
provisions of the R-P Act (AA, 
Sept. 5). 

In his last decision before return- 
ing to private practice, Chairman 
Edward F. Howrey held that pre- 
vious procedures, which confined 
functional discounts to companies 
which are on the same level of 
competition, are inadequate in the 
light of modern marketing prac- 
tice. 


® Pointing out that the dynamic 
marketing system has produced 
many companies that perform por- 
tions of the duties of wholesalers 
and portions of the duties of retail- 
ers, he said many new distributors 
do not fit into any definition. Un- 
der his decision, a price will not 
be considered illegal if the seller 
can show that the integrated buyer 
actually performs portions of the 
distribution process which ordin- 
arily fall on the sellers. 

The case before the commission 
involved large discounts which had 
been allowed to three big book 
jobbers by Doubleday & Co. While 
it proclaimed the shift in policy, 
FTC said it was not convinced that 
the big jobbers actually performed 
portions of Doubleday’s distribu- 
tion chore which justified the 
large discounts. An order was is- 


isam ON 


© DESERET NEWS wo 
Salt Lake Telegram (eveninc) 


Kepresented Nationally by: MOLONEY, REGAN & SCHMITT, INC., Metropolitan Sunday Newspapers 


sued to curb the discounts. 


de Gozzaldi Joins ‘Newsweek’ 


Devereux de Gozzaldi, formerly 
with the Kansas City office of 
Bigelow-Sanford Carpet Co., has 
joined the Boston sales staff of 
_Newsweek. 
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is proud to add RC 


Im COMPETITION 
| WHERE “CLAIMS” 
Z DON’T COUNT? 


- CHEVROLET! 


wae rs wHo! 


; Che uD ™ 
In NASCAR* Short Track Division eve?™ on pala 


. Chevrolet's got it! Enough high-powered punch to 
s than any car in in) rum the pants off competitemn — all competition, in 
has brought home more winning points , Cuding most of the so-called “hot” bigh- priced cars’ 
; me don’t count in ¢}, |. ; es leas 
rice lass ngi an d rformance claims ; If you've wen a 55 Chewrodet in action this news 
” - Ei me pe eating *! down 't surprie you. You've witnessed the ewived 
y/ . haven . hipped way it handles. breaking through the pack 
eague. Here you've either got it or you scenes eialintan Meck Cie Ave cine tase teenteiiald. “ai aides dese. dies . a undiemer 
turns. wide-apaved rear springs holding tight the ne SG 
then digging out with a catapult surge of V8 power! in stock car com pet lion 


If you haven't brother, it's something to see. 
Better yet, put a new Chevrolet through your own 
paces. Your dealer has one weiting . Chevrolet 
Division of General Motors, Detroit 2, Michigan 


~~, 
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| to its fast growing list 
| of distinguished national advertisers 


Partial list of Sport Advertisers 


*“ALLEN-A UNDERWEAR MACGREGOR CO. &, 
*ASHAWAY LINE CO. “MACGREGOR GOLF CO. %, 
BAUER & BLACK CO. MARLIN CO. 
BRISTOL MYERS *MENNEN 
BROWN & WILLIAMSON MILLER BREWING CO. 
*BURROWS CORP. NATIONAL CARBON 
“CALIFORNIA SPORTSWEAR NOKONA LEATHER GOODS CO. 


who, increasingly, recognize 


*CHEVROLET PENNSYLVANIA ATHLETIC PRODUCTS 

CHICAGO ROLLER SKATES *PETER'S CARTRIDGE SPORT's particular audience of dyna- 
7 * 
y CHV CLUS Stites petnbgenens mic young men at the age of decision 
*COCA-COLA CO. *REMINGTON ARMS CO. 
*COLT’S FIREARMS R. J. REYNOLDS --.- young fans whose vital enthusiasm 
*CONTINENTAL MFG. CO. A. G. SPALDING for sports leaders can be channeled 

GENERAL SHOE *STAR METAL BOAT 
| HAGGAR SLACKS “UNIVERSAL FILM CO. into building product leaders. 
| a 6 ee. ae Remember - a real fan actively indul- 
INTERNATIONAL SHOE U. S. RUBBER CO. : 

| *s. C. JOHNSON *WESTERN CARTRIDGE 4 ges his enthusiasm ... and SPORT 


*LYMAN GUNSIGHT WILSON SPORTING GOODS CO. 


readers’ median family income of 
“WINCHESTER 


over $5900 makes them readily able 
to do so! 


2 ~— y THE MAGAZINE FOR THE SPORTS ENTHUSIAST 
} ET A MAC FADDEN PUBLICATION 


‘| “New Advertiser NEW YORK - CHICAGO - DETROIT - SAN FRANCISCO 
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Marie does it 


‘ 
9 FASTER... 


complete mailings, multl- 
graphing, mimeograph- 
ing, addressing, fill-in on 
multigraphed letters, 
planographing. 

Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 

uick service and fast delivery 
ALL WAbash 2-8655. 


Leller Ship +. 
431 S. Dearborn Street, Chicago 5, ui.) 


‘Aggressive Advertising’ Zooms Aluminum 


Mi1aMI, Sept. 7—In 1949, Charles 
Silvers used $20,000 to start turn- 
ing out aluminum and glass jalou- 
sie windows in a “manufacturing 
plant” of some 5,000 rented square 
feet in the rear of a laundry here. 
He had six employes. Sales the 
first year amounted to $300,000. 

Today, Adams Engineering Co. 
has three factories—two in Miami, 
Jone in Hackensack. One of the 
‘Miami plants encompasses 240,000 


y TRACTORES 


@ THE FARM TRADE 
@ OVER 24,000 AUDITED COVERAGE 
Write for Market & Media File 


ThlaM aa Tktise The FARM MAGAZINE for 


@ COVERS LARGE ACREAGE RANCHERS, 
@ GOVERNMENT AGRICULTURAL OFFICIALS 


IMPLEMENT & TRACTOR INTERNATIONAL CORP. 
OFFICES: NEW YORK + CHICAGO + CLEVELAND + KANSAS CITY * LOS ANGELES 


LATIN AMERICA! 


PLANTERS, COMMERCIAL FARMERS 


GRAPHIC ARTS BLDG. 
KANSAS CITY 5, MO. 


Furniture Maker's Sales 300% in a Year 


sq. ft. The employes roster has 
grown to 500 names. In 1954 the 
company’s business amounted to 
$5,000,000. 

About two 
years ago, Mr. 
Silvers thought 
he saw a profit- 
able future in 
aluminum sum- 
mer furniture, so 
» he added a fur- 
» niture line to sup- 
plement the win- 
dows. Last year 
the company’s 
furniture receipts 
came to $1,000,- 
000. This year the total is expected 
to reach almost $4,000,000. 


oe 
® When he moved into summer 


furniture, known as the ABC line, 
Mr. Silvers earmarked a total of 


Charles Silvers 


Advertising Age, September 12, 1955 
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MOST AMAZING STORY—This ad in Retailing Daily was used by Adams 
Engineering to tell “the year’s most amazing furniture sales story” 


in which sales “skyrocketed” 


$12,000 to be used on direct mail 
and business publication advertis- 
ing. One of his mailings, incident- 
ally, brought a 7.5% cash order 


Things are really humming in Seattle! Industries and 
businesses are breaking all production, sales and employment 


records. This activity is good news to advertisers who want 
to sell their products and services in the Seattle market. 


ADVERTISERS FIND THAT FREQUENT, HEAVY 
SCHEDULES IN THE SEATTLE TIMES PAY OFF! 


ACT NOW FOR FALL. 


Circulation, Advertising Leadership: Readers and advertisers 


alike continue to demonstrate their confidence in The Seattle 
Times—as proved by these media records and ABC figures: 


During the first six months of 1955, The Seattle Times linage 
gain over the same period in 1954 was 1,850,683 lines. The second 
newspaper’s gain was only 654,252 lines. The Seattle Times 
dominated the daily newspaper advertising field with 60% of 

the linage offered. In daily circulation, The Seattle Times 

this year leads the second newspaper by 25,028 compared 


with 16,140 a year ago. 


Steel 
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The Seattle Gim 


SEATTLE’S ACCEPTED NEWSPAPER 


Represented by O'Mara & Ormsbee, Inc. 


New York « Detroit « Chicago « Los Angeles « San Francisco 
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300% over the previous year. 


|response. Last year, he spent $25,- 
/000 on promoticn, and in 1955 the 
company is spending $60,000 to 
boost its furniture. 

Mr. Silvers’ system is to use the 
institutional approach in off-sea- 
son furniture advertising. He talks 
about engineering advances and 
behind-the-scenes product devel- 
opments. 

“This way we help promote con- 
sumer confidence in the product 
and the manufacturer, and we con- 
tribute to the progress of the 
industry,” he says. 

When the season looms, Mr. 
‘Silvers begins selling with a direct 
|mail piece scheduled to arrive just 
‘before the start of the annual trade 
shows. Then he follows up with 
full pages in business publications 
about a week before show time. 
This is followed by additional 
mailings and small-space ads until 
the next show gets under way. 


® Most company ads clarion di- 
rect benefits. One ad last season 
talked about “15% freight savings 
... up to80% more inventory space 
... cheaper consumer delivery and 
increased take-home sales.” 

Adams Engineering provides its 
3,000 furniture accounts with a 
merchandising package that in- 
cludes newspaper mats, photos, 
statement stuffers, banners and a 
new display gimmick called a 
sheath. This is made of polyethy- 
lene and is slipped over a chair 
back. Color imprinting delivers a 
selling message. 

Sales theme for a_ five-piece 
furniture set this past season was, 
“Now you can outfit your entire 
lawn for only $39.95.” The set in- 
cluded a four-position chaise 
lounge, two folding chairs and two 
cocktail “stack” tables—all alu- 
minum and the first complete set to 
be packed in one carton. 


® Mr. Silvers, who says product 
and packaging improvements and 
aggressive advertising point the 
way to success, recalls the impact 
of his one-per-carton line to alu- 
minum-plastic web furniture. A 
spread in Retailing Daily and other 
publications underscored the 
freight savings and inventory space 
savings of such pre-packed items. 

Some months later Mr. Silvers 
took another spread in Retailing 
Daily to tell “the year’s most 
amazing furniture sales story.” He 
said ABC sales skyrocketed 300% 
over the previous year, boosted 
the company’s production to 5,000 
chairs a day, and placed his fac- 
tories on 24-hour schedules. 

The ad also itemized how the 
Silvers company spent $2,000,000 
on new production facilities and 
equipment to meet the demands, 
and indicated that Adams Engi- 
neering is “the world’s largest 
aluminum furniture producer.” 


Esquire Sock Names Agency 

Esquire Sock division of Chester 
Roth Co., New York, has appointed 
Daniel & Charles, New York, to 
handle its advertising, succeeding 
Ross Roy Inc. 
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In ‘56 Magazines 


Will Raise Rates, 
Profits: Bernhard 


for major magazines between 5% 
and 7% beginning in January, 
1956, Arnold Bernhard & Co., in- 
vestment adviser, notes in its cur- 
rent issue of “The Value Line,” an 


investment survey. 

“Together with small gains in | 
linage sales,”’ the survey says, “the 
higher rates should generate mag- | 
azine revenues totaling $745,000,- 
000 in 1956—more than 6% above 
the indicated volume for the cur- 
rent year. 

“The gain in revenues,” the re-| 
port says, “should permit printing | 
and publishing companies to widen 
their profit margins and report 
higher earnings next year. 

“However,” it cautions, “because 
wage and material cost increases 
have been far more frequent in 
number and larger in size than 
rate increases in the past decade, 
profits of most companies in this 
group will still remain below the 
1946-47 peaks.” 

The report notes that two con- 
cepts of major importance—pay 
television and the federal govern- 
ment’s anti-trust suit against the 
publishers associations—are cur- 
rently among the main topics of 
discussion in the advertising busi- 
ness. 


s “If pay television proves work- 
able,” the report says, “‘then adver- 
tisers would either have to shift a 
part of their advertising budget 
(assuming that only several chan- 
nels were on a subscription basis) 
to other media or pay far higher 
rates for available tv time. At the 
point where the cost of tv ads out- 
weighs the business generated by 
them, advertisers would seek other 
media (particularly magazines). 
If pay tv is not practical, commer- 
cial tv will continue to increase its 
share of the advertising dollar.” 

Commenting on the government’s 
suit against publishers and adver- 
tising agencies, the report points 
out that if the government should 
win its suit on all counts, the 15% 
agency commission would be de- 
clared illegal. Advertisers could 
then place their advertising direct- 
ly, it says. 

“While many small advertisers 
would continue to use agencies,” 
the report says, “many larger ones 
would probably place their own 
advertising and get 15% more ad- 
vertising space for the same adver- 
tising dollar. In this event—to the 
extent that advertisers preferred 
to by-pass the agencies—publish- 
ers’ advertising revenues would 
increase by 15%.” 


® However, it notes, because the 
burden of soliciting business would 


then fall on the publisher, rather | 
than the advertising agency, the | 


increased volume would probably 
be almost fully offset by the costs 
of finding business. 

“Because any outcome of this 
probably lengthy suit will prob- 
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lably not affect publishing opera- | these trends will persist,” the re- 


tions for some time,” the report | 
says, “our sales, earnings and div- 
idends projections make no al- 
lowance for it.” 

The report notes that magazine 
advertising revenues have been in 
a generally upward trend for the 


past two decades, but that since|s8 
/1946 magazine revenues as a per- 

New York, Sept. 6—Most pub-| 
lishers will raise their space rates 


centage of total advertising have 
shown a steadily downward trend. 
“On the assumption that both of 


port says, “we project magazine 
advertising revenues in the hypo- 
thesized 1958-60 period to an aver- 
age $800,000,000 (7.7% of total ad 
outlays). This would be 14% above 
the current figure. 


“The increase in ad volume,” it 
Says, “as opposed to circulation 
revenues, which usually cover the 
largest part of costs, would be ex- 
pected to result in wider margins, 
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Advertising Age, September 12, 1955 


so that earnings would rise faster |azine ad revenues, it says, climbed 


than saies.” 

The report points out that the 
advertising business is enjoying its 
busiest year on record and predicts 
that by the end of the year volume 
should reach at least $8.7 billion, 
compared with $8.16 billion in ’54. 

Most of the gains in the first 
six months, it notes, were derived 
from a 32% increase in network tv 
advertising and a 15% advance in| 
newspaper space sales. Total mag- 


only 4%. 

“For the full year,” the report 
says, “we estimate total magazine 
ad revenues will approximate 


'$700,000,000—5 % above last year.” 


Commenting on individual pub- 
lishing groups, the report says: 


e “Conde Nast continues to plod 
along in umspectacular fashion. 
Second quarter sales of $4,890,000 
were minutely above volume of 
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The Negro population of the City of Memphis 
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the year earlier. The usual season- 
al deficit was reduced slightly, but 
earnings for the half were below 
54 because the first quarter com- 
parison has been unfavorable. A 
somewhat better performance in 
the second half is expected. 


e “Crowell-Collier,” the report 
says, “is on the threshold of a prof- 
itable future. After a seven-year 
downward trend in earnings, which 
culminated in huge deficits in ’53- 


54, the company was in the black 
for the first half of ’55. For the full 
year, we estimate earnings will 
reach 50¢ a share on sales of $67,- 
000,000.” It predicts °56 sales of 
$69,000,000. 


e “Esquire Inc.,” the report says, 
“has arrested its downward trend 
of earnings. For fiscal ’54 (ended 
March 31, 55) the company re- 
ported earnings of 33¢ a share on 
,sales of $14,900,000. The improve- 


ment in earnings is especially note- 
worthy because it was achieved 
despite a 5% decline in sales. For 
all of fiscal °55 we estimate sales/e 
will reach $16,500,000. 


e “McCall Corp. turned in a good 
second quarter report. Sales of) 
$12,700,000 were 14% above the ’54 
quarter. For 1956 we project earn- 
ings to $2.45 a share on sales of 
$55,000,000. If the company should | 
divest itself of Better Living,” it | 


Says, “earnings would probably~go| 7 
even higher. 


“McGraw-Hill Publishing Co.’s| 
second quarter earnings of $1.17 a) 


share, down 15% from the ’54 fig-| a 


ure,” the report says, “was at-| 


than lower volume. A new maga- | 

zine, Petroleum Week, 

made its debut. Control Engineer- 

ing was started last September. 
“Start-up expenses in connection 


...In Black 


Of all white occupied dwelling units in 
the city of Memphis, the home delivered 
circulation of the daily Commercial 
Appeal reaches 91.7% .. . the Memphis 
Press-Scimitar, 81.5%. 


To sell the 
White Market, 


Two Dailies-and the South’s Greatest Sunday Newspaper 


OMMERCIAL A s” MEMPHIS Bess Soom. 


SCRIPPS-HOWARD NEWSPAPERS ~ 


‘tributable to higher costs rather. 


recently |, 


i ? FUN! he Fat I Wan You iscsi Yow re 


je 


At hihoted ‘. 


LIPSTICK CHARM BRACELET—Five min- 
iature lipsticks, each a different 
shade, dangle from each charm 
bracelet in this new novelty dis- 
play by Northam Warren Corp., 
Stamford, Conn. 


with both these magazines were 
probably prime contributors to the 
lower earnings for the first half. 
For all of 1955,” the report says, 
“we estimate earnings of $6.25 a 
share on sales of $72,000,000. Next 
year, we tentatively estimate sales 
of $74,000,000 and earnings of 
$6.50 a share. 


e “Time Inc.’s sales,” the report 
says, “continue to grow amazingly 
fast relative to the industry as a 
whole. For the first half of 55, dol- 
lar volume of $96,900,000 was 9.6% 
ahead of last year. Ad revenues 
rose only about 6%, however, 
compared to a 7% gain in total 
weekly magazine advertising rev- 
enues. The rest of the increase 
stems partially from higher cir- 
culation sales, but mainly from 
the inclusion of the radio and tv 
broadcasting subsidiary acquired 
July 1, 54. Prospects for 1956 indi- 
cate another healthy rise in sales. 
We project sales to $210,000,000 
and earnings of $5.50 a share.” 


New Book Analyzes 
Copyright Pact 


New York, Sept. 6—On Sept. 16, 
the effective date of the new Uni- 
versal Copyright Convention, a 
600-page analysis of it will appear, 
edited by Theodore R. Kupferman 
and Mathew Foner. 

Published by Federal Legal Pub- 
lications Inc. ($12.50), the book is 
an expansion of lectures sponsored 
last fall by the Federal Bar Assn. 
of New York, New Jersey & 
Connecticut. The title: “Universal 
Copyright Convention Analyzed.” 


® Included in the book are section- 
by-section studies of the new con- 
vention, discussions of its effects 
on existing copyright treaties and 
interpretations of amendments 
which were made in domestic 
copyright laws in order to make 
them conform to the convention. 
A large number of pertinent 
documents are included, among 
them the reports of the meetings 
which led to the adoption of the 
convention three years ago at a 
UNESCO session in Geneva. 


MCA-TV Appoints Long 

Hank Long, a v.p. of MCA-TYV, 
has been named sales manager of 
the film syndication company’s re- 
gional sales office in Cleveland. At 
the same time, Robert Greenberg, 
v.p. in charge of western station 
sales for MCA-TV, takes over Mr. 
Long’s former duties as western 
sales manager. 


Detroit Brass Names Lando 
Lando Advertising Agency, 
Pittsburgh, has been named to 
handle advertising for Detroit 
Brass & Malleable Co., maker of 
pipe fittings and valves. Trade and 
direct mail campaigns are planned. 


Ay : ’ J ¢ i y } 5 e : 'r 4 é ” ; Bie i - / aS : r Te h ; 4 ‘ees pg “ 
2 > ~ : n: 
2) 
Wl 81 
A ee 
| i’... . 
< , —_ 7 7 
| ee Ag’ ¥ ; > 4 
Sei . ¢ ee : t : 2 
; \) | ‘i =. | ; 
. Hy ANA 
| | rrr 
| Ma Va 
t aa 
yf 4." Hi ; AR 
| UR at See TP 
73 : | . 
PI n ae ¥ Sn we, . sn aa 
Pa | 
¢ r | 
W | 
& | 
* y 
| | 
' 
| | 
3 | 
| | 
| | 
| i 
; , | 
i: | | 
a | 
ee | 
tnt Pie inca tose 
t! sp sag A ae Ses i 
f are i ea by 
{ plese a 
| at em 
) ae Tae 
{ z © x a % 
¥ 2 te : 
é ue He 2 s 
> i ss ef | 
{ sey wig i 
: | = aie 
} 8 is 
: 3 3 = eS. 
ca =a | 
ate a # . — | 
mf ye | 
CAPS | 
: | 
' 
| ee 
| 
| 
| THE q 
: . a i Vea) ae ae ool aS a ais i — pe ge abe shell 
bes : “ . 
| 
SAR = ae eS as ME eg i Pik TR er. ete nS yar SOT ee eS ge ee cr ee a se sig aa ee a if wititets 3-8 Aree eres 7 ; Sere alee zi i - : re Sf ie ag me : ee z xe Bo a Ped ¥ (ai . ogee “aes chit ‘ Se “ d-. ek 4 By Soe, Ss o ye eo . 
Fe gos gs OR a aR MIR (ey Joe a Rg re Sea eee ene Ries cre SRNR ERS ECR 8 1 CREAR Se Gee fr sae 
Peas Ae NSE AES WAC Pee 2 eh Rene Peo oat FP Reman rae irae rae x Uggs Seige Lo, Me Le Mags Re eRe RAN AR EET ONS a. as Fe Sian eee Suk ey ty Rt rape pamentiys tL rg aA A a ae A IRON. ee ary a ear LE oie a bah wy © 
oan ee ee leery on? C wal = Beit Ske Oh. at ne eg EE a pe FS Pe ad. Bee RN tre Ge Gt ee ee ee oe see Pe ap Septae otek eee: S- an 3 ae Maree? 20h, See me A es Sot at ae aes 2 as sae ew ep Crete fs tangs ee 7 aid 


82 


Big Ad Splash 
Set for Tiny 
GE Flashbulb 


CLEVELAND, Sept. 6—The adver- 
tising shutter is cocked for a big 
flash from tiny GE picture bulbs. 

The General Electric lamp de- 
partment’s promotion for its new 
peanut-size Power Mite 2 will be| 
“the most concentrated flashbulb 
campaign” ever sponsored by the) 


Weightman Names Rende 

Ralph Rende, formerly with 
Welch Grape Juice Co., Westfield, 
N. Y., will join the merchandising 
staff of Weightman Inc., Philadel- 
\phia, Oct. 3. He will direct in- 
store operations for some of the 
agency’s grocery clients. 


Little Moves to New Office 

Little & Co., Los Angeles, has 
moved to larger offices at 3719 
Wilshire Blvd. 


'New Box Is Given 
Credit for Jump in 
Sales of Marlboros 


CuHIcaco, Sept. 7—Filter tip 
Marlboro cigarets have jumped 
from 1/10 of 1% of the market a 
year ago to 3% this year, as a result 
of a new folding box, according to 
A. E. Murphy, executive director 
of the Folding Paper Box Assn. 


if 
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Mr. Murphy told a local meeting 
of the association here last week 
that non-filtered Marlboros had 
been selling at the rate of 250,000,- 
000 annually last January. 

“Sales are now at 12 billion per 
year,” he said. “It’s a happy com- 
bination of a filter tip cigaret and 
a good package—a new type fold- 
ing box,” he added. 

Since the success of the box, he 
said, the association has received 
inquiries from candy and cookie 


manufacturers interested in using 
a similar carton for their products. 


Appian Way, Agency Part 

Rhoades & Davis, San Francisco, 
has resigned the account of Appian 
Way Pizza Pie, San Jose. The 
agency will continue until a suc- 
cessor has been appointed by Herb 
Smith, who was recently named 
general sales manager of the par- 
ent company, Food Specialties Inc., 
Worcester, Mass. 


company. 


Popping in front of camera bugs’ | 
eyes will be four consecutive full | 


pages in the Oct. 10 issue of Life. 
Two-page spreads will appear in| 
Life Nov. 7 and Dec. 12. / 

Full-page ads will flash in about | 
30 newspapers in major markets| 
on Oct. 9. Three-fifth page fol- 
low-ups are scheduled for Nov. 13 
and Dec. 11, with another full page 


on Dec. 18. | 


ws Persuading more camera fans 
to do flash pictures, and winning 
both new and old hobbyists to 
handy, lower-cost Power Mite) 
bulbs, are goals of the copy pre- 
pared by Batten, Barton, Durstine 
& Osborn. Much of the text is cut- 
line style, wrapped around cam- 
era bug, how-to-do-it and testi- 
monial art. It says the “world’s 
tiniest flash bulb” gets results as| 
good, or better, than bigger bulbs 
—costs 9¢ instead of 12¢. 

The bulb is “one-fourth the size 
of midget bulbs, costs 3¢ less.” 

Emphasizing the convenience 
along with quality, headlines point | 
out that two of the 12-bulb packs | 
of Power Mites fit into the pocket 
or purse, that they get sure-fire 
results in b&w or color for pro or 
amateur alike, and that, because 
they are inexpensive and easy to 
use, new GE Power Mite bulbs are 
“making flash photos everyone’s 
hobby.” 


ws Three television programs are | 
also on the schedule. On Dec. 4, | 
“GE Theater,” carried by 144 CBS | 
stations, will toast the silver an-| 
niversary of GE’s introduction of | 
the photoflash bulb in 1930, and | 
will feature GE’s latest. 

On “Medic,” co-sponsored by GE | 
over 83 NBC stations, commercials | 
for Power Mite will reach audi- | 
ences Oct. 31 and Dec. 19, which 
GE considers the peak of the| 
flash-picture season. 


Westinghouse Elects Cresap 
Exec. V.P. and Chief Officer 


Mark W. Cresap Jr., v.p. and 
assistant to the president of West- | 
inghouse Electric Corp. since 1951, | 
has been named exec. yv.p. and| 
deputy chief executive officer. He 
was also elected to the board of di- 
rectors and to the executive com- | 
mittee. At the same time Westing- | 
house elected Gwilym A. Price, 
president since 1946, chairman and 
president of the company. Mr. 
Price also continues as chief exec- 
utive officer, a responsibility he 
carried during his term as presi- 
dent. The board chairmanship at 
Westinghouse has not been filled 
since 1951. 

Also elected officers of the cor- | 
poration were Latham E. Osborne, 
formerly exec. v.p., who becomes 
vice-chairman of the board, and 
John K. Hodnette, previously v.p. 
of the company’s apparatus prod- 
ucts division, who was named v.p.- 
general manager, responsible for 


D-F-S Names Glunz to Board 


Dexter Glunz, v.p. of Dancer- 


the company’s product groups. | 


Fitzgerald-Sample, and head of! 
creative work in the San Francisco | 


office, has been named a member 


of the agency’s new creative review 


board. 
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American Art Names Reps 

American Art Works Inc., Co- 
shocton, O., manufacturer of metal 
signs and displays, has appointed 
Point-of-Purchase Advertising 
Inc., Pittsburgh, its sales repre- 
sentative in Pittsburgh, western 
Pennsylvania and northeastern 
Ohio. American Art also has 
named George Waite sales repre- 
sentative in northern New Jersey. 
Mr. Waite maintains an office in 
Glen Ridge. 


‘Hostrays’' Added 
to Decanter Line 
for G&4W Products 


Detroit, Sept. 7—Comes the hol- 
iday season this year, you can get 


But only Gooderham & Worts (up 
to this minute, at least) will also 


canters that say gin, rye, bourbon 
fer—plus a 
“hostray” 
decanter bottles. 


Scotch or Canadian—as you pre- 
specially designed 
to hold two or more 


“Operation gold mine,” the G&W | 
boys call the promotion, which will 
feature the “gold mark decanter” 
a handsome decanter from practi-| with no extra cost in connection) 

cally any purveyor of hard liquor. with such brands as G&W Seven|decanter with rye, Scotch, etc., in- 


ad space. 


= The G&W decanters are de- 
signed so that the front label can 
be removed, leaving a permanent 
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>| tered around eight half-page two-which come in three sizes—tc hold 
color pages in Life during the fall|two, three or five decanters. 

and winter, with William Penn, 

another G&W product, also getting 


Promotion kits featuring the 
Life advertising, trade paper and 
newspaper ads, color photos of de- 
canter sets, etc., are being used in 
the trade. A novel feature is the 
use of individual photos of G&W 
district sales managers and of dis- 
tributors’ salesmen, on the covers 


Star, Mill Farm Bourbon and/scribed in gold. They are also de-|of the promotion kits. 
Wight’s Sherbrook Maryland| signed to fit into “hostrays,’ mod-| Simons-Michelson Co., Detroit, 
ern-looking wrought iron trays|is the G&W agency. 


supply you with a choice of de-| Straight Rye. Advertising is cen- 
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OFFICIAL FILMS, INC, Dept. A 


Gentlemen: 
television series, “The Adventures of The Scarlet Pimpernel.” 


| om interested in further details of your latest 


have your representative call on me. 


C0 Please mail me full details. 


‘Automation’ Names Two 


A. Jay Davis has been appointed 
ja sales representative of Automa- 
|tion, working from the New York 
loffice covering New England and 
jadjacent areas. Automation also 
jhas appointed Raymond A. Gross 
ja representative in the Chicago 
|office. Mr. Gross will cover north- 
lern Illinois, Wisconsin, Minnesota 
and Iowa. 


You Get Far More 
Than Metropolitan 


DECATUR, illinois 
When You Buy... 


THE 


IHERALD 


AND 


REVIEW 


100%" a 


| | DECATUR METROPOLITAN AREA 


@ Population: 108,800 

@ Retail Sales: $140,338,000 

@ Food Sales: $ 30,397,000 

@ AutoSales: $ 30,155,000 
62.1%" family 
[Wael /0 coverage 


| DECATUR OFFICIAL 
|RAND McNALLY 10-COUNTY 
| TRADING AREA 


| In 1954, Rand McNally re-evaluated 
the Decatur Trading Area, raising it 
|from a six-county to a ten-county 
_ market. 


| @ Population: 284,600 

@ Retail Sales: $308,747,000 

| @ Food Sales: 65,092,000 

| @ Auto Sales: $ 71,265,000 

49.49%" fan 
coverage 


TOTAL HERALD AND REVIEW 
15-COUNTY MARKET 


@ Population: 408,300 
@ Retail Sales: $434,980,000 
@ Food Sales: $ 93,008,000 
@ Auto Sales: $ 99.801,000 
*S.M. Annvel 1955 
ABC Sept. 30, 1954 


Write for “The vm Story”. 
See the spectacular expansion of 
‘The Boom City of Illinois 


DECATUR 


Herald ana Review 


STATE 


A Lindsay - Schaub Newspaper 


e 
Member illineis Celer Comic Group 
Jann & Kelley, Inc. Nofl. Reps. 
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é 
Coming 
wD 
Conventions 
Sept. 10-14. Screen Process Printing 
Assn., International, 7th world conven- 


tion, Ambassador Hotel, Atlantic City. 

Sept. 11-13. Advertising Federation of 
America, 7th District convention, Bir- 
mingham, Ala. 

Sept. 11-13. Pennsylvania 
Publishers’ Assn., classified clinic, 
coming Hotel, Williamsport. 

Sept. 12-14. Direct Mail Advertising 
Assn., 38th annual convention, Morrison 
Hotel, Chicago. 

Sept. 14-16. Life Insurance Advertisers 
Assn., annual convention, Essex House, 
New York. 

Sept. 18-19. Midwest Newspaper Adver- 
tising Executives Assn., 74th semi-annual 
meeting, President Hotel, Kansas City, Mo. 

Sept. 29-Oct. 1. Advertising Federation 
of America, 10th District convention, Bilt- 
more Hotel, Oklahoma City, Okla. 

Oct. 2-5. American Assn. of Advertising 
Agencies, Pacific region annual meeting, 
Hotel Del Coronado, San Diego. 

Oct. 3-5. Southern Newspaper Publishers 
Assn., 52nd annual convention, Arlington 
Hotel, Hot Springs, Ark. 

Oct. 5-7. Newspaper Advertising Man- 
agers Assn. of Eastern Canada, annual 
convention, Hotel Sheraton-Mount Royal, 
Montreal. 

Oct. 6-8. Pennsylvania Newspaper Pub- 
lishers’ Assn., 3lst annual convention, 
Roosevelt Hotel, Pittsburgh. 


Oct. 17-8. Advertising Federation of 
America, 3rd District convention, Sedge- 
field Inn, Greensboro, N.C. 

Oct. 7-9. National Advertising Agency 
Network, eastern regional meeting, At- 
lantic City. 

Oct. 13-14. American Assn. of Adver- 
tising Agencies, central region, annual 
convention, Conrad Hilton Hotel, Chicago. 

Oct. 14-16. Midwest Intercity Conference 
of Women’s Advertising Clubs, Cleveland. 

Oct. 17-18. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 17-18. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 

Oct. 17-19. American Assn. of Advertis- 
ing Agencies, annual eastern conference, 
Hotel Roosevelt, New York. 

Oct. 17-19. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Assn., 
Chicago. 

Oct. 20-21. Audit Bureau of Circulations, 
4ist annual meeting, Drake Hotel, Chicago. 

Oct. 24. American Assn. of Advertising 
Agencies, east central region meeting, Ho- 
tel Statler, Detroit. 

Oct. 31-Nov. 2. Assn. of National Ad- 
vertisers, annual meeting, Hotel Plaza, 
New York. 

Nov. 6-8. National Newspaper Promo- 
tion Assn., regional meeting, St. Paul Ho- 
tel, St. Paul, Minn. 

Nov. 8-10. Fourth Canadian national 
packaging exposition and conference, Au- 
tomotive Bidg., Canadian National Exhi- 
bition Grounds, Toronto. 

Nov. 14-16. Advertising Essentials Show, 
sponsored by Advertising Trades Institute, 
Biltmore Hotel, New York. 

Nov. 14-16. Public Relations Society of 
America, annual national conference, Am- 
bassador Hotel, Los Angeles. 

Dec, 2-3. Midwestern Advertising Agen- 
cy Network, last quarterly meeeting and 
account executive workshop, Drake Ho- 
tel, Chicago. 

Dec. 4-7. Outdoor Advertising Assn. of 
America, 58th annual convention, Hotel 
Sherman, Chicago. 


Du Pont of Canada 
Sets Nationwide TV 
Show to Push Nylon 


MONTREAL, QUE., Sept. 6—Du 
Pont of Canada will be the first 
Canadian primary textile producer 
to use television for promoting its 
customers’ products. Starting Oct. 
23, it will sponsor the half-hour 
film comedy, “Father Knows Best,” 
coast to coast every second week, 
alternating with Players cigarets. 

Three commercials per show, 
handled by Vickers & Benson, will 
feature such nylon products as 
clothing and furnishings for con- 
sumer use. These end products of 
Du Pont’s nylon will be chosen 
for design and workmanship from 
those having national distribution. 

Du Pont manufactures nylon 
chemicals at Maitland, Ont., and 
has a spinning plant at Kingston. 

Tv advertising will be supple- 
mented by “nylon” tags on fea- 
tured products and other point of | 
sale aids. The campaign, to run for 
one year, is limited to nylon and, 
according to President Herbert | 
H. Lank, is intended to improve Du 
Pont’s position in competing with 
other Canadian textiles and low. 
cost imports. 


Newspaper 
Ly- 


Committee to Set 


Theme for 1956 
Advertising Week 


New Yorx, Sept. 7—Members of 
the Advertising Federation of 
America’s newly appointed com- 
mittee for National Advertising 
Week will hold their first meeting 
in the Advertising Club of New 
York, Sept. 23, to set the theme for 


the annual observance. 

The fourth annual nationwide 
observance of the week, which 
originated with the Advertising 
Assn. of the West and is now joint- 
ly sponsored by that group, the 
Advertising Federation of Ameri- 
ca and the U. S. Chamber of Com- 
merce, will be held Feb. 19-25. 

Robert W. Sarnoff, executive 
Vp. of National Broadcasting Co., 
will serve as chairman of the AFA 
committee, and Foote, Cone & 


Advertising Age, September 12, 1955 


Belding will again serve as the 
AFA’s task force agency in pre- 
paring material for the observa- 
tion. 


Kerker Peterson Names Two 
Thomas W. Donovan and Robert 
F. Hesdorfer have been appointed 
art directors of Kerker Peterson 
Hixon Hayes, Minneapolis. Mr. 
Donovan, formerly with Brown & 
Bigelow, St. Paul advertising spe- 
cialties company, joined the agency 


in 1953. Mr. Hesdorfer joined 
Kerker Peterson in February, 1955. 


Nash Names McCulloch 

The Nash Motors division of 
American Motors Corp., Detroit, 
has appointed Ronald McCulloch 
assistant sales promotion manag- 
er. Mr. McCulloch, who has been 
sales promotion manager of Nash 
Motors’ Philadelphia zone, now 
will handle development of dealer 
merchandising programs. 


VOGUEs 
more-than- 
a-million- 
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‘Brands You Know’ Promotion 
Planned for October 

Jack Hecht, president of Western 
Empire Direct Advertising Co., 
San Francisco, has announced that 
another Brands You Know cooper- 
ative group couponing plan for 
grocery and drug store products 
will be conducted during October. 
The forthcoming promotion, now 
in its fifth year, will cover some 
28 metropolitan markets from coast 


Coupons of participating manu- 
facturers can reach the complete 
list of families selected, more than 
12,000,000, according to Mr. Hecht, 
or may be directed to a single mar- 
ket or group of markets. 


Bloch Names Sterling 

Stanley H. Bloch Inc., New York, 
cotton and rayon convertor, has 
appointed Sterling Advertising 
Agency, New York, to handle its 


State St. Store 
Loves Everybody— 


Competitors Too 


Cuicaco, Sept. 6—Ever have that 
benign feeling of being mad at ab- 
solutely nobody—including the 
competition? 

Several such surges of sentiment 
have been sweeping over Maurice 


merchant, lately. So it has been! 
taking deep two-colunan editorial 


ads in the city’s mewspapers to 


share its joy with the citizenry. | 

True, the first in the current 
series of “reports” was written 
“with a heavy and a sorrow-laden 
heart”—it told about that “sicken- 
ing fire” that hit the State St. store | 
six weeks ago. But last Friday the | 
reports turned “joyous” as Roths- 
child & Co. told about adding Klee 
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ENJOY LIFE—This 336-line newspa- 
paper ad is part of an expanded 
national campaign undertaken by 
Elhi Laboratories, Canton, IIl., 
through Jackson, Haerr, Peterson 
& Hall, Peoria, Ill. (AA, Sept. 5). 
The company markets Hunger tab- 
lets, Sweet Drops sugar supplement 
and Hadapain tablets through 
drug outlets. 


SEPTEMBER 1 


How Vogue's 
Editors 


See the New 


Paris ‘6 


its Chicago and Twin Cities chain. 


a And then Saturday’s story was 
—but let Rothschild tell it: 

“Today’s story is about the store 
at Cicero, Milwaukee and Irving 
Park Blvd., probably one of the 
busiest spots in all Chicago. It’s 
more than a busy corner...it’s a 
bustling, buzzing corner with all 
the verve and activity of one of the 
world’s busiest spots. 

“Our new Klee Bros. store stands 
as the real pivot of this triple 
corner and looks in the friendliest 
way at the huge Sears store... the 
Sears store that is generally rec- 
ognized and conceded to be the 
very largest of their famous chain, 
a chain that figures its business in 
billions instead of millions. 


Collections 
—————— Dior’s New Line: 
Bulk Against Slimness 


First time an American fashion magazine 
has shown, in the first Paris report, —— 
a cover from the collections. 


American 
Collections 


ws “And Sears’ big store isn’t alone 
by any means. Woolworth’s sign 
stands big and red over one of 
their biggest stores, and then to 
make us feel more at home, we 
ne find two more of our State St. 
8 neighbors. 
oe “First, O’Connor & Goldberg 
with one of their fabulous shoe 
salons with their equally famous 
shoes, and then there is our good 
friend George Benson of the Ben- 
son & Rixon store that we respect 
as good and friendly competitors. 
Besides all these fine stores is 
the substantial Northwestern Bank, 
run so soundly by Wilfred Hart- 
man, a bank that is helpful and 
useful to the entire community. 

“Yes, this corner of Cicero, Mil- 
waukee and Irving Park Blvd. has 
many, many big names and many, 
many big businesses and we are 
proud that our name can be with 
them.” 

Tune in tomorrow and hear 
about all the wondrous competitors 
at Belmont, Lincoln and Ashland 
avenues. 


News 


Fresh Fashions 
in the Shops 


—s 


~~ 


dollar month 


Money makes money. Business is investing more than a million dollars (approximately 


$1,170,000) to advertise in the September 1 and September 15 issues of VOGUE. Weiner, Ohleyer Elects 


43 . : : Weiner, Ohleyer, Reynolds & 
| Actually, the dollar volume of advertising in the September 1 issue of VOGUE is larger than Baker, San Francisco agency, has 


, ‘ : 9 : ‘ ‘incorporated and elected officers. 
| that of any single issue in VOGUE’s entire history. J. J. Weiner, founder of the agen- 


cy, was elected president. Other of- 
ficers are H. R. Ohleyer and Her- 
bert K. Reynolds, v.p.s; North 
Baker, v.p. and secretary, and 
Evelyn J. Thomas, treasurer. 


| VocuE has increased 48 pages (or 19% ) over the entire month of September, 1954. . . 
ind September’s 297 pages of advertising is the largest number of pages VOGUE has carried 
n any September for the past six years. 


Maurice Bowers to Broyles 

“Maurice R. Bowers has been 
named media buyer and research 
consultant of Galen E. Broyles Co., 
Denver and Colorado Springs. Mr. 
Bowers formerly was time and 
space buyer for Lennen & Newell, 
New York. He also has been with 
Geyer, Newell & Ganger Advertis- 
ing Agency, Paris & Peart, and the 
Research Institute of America. 


| Why is VOGUE so successful? Because VOGUE’s success means success for others. 


May we suggest: VOGUE is your magazine, and has the fashion power to move your 
| merchandise successfully, efficiently, profitably through the top retail stores of this country 


o their customers. 


———— 


| , 
VOGUE + A CONDE NAST PUBLICATION + 420 LEXINGTON AVENUE, N. Y. 
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SEC Proposes 
Stricter Rules 
for Proxy Battles 


WASHINGTON, Sept. 7—The Secu- 
rities 
giving the public until 
30 to comment on. stringent new 
regulations which have been 
drafted to limit the publicity of 
the opposing camps in proxy 
fights. 

While holding both sides to rigid 
standards of truthfulness, the com- 
mission seeks to apply its control 
to all statements made during the 
“build up” period as well as the 
actual pericd of proxy solicitation. 

The proposed rules were drafted 
by SEC itself, without consultation 
with outsiders. But public hearings 
will be held after Sept. 30 if 
comments indicate the need for 
such a procedure, SEC says. 

SEC Chairman J. Sinclair Arm- 
strong contends existing rules, 
which date back to the early days 
of the agency, were adequate until 
two years ago. 

“As a result of public relations 
techniques in recent proxy fights,” 
he said, “statements have been 
made, promises broadcast and ac- 
cusations hurled which do not 
meet the tests of fairness and 
truthfulness and which result in 
the persons making the statements 
getting an unfair advantage” (“In 
Washington,” AA, Aug. 29). 


® Under the law, SEC has long re- 
quired all parties in proxy fights 
to submit published statements for 
its review. Recently the commis- 
sion obtained a stay order from a 
federal court to prevent the dis- 
tribution of proxy material which 
had been prepared by the opposi- 


tion group in the Libby, McNeill & 


Libby proxy battle. 

In a speech before the American 
Bar Assn. a week ago, Chairman 
Armstrong said some of the mate- 
rial filed with SEC during recent 
proxy fights—‘particularly mate- 
rial prepared by others than law- 
yers”—has not been submitted in 
good faith and has imposed an un- 
reasonable burden on the commis- 
sion. 

While the commission is demand- 
ing a higher degree of disclosure 
and “truthfulness” by revising its 
rules, he said, it may also decide 
to go to Congress and ask for ad- 
ditional legal procedures to deal 
with individuals and groups who 
submit unacceptable materials. 


® He said statements are not nec- 
essarily adequate merely because 
a skilled analyst will not be misled. 

“Soliciting material would pre- 
sumably not make misleading rep- 
resentations if it were not intended 
that the deception be successful,” 
he observed. 

He said lawyers “by their pro- 
fessional training and high stand- 
ard of ethics” are best qualified to 
detect misleading and unfair state- 
ments and omissions and to repre- 
sent their clients in the prepara- 
tion of proxy materials. 

“Whatever may be the merits of 
public relations and other solicit- 
ing techniques, they should be sub- 
jected to the close scrutiny of the 
bar, which has, in my opinion, 
the ultimate responsibility for the 
client’s compliance with the proxy 
solicitation rules.” 

SEC’s proposed new rules try to 
apply a rigid standard of truthful- 
ness throughout the proxy fight, 
from the time the opposition group 
first lets its intentions be known. 


® Officials privately concede that 
the commission cannot cope with 
unprepared comments, such as 
those that an individual might 


make in reply to a question at a 
press conference. But the new rules 


Exchange Commission is| 
Sept. | 


are aimed at preventing both camps 
from using the public press 
as a means of making statements 
to influence stockholders—state- 
ments which could not be made in 
the proxy material accepted by 
SEC. 

For the first time, the rules spe- 
cifically say SEC’s standards apply 
to all letters, releases, advertise- 
ments, scripts, speeches, addresses 
and reprints—“whether addressed 
directl:’ to security holders or to a 
group of persons or the general 
public’—if these actions “may 
facilitate, influence, aid or obstruct 
the giving or revoking of proxies 
of security holders.” 


® The proposed rules contain a 
special new section dealing with 
the use of preprints. Under this 
rule all quotations must be veri- 
fied, and there must be a disclo- 
sure as to whether the reprint was 
authorized by the original source 
and whether there were any finan- 
cial arrangements between the so- 
liciting group and the source of the 


quotation. 

The proposed rules also contain 
a provision requiring all parties 
in a proxy fight to provide SEC 
with full information about their 
expenditures, including their ex- 
penditures for advertising and 
public relations services. They 
must also disclose all arrangements 
with proxy solicitors, 


the management. 


® The new standard of truthful- 
ness is in addition to the general 
statement now in effect requiring 
full disclosure and truthfulness. 
The new standard specifically pro- 
hibits: 

1. Any statement predicting spe- 
cific future business and financial 
results. 

2. Irrelevant statements which 
confuse or mislead. 

3. Material which directly or in- 
directly impugns character, unless 
factual supporting data is included. 


® 4. Unsupported or unsupporta- 


including | 
the use of company employes by 


Advertising Age, September 12, 1955 


|ble accusations, questions or in- 
nuendos. 

5. Material purporting to be fac- 
tual but not based on facts which 
can be established from data avail- 
able to the commission. 


® In the course of his appearance 
before the bar association, Chair- 
man Armstrong mentioned several 
examples of the kinds of “abuses” 
which trouble the commission. 

As an example of the “misuse of 
statistics” he mentioned an in- 
|stance “in a recent campaign for 
the control of a railroad,” where 
the opposition group tried to illus- 
trate the existing management’s 
lack of ability by means of an in- 
come account which included a 
sinking fund payment as a charge 
against income. 

Turning to disparaging state- 
ments which SEC wants to keep 
out of proxy fights, he cited an in- 
stance where an opposition group 
tried to attack a magazine which 
had published an article favorable 
to management. 


E ae: 
Pe See wometeiimennnietin panera nerentirasaebbaanabininns 


The attack, he said, was made, 
“not on the grounds of an illegal or 
immoral act which the magazine 
had committed, but on the grounds 
that it employed a law firm, one 
of the partners of which has been 
accused, although never convicted, 
of bribery of a federal court.” 


® The “guilt by implication” ap- 
proach, also frowned upon in 
SEC’s new rules, was illustrated 
by rhetorical statements of this 
type, taken from a proxy state- 
ment rejected by the commission: 
“Hasn’t the present management 
milked the company by holding 
onto cash while such cash lost its 
purchasing power, buying power 
and value?” 

“It has been the position of the 
commission,” Chairman Armstrong 
said, “that if an uninformed in- 
vestor could reasonably be de- 
ceived, the manner of the fraud is 
immaterial, whether it takes the 
form of a direct lie, or a half-truth, 
or a question, or an innuendo.” 


advertisers using us SELL: 


@ THINGS YOUR BABY NEEDS 
@ VACATION AND TRAVEL GUIDANCE 


@ THE THINGS YOU EAT 
@ THE CLOTHES YOU WEAR 


@ SMOKING PLEASURE 


@ YOUR AUTOMOBILE 


@ YOUR ENTERTAINMENT AND DIVERSION 

@ DECORATIONS AND LINENS FOR YOUR HOME 
@ CARE AND FEED FOR ANIMALS 

@ HOME WORK-SAVERS: UENSILS, CLEANERS 


@ THE BEVERAGES YOU DRINK 


/ 
@ INSURANCE FOR YOUR FUTURE 


@ AIDS TO YOUR HEALTH 


@ SELF-IMPROVEMENT HELPS 
@ HOME AND GARDEN EQUIPMENT 


“HEARST SUNDAY INDIVIDUAL 


@ IMPROVEMENTS AND UTILITIES FOR YOUR HOME 


@ ARTICLES TO COMPLEMENT YOU AND YOUR CLOTHES 


@ MANY OTHER PRODUCTS AND SERVICES 
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SEC OKs Longer 
‘Epitaphs’ for 


‘Tombstone’ Ads 


WASHINGTON, Sept. 6—The Se- 
curities Exchange Commission has 
eased up on its control over 
the content of so-called “tomb- 
stone” ads used by securities un- 
derwriters to announce forthcom- 
ing offerings. 

Under the commission’s new Rule 
134, advance announcements in 


newspapers and other media will | 


hereafter be permitted to contain 
general descriptions of the offering. 

Since the early days of the se- 
curities act, announcements issued 
before the prospectus has been ap- 
proved by SEC have been known 
as “tombstone” ads, because they 
contained only the name of the 
company and an invitation to write 
for the prospectus. 

The new rule still prevents the 
advance ad from dealing with any 
“selling talk” such as _ potential 


earnings. 

SEC Chairman J. Sinclair Arm- 
strong said the liberalized adver- 
tising rule should be particularly 
helpful to small underwriters and 
dealers throughout the country 
who are not located in the large 
capital markets. 


® Because of the additional infor- 
mation in the advance announce- 
ment, SEC believes investors will 
find it easier to identify new offer- 
ings which may interest them. In 
turn, dealers will receive lists of 
prospective investors who have be- 
come sufficiently interested as a 
result of the advance notice to 
write in for a prospectus. 


Airkem to Atherton & Currier 


Airkem Inc., New York maker 
of chlorophyl odor control prod- 
ucts, has appointed Atherton & 
Currier, New York, to handle its 
advertising and public relations. 
Brooke, Smith, French & Dorrance, 
New York, formerly handled the 
account. 


‘Drug Topics’ Publishes 
Price Reference Book 


The 1956 edition of the Drug 
Topics Red Book, an annual price- 
reference book published by Drug 
Topics, is now being delivered to 
retail druggists, chain drug store 
headquarters, wholesale drug com- 
panies and leading hospital phar- 
macies. 

The book lists latest prices and 
sizes of 13,022 new products and 
22,647 product changes of 5,998 
manufacturers. It also contains up- 
to-date information on subjects re- 
lated to the professional side of the 
drug store, scientific tables, formu- 
las and legal data. The 626-page 
book is available at $9 per copy 
from Drug Topics Red Book, 330 
W. 42nd St., New York. 


d-Con Slates M-O-Lene Drive 

A record $270,000 advertising 
budget, including a saturation of 
one-minute tv spots in 17 states, 
has been allocated by d-Con Co., 
Chicago, for a six-week campaign 


to promote M-O-Lene, new cleaner 
concentrate. Sales of M-O-Lene, 
on the market six months, have 
passed $2,000,000, according to the 
company. 


Cook Publishing to Kreer 
David C. Cook Publishing Co., 
Elgin, Ill., has appointed Kreer Ad- 
vertising, Chicago, to handle its 
advertising and marketing. The 
company publishes non-denomina- 
tional religious periodicals and also 
markets, primarily through mail 
order selling, supplies and mer- 
chandise for the church, Sunday 
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KING-SIZE 


schoo’ .ad home. The company is 
ownea by the David C. Cook Foun- 
dation, a non-profit organization 
dedicated to religious education. 


Davette to Lynch & Hart | 

Davette Products Inc., St. Louis, 
has appointed Lynch & Hart Ad- 
vertising Co., St. Louis, to handle 
its advertising. Davette sells cos- 
tume jewelry and other items by 
direct mail, using national maga- 
zines as major medium. 


EVERYTHING 


advertisers using us GET: 


HIGH reader traffic (Starch) 


COVERAGE of big volume spending 
segments of important markets 


FLEXIBLE Timing fo fit selling plans — 
Use one market, some, or all 


MORE readers per advertising 
dollar (Starch) 


STRONG market by market merchan- 
dising to help their program produce 
top results. 


Since Jan. Ist 123 new accounts have bought space. 


BIG CIRCULATION...BIG READERSHIP...BIG MARKETS 


LIVING 


Los Angeles Examiner 


PICTORIAL 


PICTORIAL 
REVIEW 


Boston Advertiser 
Pittsburgh Sun-Telegraph 
Detroit Times 

San Francisco Examiner 


Baltimore American 
Chicago American 
Milwaukee Sentinel 
Seattle Post-Intelligencer 


PICTORIAL 
T-VIEW 


New York 
Journal-American 


MARKET 


GROUP 


Represented Nationally By 
Hearst Advertising Service 


| in these convenient half-quart cans 


160z.cans 


Youll enjoy 13 more Olympia 


Relasthle Oy mpen quality m4 tond-aew comtaener 
rhere s 0 fall 16 cmon of pure pirnmure And Ang Sue 
we who Sand) mar —Ramdy to shoe to pam to ompoy 


came oF your favorite teem n or shore May Kung Sus 
Try King Suse Thay tory an plrwnace 


# hts the Water’ that makes it good 


OLYMPIA BREWING 


COMPANY. OLYMPIA, WASHINGTON. U6 Ae 


STATE LINE EXPORT—Olympia Brew- 
ing Co., Olympia, Wash., used 
1,000-line newspaper ads in Cali- 
fornia and Oregon dailies, on a 
one-time basis, to announce 16-oz. 
cans for Olympia beer. Washing- 
ton, where Olympia distribution is 
strong, does not now allow a 16- 
ounce can. Botsford, Constantine & 
Gardner, Seattle, is the agency. 


‘Sacramento Bee’ Gets New 
Press, Improves Mailroom 


The Sacramento Bee has started 
installation of its second Scott 
press and expects that it will be 
in use at the beginning of 1956, 
when the press now in oper- 
ation will be remodeled. The new 
press, consisting of six units plus 
a folder, will bring the total num- 
ber to 14 and will bring a one-third 
increase in productive capacity. 

In the Bee’s mailroom, a second 
Signod Parker wire tying machine, 
a third spiral chute down to the 
loading dock and a new wire mesh 
processing conveyor are being in- 
stalled. 


Starch Offers Colleges 
Free Readership Reports 

Daniel Starch & Staff, Mamaro- 
neck, N. Y., is offering to colleges 
throughout the country current 
readership reports for use in ad- 
vertising and marketing courses. 

Reports covering advertising in 
any one of 30 general magazines, 
25 business publications and five 
newspapers are available by ad- 
vance arrangements. Information 
may be obtained by writing Stan 
M. Sargent, Daniel Starch & Staff. 


Kampmann Adds Lambert 

Harold M. Lambert Studios, 
stock photographer with offices in 
Philadelphia, New York, Chicago, 
St. Louis, Boston and Detroit, has 
named Robert S. Kampmann Jr. 
Advertising, Philadelphia, to han- 
dle its advertising. 


"YONNE SAYS:— 


WE WILL TEST 
THE EFFECTIVENESS 
OF rm 


BAYONNE H 


With a simultaneous 10 week Grocery 
Store Inventory .. . write or call for details. 


Note: In the five years we have been mak- 
ing Grocery Store Inventories, we 
have checked many classifications 
«++ your product may be included. 
Ask for reports of the surveys. 


“Bayonne cannot be sold from the outside” 
THE BAYONNE TIMES 
BAYONNE, NEW JERSEY 


Nationally |. -«s BOGNER & MARTIN 
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Grocery chains-43% 
of the people in New York City & suburbs who bought 
in the past month from 10 leading grocery chains 


are News readers- 


The 4,780,000 Daily News readers are your best 
customers, as you will see in the most comprehensive 
market and media study ever made of New York. 

It gives new data on each metropolitan newspaper. 


Profile of the willi 
@ ot the millions 
... based on 10,349 personal interviews in New York & 
suburbs, by W. R. Simmons & Associates Research, Inc. 
Now shown in visual presentation, by appointment only. 


Inquire any New York News office! 
(Copyright 1955 by News Syndicate Co., Inc) @ 
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of the people (15 years and over) in New York City & 
suburbs, who took a vacation in the last twelve months 


are News readers- 


Daily News readers are the largest buyers in the New 
York market of new homes, automobiles, groceries, 
stocks and bonds, women’s dresses, suits, stockings, 
children’s clothes, cigars, liquors and air conditioning 
units. No advertiser can afford to miss the significant 
new data on newspaper readership in the survey 


Profile of the millions 


presented visually by appointment to advertisers 
and agencies. Inquire any New York News office. 


(Copyright 1955 by News Syndicate Co., Inc.) 
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Nail wilidh buyers- 407 


of the women (15 years or older) in New York City & 
suburbs, who used nail polish within the past month 


are News readers- 


... How do we know? Because The News spent more than 
$150,000 on the most significant readership study ever 
made. All New York City newspapers are included—in the 


Profile of the millions 


... which discloses information never before available 
on the characteristics and purchases of New Yorkers. 
If you do business in New York, this study will show 

you how to advertise and sell more effectively. 
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(Copyright 1955 by News Syndicate Co., Inc.) 
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‘Retail Ads Lack 
Sell, Dramatic Art 
Work: Albert Morse 


GREENVILLE, S.C., Sept. 8—As 
much as 35% of advertising expen- 
ditures of many department and 
men’s wear stores is dissipated be- 
cause the advertising suffers from 
four primary defects. 

That’s what Albert L. Morse, 
director of advertising for David 
B. Doniger & Co., told the Carolina 
Assn. of Retail Clothiers and Fur- 
nishers here this week. 

Mr. Morse reported a recent sur- 
vey showed these failures on the 
part of retailers to take advantage 
of advertising dollars: 
| 1. Lack of real sell in retail ad- 
vertising. Mr. Morse said there is 
too much institutional advertising 
done by retailers, whom he also 
reproached for failure to capitalize 
on outstanding product features 
developed at great expense by the 
manufacturer but ignored or 
touched casually in retail copy. He 
counseled that a sense of humor 
can help sugar-coat such hard sell 
features as color, variety, feel, de- 
tailing, washing ability. 


® 2. Failure to use dramatic art 
work. Manufacturers pay a lot of 
money for the art furnished to re- 
tailers in mat form, he said, but it 
often isn’t used because dealers 
fear a competitor might be using 
it the same day. Newspapers and 
composing rooms are careful about 
this, he explained, and usually 
keep it from happening. Top flight 
art incorporated into retailer ads 
adds effectiveness without increas- 
ing space costs, he pointed out. 

3. Failure to time ads properly. 
He cited the fact that retailers 
have learned to run back-to-school 
copy in August, but frequently fail 
to continue it into September. 


Many retail salespeople, Mr. Morse 
reported, are not told what their 
store is advertising in local news- 
papers. Too often customers come 


meet uncomprehending stares from 
the people behind the counters. Too 
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often, he said, retail salespeople 
have to walk out and look at what 
is actually being displayed in the 
windows. 

He says this not only has a bad 
effect on customers, but wastes 
time at peak selling hours. He 
doesn’t blame the salespeople, as- 
serting that the store’s advertising 
men are at fault—that sales per- 
sonnel should be informed about 
the items featured, filled in on 
sales points and product features, 
and shown coordination of items in 
advertisements. 


National Oats Acquires 


Col-O-Corn, Popcorn Growers 
National Oats Co., Cedar Rapids, 


meal, has acquired the exclusive 


sales, distribution and merchandis- 
ing rights to Col-O-Corn from 
Col-R-Corn Co., Wall Lake, Ia. 
National Oats will also acquire on 
Oct. 1 the business and facilities of 
Popcorn Growers & Distributors 
Co., Wall Lake, which also has 
plants in Colorado and crib stor- 
age facilities in Arkansas and Col- 
orado. 


Dodge Names Desmond V.P. 


Lee F. Desmond has been named 
v.p. of the Dodge division of 
Chrysler Corp., Detroit. Immedi- 
ately before the appointment, Mr. 
Desmond was assistant to William 
C. Newberg, Dodge president. Mr. 
Desmond joined Dodge in 1945, 


Ia., producer of 3-Minute oats,| was named director of advertising 
pop corn, raisin oats, grits and| and merchandising in 1951 and 


general sales manager in 1953. 


ing offers better 


4. Lack of sales follow-through. 


in, ask for the items in the ads, and 
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LETTERPRESS 


The improved science Of letterpress print- 


reproduction that ever 


before, provided your engravings meet the 
exacting requirements of modern printing 
equipment and techniques. 


At DOT, you get that quality. We are 
making outstanding line and halftone, 
color and black and white engravings for 
customers from coast to coast. 


OT Saprovens, Ine. 


600 W VAN BUREN ST+ CHICAGO 7 


TELEPHONE STATE 2-5367 
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This SAMPLE KIT WillShow You 


How Leading Firms 


“Brand Band 


Their Consumer Products 


for 


ted @ Greater Counter and Shelf 


Appeal—(Foods and Bev- 
erages, Apparel, Novel- 
ties, Toiletries, Toys, Etc.) 
Special Sales Events. 


Colorful Packaging Design 
—At Economical Cost. 
Simple Application— 
("Self-Stick” Bands seal at 
a finger’s touch—need no 
moistening) 


Send For YOUR 


“BRAND-BAND"” KIT Today! 
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TICK PACKAGING 


PHOENIX 


ee ie 
PRODUCTS CO. 


4711 N. 27th STREET © MILWAUKEE 16, WISCONSIN. 
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HOW TO WARM A HOUSE—Dagmar of tv fame (that’s 
she second from the left, fellows), poses with guests 
and staffers of Harry W. Graff Inc., at a house- 


Winery and Dredge 


find Idaho Maryland Mines Corp. 
‘combining with the Desert Inn of 


(Not Dregs) Company | Vegas. Conversations between 


_ | Discuss Merger 


SAN Francisco, Sept. 7—“‘Merg- 
er makes strange bedfellows.” This 
might well be the title for this 
short report from San Francisco, 
where the financial community is 
|agog over “talks” between Gallo 
| Wineries, of Modesto, and the Na- 
tomas Co., California gold dredg- 
ing and land holding company. 

R. G. Smith, president of Na- 
tomas Co., has announced that his 
firm is “holding exploratory talks” 


warming party in enlarged quarters at 730 Fifth| with Gallo officials. 


Ave., New York. Mr. Graff, pleased as a host, is at 


the extreme left. 


Natomas has cash and a large 
‘block of authorized but unissued 
stock and is listed on both the New 


FTC Reports 
Investigations 


dent. 


Cincinnati Jr. Adclub Elects 
The Junior Advertising Club of 

Cincinnati has elected Ed Wier, 

Procter & Gamble Co., 


enthal, S. Rosenthal & Co., 


York and San Francisco stock ex- 


'Dan Kater, Modern Talking Pic-|changes. Gallo, privately owned, 
tures Service Inc., v.p.; Tom Ros-|has extensive wine production and | 
treas- | distribution facilities. 

its presi- urer, and Jean Learn, Procter & | 
Other officers elected are Gamble, secretary. 


Another merger under discus- 
sion in northern California would 


principals in this instance are now 
at a standstill. 


Weintraub Advertising Moves; 
Adds Accounts, Personnel 

Weintraub Advertising, Phila- 
delphia, which has moved to new 
and larger quarters at 2046 Locust 
St., has added several new ac- 
counts. These are Andy Hardy 
Clothes, American Dryer Corp. and 
American Reddi-Light. 

Mindy Scott has been appointed 
copy chief, and Rita Andrusko has 
been named art director. 


/ CAPSULE MYSTERIES 
5S MINUTE TV FILM SERIES 
@ 39 programs now available 
@ Each program a complete story 
@ Allows for 3 commercials 
© Big cast with Glenn Langan 


Charles Michelsen, inc. 
45 WEST 45th ST., NEW YORK 36 


Increase 50% 


WASHINGTON, Sept. 7—Investiga-_ 
tions by the Federal Trade Com-| 
mission showed an increase of 
nearly 50% in fiscal ’55, as com-| 
pared with fiscal ’54, a preliminary 
report by Harry A. Babcock, di-— 
rector of the commission’s bureau 
of investigations, disclosed last 
week. | 

The memorandum highlighted 
bureau investigations to be re- 
ported in greater detail in the 
forthcoming 1955 annual report. 

In the anti-monopoly field, Mr. 
Babcock noted, the bureau com-_| 
pleted 537 investigations; the fig- 
ure for 54 was 343 and for ’53, 363. | 

The bureau last year also re- 
ferred to the FTC’s litigation bu- 
reau 21 violations of the Wool 
Products Labeling Act. This num- 
ber, Mr. Babcock said, exceeded 
any previous year. At the same 
time the bureau increased to 18 
the number of violations of the 
Fur Products Labeling Act. 

In the wool and fur fields, 8,147 
violations were adjusted by indus- 
try counseling and voluntary cor- 
rection, he said. 


e Mr. Babcock described as “far 
in excess of any previous record” 
the 231 deceptive practice matters 
investigated, in which the bureau | 
obtained assurances of discontinu- 
ance of questionable practices. 

The number of applications for | 
complaints received from industry 
also hit a new high, he reported. 
In restraint of trade, the number | 
was 540, and in deceptive prac- 
tices, almost 2,000 complaints were 
made to the FTC. 

In summing up the year’s work, 
Mr. Babcock recounted the reor- 
ganization of the bureau which 
took place at the start of fiscal ’55. 

“For the first time in many 
years,” he said, “all investigation 
was concentrated in one bureau.” 

This, he said, resulted in “drastic 
reduction” in the time required to | 
complete investigations. | 


Palomino to Abbott Kimball 

Palomino Sportswear Co., Los 
Angeles, has named Abbott Kim- 
ball Co., Los Angeles, to handle its 
national consumer and trade ad- 
vertising. The company recently 
added a line of men’s and women’s 
tailored and sport shirts with the 
Hendan label as a result of buying 
the Hendan operation from Brown- 
stein-Louis. 


James Orgill Appointed 

James Orgill, formerly radio-tv- 
films director of Community Chests 
of America, has joined the public 
relations department of the Pan- 
American Coffee Bureau, New 


York. He will be in charge of ra- 
dio, television and films. 
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Rig ini A eRe CHRISTMAS ti 


“RING IN A MERRY CHRISTMAS” 


with ORCHIDS for INLAND LITHO 


(and an assist by ARVEY) 


For 5,000 Admiral dealers, coast to coast, it would 
have been just another Christmas, without this 
beautiful holiday window—planned, designed 
and executed by Inland Litho Company of 
Chicago, with the help of Russel M. Seeds Com- 
pany, advertising agency—which helped to turn 
lookers into buyers, passing interest into im- 
mediate sales! Hats off to Inland; it was a great job! 


Working with Inland, Arvey display engineers 
helped develop the construction of the various 
pieces. Arvey’s modern facilities made smooth 
work of mounting and finishing. Arvey gathered 
and packed all parts of the complete display, 
including many unusual, unprinted pieces, some 
extremely fragile and requiring complicated spe- 


ARVEY. 


cial packing. Because of Inland’s and Arvey’s 
careful attention to detail, every step was com- 
pleted on schedule, every dealer's window display 


went out on time! 


A big job? Sure! Unusual? Not at all! It was all 


in a day’s work at Arvey. The same expert organ- 
ization, the same unlimited facilities that Inland 
used for Admiral are at your command. Let us 
show you how we can help you give the kind 
of service that makes customers come back for 
more. Especially will they like Arvey’s dual facil- 
ities in identically equipped plants in Chicago 
and Jersey City that save shipping time and trans- 
portation costs. Ask your printer or broker about 
Arvey quality. 


~CORPORATION 


Since 1905 Plants: 


3500 N. KIMBALL AVE. * CHICAGO 18, ILL. 
300 COMMUNIPAW AVE. 


* JERSEY CITY 4, N. J. 
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STUDENT—Advertising Prof William 
O. Byers of the journalism school, 
Penn State University, listens as 
his “teacher,” Don U. Bridge, gen- 
eral manager of the Rochester 
Times-Union and Democrat- 
Chronicle, gives him some hints on 
newspaper advertising. 


NAEA Sends Profs 
Back to ‘School’ 
(at Newspapers) 


MINNEAPOLIS, Sept. 7—Three 
university professors of advertising 
have become students for the sum- 
mer under the Newspaper Adver- 
tising Executives Assn. fellowship 
project. 

The project provides for a six- 
week grant-in-aid to permit an 
advertising instructor to learn, 
from the inside, all of the phases 
of newspaper operation, with em- 
phasis on the advertising end. 

This year three men went to 
school at newspapers around the 
country. William Kunerth, depart- 
ment of journalism, South Dakota 
College, has been with the St. Paul 
Dispatch and Pioneer Press, under 
the direction of John Lewis, adver- 
tising director. 


® Alan Scott, school of journalism, 
University of Texas, has been with 
the Boston Post, under the guid- 
ance of Eugene McSweeney, ad- 
vertising director. William O. By- 
ers, school of journalism, Pennsyl- 
vania State College, has been in 
Rochester, N.Y., at the Times-Un- 
ion and Democrat-Chronicle work- 
ing under Don U. Bridge, general 
manager. 

The grants provide $100 a week, 
plus traveling expenses. 

The newspapers provide a pro- 
gram and arrange conferences at 
all levels of the paper to put the 
instructors in closer touch with the 
newspaper business. 


Don Larson, George 
Whittington Form Agency 

Don Larson, owner of the agency 
of the same name in Beverly Hills, 
Cal., and George A. Whittington, 
editorial director of Industrial Lab- 


“Give Furniture’ Is 
Theme of Masonite 


Consumer Drive 


Cuicaco, Sept. 6—Masonite Corp. 
will again back up its 300 cus- 
tomers in the furniture manufac- 
turing industry this fall with a 
consumer ad campaign in three 
magazines. 

The campaign, which will boost 
furniture as the ideal Christmas 
gift, will break with a b&w page 
in the Oct. 29 issue of The Satur- 
day Evening Post and spreads in 
the November issues of House 
Beautiful and House & Garden. 

Masonite arrived at the theme of 
its campaign, “Give furniture; it’s 
the gift that 83% want,” after a 
survey of 1,396 women in 20 cities 
revealed that 83% of those asked 
wanted gifts of furniture for 
Christmas. 


® The consumer campaign will be 
backed up with ads in the October 


issues of National Furniture Re- 
view and Furniture Manufacturer 


and in the Sept. 26 issue of Re- | 


tailing Daily. 

One of the spreads will list man- 
ufacturers and show some of their 
products. 
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offer to ever come out of a TV set!” 


At the retail level, Masonite is i “oy 


providing 2,000 easel counter cards 


with reproductions of the Post ad. |} 


Another 2,000 blow-ups of the 
Same ad will be included in the 
National Retail Furniture Assn.’s 
Christmas promotional kit. 

Buchen Co., Chicago, 
agency. 


Smith's Baking to Kopeland 

Mrs. Smith’s Colonial Baking 
Co., Silver Spring, Md., has ap- 
pointed Kopeland Associates, 
Washington, to handle its advertis- 
ing and sales promotion. The agen- 
cy has scheduled an advertising 
campaign using newspapers, mag- 
azines, radio and television. Mrs. 
Smith’s Colonial Baking is the lo- 
cal plant of Mrs. Smith’s Pie Co., 
Pottstown, Pa. 


is the)}| 


A Buffalo Bill Jr. belt and buckle 
...only 25¢ and 3 Milky Way wrapper: 


BUFFALO BILL BELT—Mars Candy Co., 
Chicago, sponsor of the “Buffalo 
Bill Jr.” tv show, will offer small 
fry a replica of a silver belt buckle 
and cowboy belt worn by Dick 
Jones, who plays the title role. 


‘Pipe Line Industry’ Is 

ABC Member Aiter One Year 
Within one year of first issue 

date, Pipe Line Industry, published 


§\by Gulf Publishing Co., Houston, 
‘has been accepted as a member of 


Audit Bureau of Circulations. 
The magazine reports that its 
initial audit report covering the 


isix-month period ending June 30 
|showed a total of 4,005 subscribers. 


On average paid circulation, there 
was a conversion of 83.8% of reg- 
ular readers to paid subscribers. 
Advertising linage for the first six 
months of 1955 ran to 371 pages, an 
increase of 134% over the last half 
of 1954. 


Utter-McKinley, Agency Part 

Utter-McKinley Mortuaries and 
Hixson & Jorgensen, both of Los 
Angeles, have announced termina- 
tion of their client-agency rela- 
tionship of the past five years. 
Both companies said they have fu- 
ture plans which conflict. The ter- 
mination will be effective about 
Oct. 1. 


SAN FRANCISCO 


oratories Publishing Co., Chicago, 
have formed Larson-Whittington 
Associates, advertising and public. 
relations company, to be located at 
339 S. Robertson Blvd., Beverly 
Hills. 

In addition to advertising and 
public relations, the new agency 
will handle management of trade 
associations and shows in the elec- 
tronics field. Mr. Larson was ad-| 
vertising director of Hoffman Elec- | 
tronics Corp., Los Angeles, for 
eight years before he established | 
his own agency. Mr. Whittington 
has been with Industrial Labora- 
tories since 1950 and was with 
Aubrey, Moore & Wallace Adver-. 
tising, Chicago (now Aubrey, Fin- 
lay, Marley & Hodgson), where he | 
handled public relations for the) 
industrial power division of Inter- | 
national Harvester. 


William Nicosia Moves | 


William Nicosia Advertising, 
New York, has moved to larger of- 
fices at 250 W. 57th St. 


CHICAGO 


TORONTO 


DETROIT 


INDIANAPOLIS 


Coast-to-coast — they 


LOS ANGELES 


PASADENA 


Choose your own cities. 
Non-Sheraton cities can be included 
in the Sheraton Closed Circuit TV 
Network. We’ll tailor-make your 
network — from 2 cities to 100. 


| 
| 


HAMILTON 
NIAGARA FALLS 


BUFFALO 


ROCHESTER 


AKRON 


CINCINNATI 


ST. LOUIS 


MONTREAL 


ALBANY 


BOSTON 
SPRINGFIELD, Mass. 


take part in 


NEW YORK 


BALTIMORE 


WASHINGTON 


AKRON BOSTON 
Sheraton-Mayflower Sheraton Plaza 
ALBANY BROOKLINE, MASS. 
Sheraton-Ten Eyck The Beaconsfield 
BALTIMORE BUFFALO 


Sheraton-Belvedere Sheraton Hotel 
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Willard Battery Revamps 
Advertising Approach 

Willard Storage Battery Co., 
Cleveland, will launch a new ad- 
vertising drive with an expanded 
budget and a new approach. It will 


'Newspapers Remain 
Spine of Seagram's 
Ad Program: Mosley 


concentrate on retail-type copy; New York, Sépt. 7—Seagram- 
featuring low prices in ads to ap- | Distillers Co. will launch its new 


pear in Collier’s, Life, Reader’s 
Digest, The Saturday Evening Post 
and magazines with heavy male 
readership. It will also sponsor a 
mystery radio show (Mutual) 
three times weekly. 

Dealer helps will consist of ma- 
terials stressing price and “selling 
up.” Meldrum & Fewsmith, Cleve- 
land, is the agency. 


Buddemeier Adds Two 

Lord-Mott Co., Baltimore, has 
appointed H. W. Buddemeier Co., 
Baltimore, to handle advertising 
for its Lord-Mott French style 
canned vegetables. Buddemeier al- 
so has been named to handle ad- 
vertising for Marbis cookies and 
cakes, made by Maryland Biscuit 
Co., Baltimore. 


fall campaign with a four-color 
‘spread in Life (Sept. 12) for Sea- 
gram’s 7-Crown whisky. In addi- 
tion, the company will use color 
pages in eight other national mag- 
azines in September and October 
as well as 600 daily newspapers in 
450 markets. 

George E. Mosley, v.p. of adver- 
tising and sales promotion, in an- 
nouncing the campaign here, told 
1,500 distributors and dealers at- 
tending Seagram’s annual fall 
meeting, that “the campaign high- 
lights the fact that Seagram’s 7- 
Crown has moved more millions of 
cases and made more money for 
retailers than any other whisky in 
history.” 

Magazines to be used include 


American Legion Magazine, Col- 


TAIL-GLO—Tail light and the trade name light up in Day Glo in this 

24-sheet poster which will appear for a month in over 11,000 loca- 

tions throughout the country this fall. J. Walter Thompson Co. is 
the agency. 


lier’s, Ebony, Elks, Look, Our 
World, Outdoor Life and True. 

Warwick & Legler is the agency 
for the brand. 


ws Describing newspapers as “shock 
troops for advertising to a mass 
public,” Mr. Mosley said that Sea- 
gram plans to step up its news- 
paper advertising during the com- 


ing year, particularly for Seagram’s 
V.O. and Seagram’s gin. 

“With liquor brands facing a 
rugged race of competition for the 
consumer’s dollar,” he said, “sound 
advertising and promotion will be 
the key to sales supremacy. 

“Advertising in the months 
ahead,” he said, “must be inte- 
grated, original and convincing. 


your convention—even ask questions 


SHERATON CLOSED CIRCUIT TV 


Now you can bring your entire national organization 
together — at lower cost than ever before. You can do it 
without taking any key men away from their districts. 
You can do it quickly, easily and economically through 


Sheraton’s Closed Circuit TV 


This new way of holding a national meeting is a 
proven success. Hundreds of organizations have found it 


saves time, saves money, gets 


With Sheraton TV you can talk face-to-face with audi- 
ences coast-to-coast simultaneously on.theatre size 
screen. You can reach two cities or a hundred cities. 
You can talk not only to people in Sheraton cities in the 
United States and Canada but to people in other cities 
as well. What’s more your audiences can talk to you, 


afi 


faye 


IN THE U.S. A. 


CHICAGO DETROIT 
Sheraton-Blackstone Sheraton-Cadillac 
Sheraton Hotel INDIANAPOUS 


CINCINNATI 
Sheraton-Gibson 


Sheraton-Lincoln 
LOS ANGELES 


Sheraton-Town House Hvatington-Sheraton 


Bee ae ty 


hn 


apie ot 
eee ee eS 
* st ai 


WITH 


Network. 


results. 


NEW YORK 
Park Sheraton 
Sheraton-Astor 
Sheraton-Russell 


PASADENA 


PROVIDENCE 


ROCHESTER 
Sheraton Hotel 


Under construction — Sheraton, Hotel, Philadelpha 


Sheraton-Biltmore 


SAN FRANCISCO 
Sheraton-Palace 


ask questions, as well as see and hear you. 

The Sheraton Closed Circuit TV plan is completely 
flexible. Sheraton experts will tailor-make a convention 
to fit your needs. They will also relieve you of all the 
technical details, help with your programming and sim- 
plify your organizational problems. 

If you’re planning to hold a national convention ... 
or would like to launch a new product or sales plan... 
or if you’re looking for a way to get your entire organ- 
ization together at reasonable cost . . . then you should 
give careful study to Sheraton’s Closed Circuit TV Net- 
work. For complete information, write: Sheraton Tele- 
vision, Park Sheraton Hotel, New York, N. Y. — 
COlumbus 5-3830. 


S tc b RATO iN THE PROUDEST NAME IN ot OTE LS 


IN CANADA 
SPRINGFIELD, MASS. MONTREAL NIAGARA FALLS 
Sheraton-Kimball Sheraton-Mt. Royal Sheraton-Brock | 
ST. LOUIS The Laurentien HAMILTON 
Sheraton Hotel TORONTO Royal Connaught 
WASHINGTON King Edward 


Sheraton-Carlton 
Sheraton-Park 
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The public is tired of ‘old hat’ 
advertising and attracted by the 
modern approach to selling. The 
public is also more quality and 
value conscious than ever before. 

“All of our advertising,” he said, 
“will remind the consumer of Sea- 
gram’s reputation for producing 
high quality brands.” 

During the coming year, Mr. 
Mosley said, the company will in- 
crease its use of both newspaper 
and magazine space. 

“However,” he added, “we have 
always considered and will con- 
tinue to consider newspapers as 
the primary medium for the ad- 
vertising of our product. News- 
papers seem to reach all the seg- 
ments of our market, because, un- 
like a lot of other products, our 
industry does not have the ability 
to segregate and break down our 
markets into special groups. We 
must have blanket coverage.” 


® Victor A. Fischel, president of 
Seagram-Distillers Co., told the 
meeting that an unsurpassed era 
of prosperity is in the making. 

“In my opinion,” he said, “the 
next decade will see a tremendous 
increase in our national output— 
perhaps even 50% above present 
peak levels. Likewise we can an- 
ticipate an increase or more than 
20% in population, with job oppor- 
tunities for all.” 

He also predicted that the public 
will continue to demonstrate its 
preference for fine blended whis- 
kies over straights and bonds. 

Herbert W. Evenson, exec. v.p. 
of Seagram-Distillers Co., told the 
meeting that “the indispensable 
man of business today and in the 
foreseeable years ahead is the one 
who can develop sales. 

“Industry offers sales leaders,” 
he said, “never before equalled op- 
portunities.” 

Commenting on brand buying, 
Mr. Evenson said, “Brand buying 
has become the American way of 
the consumer assuring himself of 
quality. Brand selling is the Amer- 
ican way of merchandising in vol- 
ume and at a reasonable profit.” 


R&R Names Michaels A.E. 

Kenneth F. Michaels has been 
appointed an account executive of 
Ruthrauff & Ryan, Seattle. Mr. 
Michaels formerly was with Chas. 
R. Stuart Advertising, San Fran- 
cisco, as an account executive on 
the Bank of America account. 


Wark Gets State of Vermont 
Wark Associates, White River 
Junction, Vt., has been named to 
handle advertising for the State of 
Vermont by the Vermont Develop- 
ment Commission. Selection of the 
agency followed review presenta- 
tions by four Vermont agencies. 


Elhi Labs to Jackson, Haerr 

Elhi Laboratories, Canton, IIL, 
manufacturer of pharmaceutical 
products, has appointed Jackson, 
Haerr, Peterson & Hall, Peoria, 
Ill., to handle its advertising and 
sales promotion. 


A Bible, You Say? 


Don't forget. Inland 
Florida. 

Here are 400,000 peo-~ 
ple spending 500 mil- 
lion $. 

There's much more to 
Florida than Miami, 
Tampa, Jacksonville. 

And that is bi boom- 


ing Orlando, where the 
oranges grow. 

And we print the bi- 
ble of the Orange Blos- 
som trail belt. 


Orlando Sentinel-Star 


MARTIN ANDERSEN 
Owner, Ad-Writer & Galley Boy 
Orlando, Florida 
Nat. Rep. Burke, Kuipers & Mahoney 
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Retail ‘Palace’ Advertises and | 
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5. Special toy, playground and 
juvenile do-it-yourself hobby 
equipment will be demonstrated 
by clowns and jugglers who will 


program into the Denver retailing | to the local scene, the store has al- 
picture, has been raising eyebrows|ready prompted larger and more 
and raising advertising budgets.|frequent ads from its toy and 
By injecting heavy competition in-' juvenile furniture competitors. 


| Promotes Toys on All-Year Basis 
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DENVER, Sept. 6—Former whole- 
sale grocer Dick Yoelin, who en- 
tered the retail toy business with 
his opening of the Toy Palace in 
Denver last month, summed up his 
advertising philosophy with this 
comment: 

“Promoting toys is just like pro- 
moting cans of tomatoes—you have 
to advertise more and better than 
your competitor, and on a year- 
round basis.” 

And like the advertising job ap- 
plicant without experience who 
was competing against well-expe- 
rienced hands, Mr. Yoelin added: 
“I have nothing to forget!” 

Everything about the Toy Palace, 
from its construction to the pro- 
jected advertising campaign, marks 
a departure from the tradition of 
Denver toy retailers. 


= Construction of the store, which 
involved an expenditure of over 
$35,000, is in itself an almost ir- 
resistible invitation for passers-by 
to stop in and browse. Rene of 
France, a prominent Frank Lloyd 
Wright student, designed it in the 
shape of a circus show wagon. 

Wheels, cage-like prominent dis- 
play windows, and a canopy over 
the entrance which looks like a 
motor hood, enhance the circus 
theme. For added emphasis, a 22- 
foot clown who lights up at night 
sits in the driver’s seat over the 
first story beating a drum. 

Located on a highway with 135 
cars passing every four minutes, 
the novel construction has been 
responsible for drawing much store 
traffic. 


= Mr. Yoelin considers a heavy 
year-round advertising program as 
the foundation for his handsome 
Toy Palace. He already has been 
averaging almost a page a week in 
both of Denver’s dailies, which 
puts him well ahead of most other 
toy stores and toy departments. 

In the near future, he intends to 
increase his newspaper linage, 
and he will enter the field of radio 
and television advertising this fall 
or winter. The Toy Palace has also 
been advertising nightly at six | 
drive-in motion picture theaters 
located in the Denver area. | 

The Toy Palace will also rely on. 
direct mail for a great deal of its | 
advertising. Mr. Yoelin, who di- 
rects the shop’s advertising cam- 
paign, has already compiled a 
mailing list of over 30,000. In the 
near future, the firm will mail out 
catalogs to its entire list, and the 
catalogs will contain prices and 
descriptions on the more than 66,- | 


000 individual toys, games, vehi- 
cles, books, hobby equipment, mu- 
sical equipment, sporting goods 
and juvenile furniture items which 


the shop carries in stock. | 


= Since the store’s mailing list also 
covers many shopping centers out- | 
side of Denver, the catalogs and 
mailing pieces will invite mail or-| 
ders. A lay-away plan will be of- 
fered as a convenience to shoppers. 

Although the initial newspaper 
and mailing ads featured institu-. 
tional copy, future ads and mail- 
ings will also be geared to individ- 
ual items and special sales. 
Announcements of prizes and con- 
tests will also flavor much of the 
ad copy. | 

Mr. Yoelin is convinced that, 
most toy dealers in Denver lose 
out on a major proportion of the 
possibly available toy business by 
concentrating all their promotional 
fire on Christmas sales instead oi. 
planning a sound year-round sales 
promotion campaign. | 
® Special promotional devices | 
which the Toy Palace is introduc- 


ing to Denver to maintain heavy 
year-round sales include: 


1. Continuous contests which of- | national toy manufacturers and 


fer expensive prizes, and which 
any child can enter without pur- 
chasing anything by filling out en- 
try blanks in the store. 

2. Free gift offers, which will in- 
clude books, balloons, cut-outs and 
tickets for sporting and other spe- 
cial events. 

3. A pink lemonade and Coke 
bar will be installed where chil- 
dren can dispense free refresh- 
ments for themselves. 

4. A miniature playground is 
being set up back of the Toy 
Palace under a canopy, and a 
trained nurse will be on duty at all 
times to supervise children of 
parents shopping in the general 
area or visiting a nearby hospital. 


highlight new items and safety 
rules. 


ws The Toy Palace will also tie in 
with the advertising campaigns of 


will take advantage of the dealer 
helps offered by manufacturers 
and the Toy Council of America. 


Mr. Yoelin points out that the toy | | 
makers are eager to aid retailers! © 
in their advertising campaigns and | @ 


promotional programs. 
He believes that too few local 
dealers have taken advantage of 


the help they can get. Not only a 


does the advertising aid ease the 
financial burden of advertising, 
says Mr. Yoelin, but it also pro- 
vides the dealer with year-round 
promotional devices which are dif- 
ficult to dig up locally. 

The immediate effect of the en- 
try of the Toy Palace, with its 
heavy advertising and promotional 
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Another case history from The Times-Picayune 
New Orleans States colorgravure magazine! 


Lem ww me ees 


White Bros. on Canal Street used a spot-color page 
to advertise power-mowers at $69.95 each. From the 
page, sales totalled 350 mowers -— something like 
$24,500 in business. 
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A.B.C, Publisher's Statement Ist qtr. 1955 DOUBLE PRIZE—This ad in the Sept. 12 Life for Baldwin Piano Co.’s 

nationwide spinet organ contest offers a double prize to each of 

ten winners—one Orga-sonic spinet organ for the home, the other 

for the church designated by the winner. Ruthrauff & Ryan is the i 
agency. 


Represented by Jann & Kelley, Inc. 


Magazine Drive 
Promotes Baldwin’‘s 
20-Organ Giveaway 


CINCINNATI, Sept. 7—The Bald- 
win Piano Co. here will achieve 
several firsts this month when it 
stages a nationwide contest. 

The contest, which offers two 
Orga-sonic spinet organs to each 
of ten winners, is the first nation- 
wide contest to be sponsored by a 
manufacturer of musical instru- 
ments. It also, says Baldwin, is the 
first contest staged by an instru- 
ment maker which makes churches 
and schools beneficiaries, with the 
ten winners receiving one instru- 
ment for their home and another 
for the religious or educational 
organization of their choice. 

Baldwin will kick off its contest 
campaign with a spread in the 
Sept. 12 issue of Life. Other con- 
test ads will follow in American 
Organist, Better Homes & Gardens, 
Catholic Building & Maintenance, 
Choral & Organ Guide, Christian 
Advocate, Christian Science Mon- 
itor, Diapason, Presbyterian Life, 
and The Lutheran. 


BEST BUY of the Year... 
Every Year Since 1921 


® Baldwin’s dealers will promote 
the contest at the local level. They 


More and more people are turning to Dickie-Raymond 
for specialized counsel in direct advertising and sales 
promotion. They find it a Best Buy — and for a number 
of reasons. 


BEST BUY tor the Sales Manager: 


Proven strategy in the creation and use of direct advertising pro- 


duces sales leads that reduce selling cost, improve performance of 


salesmen or dealers, up dollar sales. 


Sales executives everywhere have a new respect for direct mail as 
a sales facility, and as a vehicle for concentrated advertising in 
selective markets. 


BEST BUY tor the Advertising Manager: 
Competent professional help frees the Advertising Manager of crea- 
tive responsibilities and production headaches, allows him to devote 
all his time and effort to managing, to growing bigger in his job. 


BEST BUY tor Advertising Agencies: 

Recognizing the increased importance of direct mail in advertising 
and selling, and the specialized nature of the medium, agencies in 
greater numbers are recommending Dickie-Raymond to their clients. 
They know they can do so with confidence — confidence founded 
on the experience and reputation of this 34-year-old organization. 


See what a good buy Dickie-Raymond might be for you. You can 
gain the enthusiasm and combined skills of an entire organization 
for about what it would cost to hire a single junior executive. Let 


us send you our booklet “The Dickie-Raymond Story”, giving 
full details. 


THERE’S 


Accounts Now Served 


This is a partial list only. 
Names of other well-known companies, on request. 


AETNA LIFE INSURANCE COMPANY 

AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 

AIR TRANSPORT ASSOCIATION OF AMERICA 

AMERICAN AIRLINES, INC. 
BROWN COMPANY 

DOW JONES & COMPANY, INC. —News Printer 

EASTMAN KODAK COMPANY — Industrial Division 
GENERAL ELECTRIC COMPANY—Air Conditioning Division 
THE GRAY MANUFACTURING COMPANY — Audograph 

HEWITT-ROBINS, INC. 

IRON FIREMAN MANUFACTURING COMPANY 
MONROE CALCULATING MACHINE COMPANY 
MOODY’S INVESTORS SERVICE 
THE NATIONAL SHAWMUT BANK OF BOSTON 
NEW YORK STOCK EXCHANGE 
PAN AMERICAN WORLD AIRWAYS 
PEPPERELL MANUFACTURING COMPANY 
PITNEY-BOWES, INC. 

PLYMOUTH C@ORDAGE COMPANY 
RAILWAY EXPRESS AGENCY, INC. 
SHERATON CORPORATION OF AMERICA 
SYLVANIA ELECTRIC PRODUCTS INC. 
TUNG-SOL ELECTRIC INC. 

UNITED STATES ENVELOPE COMPANY 
THE WALL STREET JOURNAL 
ZURICH INSURANCE COMPANY 


NEW YORK 
225 Park Avenue 
MUrray Hill 4-3610 


BOSTON 


HAncock 6-3360 


ONLY ONE Dickie -Raymond Pye bby 


Sales Promotion Counsel » Direct Advertising 


NEW HAVEN 
109 Church Street 
SPruce 7-643¢ 


already have been sent teaser 
night letters and a package of pro- 
motional and publicity materials. 
It is estimated that the contest will 
cost $100,000, exclusive of the 
prizes. 

Entrants are asked to complete, 
in 50 words or less, the statement, 
“T would like to own an Orga-sonic 
spinet organ by Baldwin be- 
cause...” Reuben H. Donnelley 
Corp., Chicago, is the official 
judge. Ruthrauff & Ryan, Chicago, 
is Baldwin’s agency. 


New Michigan Adclub Bows 


A group of advertising men rep- 
resenting industries and _ busi- 
nesses in western Michigan has 
organized the first advertising 
club in the Muskegon area—the 
Advertising Club of Western Mich- 
igan. Temporary officers are R. C. 
Copley, Shaw-Box Crane & Hoist 
division of Manning, Maxwell & 
Moore Co., president; Harry L. 
Potter, Clarke Sanding Machine 
Co., v.p.; E. S. Grabinski, Hackley 
Union National Bank, treasurer, 
and Mrs. Geraldine B. Sheldon, 
Sheldon Office Service, secretary. 


Cleveland Ad Art on Exhibit 
More than 200 of the 800 entries 
in the annual Exhibition of Adver- 
tising Art of the Cleveland Art Di- 
rectors Club will be shown in the 
Cleveland Art Museum Oct. 12 
through Nov. 13. On the day the 
exhibit opens, the club will hold 
an awards luncheon announcing 
winners in 25 categories and “best 


is —_ 
fe ae } 
a : it 
— 
ae ; EE ' 
ee: . . 
¥ ee re 
a 
il a 
E ae 0 ee 
2 —mAGALIN — : 
2oTo MA 
[ — as 
ms a oe Sel 
. ' i} PP... ' : oe — 
| Bit, a= eae a | 
it | An | 
; 1: ae 3 ws 
: : Saas = 
iB t E.. E33 | 
4 ¥ ~ gw. ~ } 
i i : ey : me 1 Pe 
c f ‘ om ‘nian sich ry. ieies ome a 
’ re “ | | 
si 
“ J ‘ 
; ee 
eB 
d ‘ RN ee EEE EEE -_ ————_ wT 
7 5 oa ts 7 : - - renee me ore « eo ste ey 
" i - ee ia Gi alge aT tle ae 4 
bs = ae te a a j al [My oe Tk: P & ° a ee F 
r — I 2 oe ¥ 4 ae ie iy Pe . - ; 
a Lo. & ‘ a Ne ie eS : a “aOR Toa ne : 4 : Ma sf 
: Wet. Bad ee os a ie 7) Be es ae er fC, ee ea 
; ee SEE ‘s a ae ed 2 if ; Pers nail 4 eats Raa ‘ 
x aX, ‘a i a ey eB ne : J hag § _ ' oe : oS 
. eT ig be mie Sp: E 4 ees, _ . babe ace 2 Cae : ae es a 
"4 4s a’ & oo rae Me ath ati se. iy ~ ~ — oe "Ye ay 3 ‘ea 
é Lm | ey . sae s e ox — ae i Be bes 0 ee ¥, Pode oe 
ee 4 = 3 | 
= . - nam , i. a se | 
et — mS . a eS Rese 7 ae the at : ; * ty 
ae = ~ es bee : : a ee — oe iv | 
es Fe SS ze P Sie \ oti: ‘ 
* steps = —< iis oa a a Me “sf a * Ps 
; ¥ i a ee =, * bs _* ‘ ” i) ‘ 
ay. nee ey =_ |; ; nek aes a 5 
SS Yt. : ‘, pe -_ ee tee i ie % f ’ es if # ra | 
—* ~S ts 4 —eo ee | mm OK 
’ 4 ‘ saat - — > . - : ee : ; i ¢ ae 7. i 
4 ‘ ce a ie a ie. . - ae atta. § Vy 4 ~ a a “ee "9 
* cae . ae Se . ; § ~ & 
cin ac eee ~ . <7 . a “ gee 
: : Raaainits’ : ; /——o.. o i > a - “Vase : | ne 4 ce 
- ; ’ ; ” ul ent e ‘ bed oa : j = F ) ig, Sma j - 
va ; f" Pe ia ae iia 5 om) 4 — - " _ ae 
VP, ie @ ; ty — | ee Be 
u% . @ f. ‘ es ; . oe ie. phe aaa — s oe 2 
ye ‘ 7 a t Bets Paps ‘, car 2 ? 7 baal ; 
as jaa 7 ae “Se , = ie ee = 
Piste ars ¢ ame we 2 ee an ——— “oe 7 
a he , TE ery - T - 
’ ia eae oy wis FSi ’ é eu eg é‘ 
se ec ee, ff} a — — 4 . 3 ke , ee or 
— ... °¢a Demme =~ "Gj a oe oa o ’ 
2 . ee il a ? ons oe Pisin ie ' ~™ 
a 4 : . | ; 
» | 
i 
ee 
ee | 
| > 
, 
: 
ee | 
' 
| 4 
} 
” 
ee / show. 
on, ‘2 
oe ree ‘ : kg ‘ re teal. ate : ' ; : ’ ee #4. fs ae ae ; Sak 
Br ie ks eas it te ES ee a At ER hd eg nt ee Pes al ; ers ta outer Ch ars tte Peay aie to Magee Se, cE ite aire e Coae le 2 ay Fee ak es Pry Pee eh asec SPE Meh lv eyen ot Welch ciety kU Re AL Pee R DY Me ee prin: ipeoe i eae 
ais bet abi gated ef Of) I ae aS ay Cea a Pepe Sonn ts Bice gee i sere Fg tes eee ge NES tae SO ce ede Ss i nats ie nae eee os Sa te Bar en CE gee he Reta err dee: settle bee Pee ae ee RI ae oe A ER 
ER sate pA ea SG. eee ns Me ee, We Real ete ey ot PPT ne ay og oes Teh ats PC PS NE Le hee, iy NP a Pg Spe Ee. te Were ai, Bake Rt eee Me Maal an 2 eo eee ate a ser We Mg ae Geese ORES ox SA earl cern 
Te Pe Ogi 7 Se pee ee hark med, Oa Cy hae, Pe auig Apr ge = Oe ae ead SD ea bays MgB E” Su aN eR Per 2th Re ee BAN PoP FB a SoS endef aol diag Micon at ih Oy RY oy PP = ees ac eo Sd Ee a RUA al cr, Cl Se 
Rds ch oe pce oe ee ee ee ke eee te ge Ei Es 1 ote ge SP Oe ee, eee ke EE GR RE ae De Sg mange ages Meche Ai oy TOR pe er RS Se ot ee i i eee Se mee aa et or | fo SR Cee, NERS Sg i re eee Cae ee Pe ae Se ee ie ee hh 


osha 


pes) gee eS Bee 


} 


y 


| 
| 


| 


| 
| 
‘ 


, forgetting—at the point 


Feature Section 


dvertisin 


g Age 


Thoughts on Radio-TV Personnel 
Consumers Need Reminders 


Bedell Does a ‘Before and After’ 


Four Meals, Maybe Five a Day 
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Salesense in Advertising... 


Combat Consumers’ 


Forgetfulness with 


Point of Sale Remindership 


By James D. Woolf 

(Mr. Woolf is an advertising con- 

sultant who spent many years as 

v.p. in charge of creative activities 

of the western offices of J. Walter 

Thompson Co.) 

One phenomenon with which we are all 
familiar, often to our sorrow, is forgetting. 
Since mid-July I have been intending 
to buy a fresh ribbon for my typewriter. 
Today, some eight weeks later, I have not 
yet made the purchase. 
Physical inconvenience 
is not the reason. With- 
in a block of my home 
is a drug store that 
carries ribbons, and I 
visit this store perhaps 
two or three times a 
week. My trouble is 


of sale. 

I forget because I 
aave been inhibited by intervening ac- 
tivities and interests. 

This human behavior of forgetting, it 


James D. Woolf 


| seems to me, is one of the most difficult 


yroblems we face in advertising. Mrs. 
Housewife, seated before her television 
set, notes with interest how she will be 
rewarded by, say, a new cake mix or an 
electric gadget for her kitchen. She re- 
solves to buy it on her next shopping trip, 
two or three days hence. Ergo, the sale is 
as good as made—unless she forgets. 


® The time lag of two or three days is not 
the only reason she forgets, according to 
Yale University’s Carl I. Hovland (“Foun- 
dation of Psychology,” John Wiley & Sons 
Inc., New York). He writes: “It was once 
thought that forgetting is due merely to 
the lapse of time, that an impression on 
the nervous system would naturally fade 
out. There is now considerable evidence 
to show that this simple explanation is in- 
adequate. Both laboratory experiments 
and common sense support the view that 
the rate of forgetting during a time inter- 
val must be dependent upon what is going 


on during that time rather than upon 


time itself.” 

A very great deal went on in Mrs. 
Housewife’s life during those two or three 
days before her shopping trip. She enter- 
tained the bridge club, Junior went down 
with the measles, Sis went out on a date 
with her first boy friend, Fido tore up her 
tulip bed, and Dad broke 100 for the first 
time in his life. Obviously her “rate of 
forgetting” must have been terrific. 


What can advertising do about this 
phenomenon of forgetting? What steps 
can we take to make sure that Mrs. House- 
wife remembers? 


= Our greatest opportunity exists, I be- 
lieve, at the point of sale. Listen to Nor- 
man F. McKean, former executive secre- 
tary of the Point-of-Purchase Advertising 
Institute (“Advertising Handbook,” Pren- 
tice-Hall Inc.): 

“It is at this point of purchase, where 
buying decisions are made, that manufac- 
turers’ selling is weakest. Intensive and 
successful efforts are made to get products 
into the store. Extensive advertising and 
promotion familiarize consumers with 
your product. But once the product is sold, 
the salesman walks proudly off, having 
done his job....The difference between 
a wallflower and the queen of sales de- 
pends on the final impression at the point 
of decision.” 

Note that it is in this area, according to 
Mr. McKean, that manufacurers’ selling 
is weakest. With this I agree. I can name, 
offhand, a half-dozen costly national cam- 
paigns of advertising that are supported 
by almost no activity to make shoppers re- 
member at the point of purchase. Many 
agencies provide their clients with half- 
hearted help, or none at all. 


® My faith in point of sale remindership 
as an effective way to combat forgetting 
is no mere theory. I have personally par- 
ticipated in a great many store tests, and 
the proof is conclusive. One such test, just 
completed, was made in an Ohio city 
which is served by two department stores 
of about equal size and popularity. The 
product, a certain item of hardware, was 
advertised in local newspapers. Store A 
displayed the product prominently with 
cards that reproduced the advertisements. 
Store B stacked the product on an incon- 
spicuous shelf and made no use whatever 
of the point of sale material. During the 
period of the test, two months, Store A 
made 200 sales, as against 48 for Store B. 
Store A’s customers remembered; Store 
B’s customers forgot. 

The same story held true in a number of 
smaller stores that were included in the 
test. Where the product was displayed 
with cards, customers bought; where the 
stores kept the item a secret, very few 
sales resulted. 

It is possible I never will buy that type- 
writer ribbon until something reminds me 
of my need at the point of sale. 


Looking at Radio and Television... 


Some Thoughts on Personnel 


By The Eye and Ear Man 
The advertising business has no in- 
ventory. In a business with no inventory 
the commodity being sold is the thinking 


of the members of the firm. The key to 
success in the agency business, therefore, 
is the brains, skill, harmeny, diplomacy, 


and well-being of the employes. 


Today, in the radio and television end 
of the business, many troubled decisions 
are being made. The fact is that, when 
the new fiscal year starts in mid-Septem- 
ber, new faces will be making the same 
old decisions in the electronic end of the 
agency business. 


® What are the factors causing this turn- 
over and what should the agency attitude 
be concerning personnel in the electronic 
departments? 

The size of the agency has a lot to do 
with the setup. Agencies billing less than 
$10,000,000 can do with one fairly expert 
media, program and film man. He should 
be a prominent member of the agency 
management and be a participant in prof- 
it sharing, stock, or other benefits. This 
man is readily available from networks or 
from larger agencies, if the price is right. 

The key man in the smaller agency will 
then select fairly low-salaried young men 
or women to help him in his generally 
unilateral activities. These people will 
come to him through various sources, or 
he can find them through employment 
agencies. (Even close relatives of clients 
can be trained to play this supporting 
role.) 


® Agencies billing between $10,000,000 
and $25,000,000 need three workers—a 
program and film producer, a media man, 
and a creative television copy man. Each 
is important and each will have a small 
staff assigned by accounts. The top men 
should be extremely well rewarded and 
should have capable assistants. The second 
level should be trained to know the ac- 
counts, the clients, and have the potential 
of taking over the principal jobs and the 
third level should be the worker bees. 

Agencies billing over $25,000,000 have 
a far more complex problem. Tne recent 
revolutionary turnover in personne] has 
come primarily from the arguments be- 
tween media and programming or be- 
tween copy and the production of com- 
mercials or between top management and 
the various departments. Whatever the 
reason, some long-established top jobs are 
being shaken up by death, resignation and 
dismissal. What to do about it? 

The first steps in stable management 
must take the form of promoting team- 
work regardless of the job definitions or 
personal ambitions of the contestants. 
Teamwork in these troubled times of 
changing television conditions can come 
only from a respected leader at the head 
of the groups working to turn out top 


On the Merchandising Front... 
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television work—copy, copy production, 


programming, and media. 


® The group head of the electronic media 
would therefore be a top officer of the 
company and a key management man. 
Under him would come all media, pro- 
grams, television copy and commercial 
production. Each department would be 
headed by a key man. In case of change, 
the best man would succeed the present 
leader. These men, for the most part, 
should be trained agency employes who 
had worked their way up through the 
ranks, but who had some outside train- 
ing. 

Under each of these men, groups should 
be formed of equally divided skilled spe- 
cialists. Group one should have been se- 
lected by top management representatives 
and represent the most promising gradu- 
ates of leading schools with special ap- 
titudes in their field. This group will 
have been carefully trained to work in 
the agency idiom and know exactly what 
their future is going to be, subject only 
to vagaries of the business. A large agency 
has this luxury and it must be emphasized 
that, only by the most careful screening of 
applicants, will it work. 

The second group, ranging in salary 
and skills, would be the outsiders trained 
in other agencies and other businesses re- 
lated to their skill. This group supplies 
the balance that eliminates inbreeding and 
the smugness that comes from too much 
security. 


® The generic conclusion to all these ap- 
proaches to personnel is to remember, al- 
ways, that a man is principally interested 
in his take-home pay and the future se- 
curity he will get when he has to retire. 
No man should have to ask for a raise. 
Every man should know what his job is 
and to whom he reports. No man should 
have more than six men reporting to him. 
Every man should be confident that there 
will be no nepotism or favoritism and that 
decisions will be reached by a non-politi- 
cal formula. At a certain point key em- 
ployes should vote on matters of vital 
concern to the agency. Stock and profit 
sharing must be the reward of the de- 
serving. 

Does this sound like a dream world? It 
isn’t. There are several agencies practic- 
ing this theory. Their turnover is slight 
and their personnel is tops. Any large 
agency can follow these practices. If they 
are followed, most of the problems of 
staffing an efficient electronic depart- 
ment will be minimized. 


Coffee Break Seems Due 
for ‘Fourth Meal’ Status 


By E. B. Weiss 
Merchandising Consultant 
Will the morning coffee break some 
day become an extra meal—a fourth 
meal? 
It’s an interesting speculation, and not 
quite as fantastic as it might appear at 


first blush. 

It is a fact, of course, that there are 
peoples in other countries—nations, inci- 
dentally, which do not enjoy our living 
standards—who indulge in four and even 
five meals daily as a regular routine. In 
some of the northern European countries, 
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for example, the five-meals-a-day rou- 
tine is quite traditional. 

Indeed, in our urban areas in partic- 
ular, the midnight snack is well along the 
road toward a fixed custom. The more 
our people become night owls, the more 
common will the midnight snack become. 
And the success of some of the late radio 
and television shows leaves little room to 
doubt that our masses are indeed becom- 
ing night owls. (The eight-hour day, 
with its later rising hour, plus the five- 
day week, are of course contributing fac- 
tors in this night-owl trend.) 

Consequently, we may be talking about 
a fifth meal when we talk about convert- 
ing the morning coffee break into another 
meal—fiot a fourth meal. But leaving 
numbers aside for the moment, isn’t it 
quite conceivable that the morning coffee 
break may actually become an extra 
meal? Particularly if some subtle sugges- 
tions to that end are made by the food 
industry? 


s The coffee break has become so wide- 
spread that it is difficult to realize that 
it was practically unknown in this coun- 
try 30 years ago. That’s right; in the 1920s 
the number of workers who enjoyed the 
privilege of a morning coffee break was 
tiny—in fact, so small as to be non-ex- 
istant. Today, millions of factory and of- 
tice workers look upon the morning cof- 
fee break as their divine right! 

Today, we find not only the develop- 
ment of full-fledged services that make 
the morning coffee break more pleasant 
and more efficient (though seldom less 
time consuming), but we also find that it 
is rapidly becoming something more than 
merely coffee. Doughnuts, coffee rings, 
cookies are appearing on the scene of the 
morning coffee break. 

Is it inconceivable that the next step 
may become small sandwiches? 

And, after small sandwiches—maybe 
somewhat larger sandwiches? 

And then perhaps a bit of dessert? 

It could happen. And it could also 
happen that the midnight snack may be- 
come a more formal meal than the word 
“snack,” itself, connotes. 


= In brief, a three-meal nation is on the 
verge of becoming a four-meal and per- 


Employe Communications... 


Getting to Know the 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

By any standards, International Harves- 
ter Co. is a large concern, with many 
plants, people and products. Although 
most of the company’s employes are prob- 
ably aware that John.L. McCaffrey is 
the company’s chief executive, the chances 
are that few employes know a great deal 
about him. Perhaps fewer still know how 
he spends his working day. 

This is a commonplace situation in 
American business, and this regrettable 
remoteness of executives from their peo- 
ple has encouraged several editors in in- 
dustry to try to bring the upper and lower 
echelons of their organizations more close- 
ly together. They attempt this first by ac- 
quainting employes with one another, 
then by acquainting all employes with the 
company they work for. Finally—and this 
is the biggest hurdle of them all—they 
try to interpret top management to every- 
body else. Executive restraint, excessive 
modesty and a lack of official apprecia- 
tion of the values of good employe rela- 
tions often stand in the editor’s way. 


haps even a five-meal nation. (And the 
new calorie-low foods will encourage 
millions to conclude that weight-reducing 
diets need not stand in the way!) 

How soon this comes about, and the 
precise foods involved, will depend, in 
some measure, on the advertising of the 
food processor. At the moment, the food 
industry is keenly interested in spreading 
the gospel of the larger breakfast, which 
may not be as easy to put over as a 
fourth and even a fifth meal. 

The bald fact is that the small break- 
fast is a matter not of stomach so much 
as it is a matter of time. Breakfast is a 
constant race with time—both with re- 
spect to its preparation and with respect 
to eating it. This is especially true of the 
millions of working couples, but it is just 
about equally true of everybody who 
must have breakfast at a fixed time. 


= Few people rise before the last minute, 
and last-minute risers mean 30-second 
breakfasts! 

But the morning coffee break in fac- 
tory and office—ah, that’s quite another 
matter. In the first place, it’s on some- 
body else’s time, a not inconsiderable in- 
ducement to a leisurely process! Then, 
too, it has become a most sociable affair. 
Back-fence gossip now takes place at the 
morning coffee klatsch. 

So there’s time—and inclination—to eat 
at the morning coffee break. It’s entirely 
possible, therefore, that it might be easier 
for the food industry to sell the idea of a 
“second” breakfast. (Farmers usually 
have two breakfasts—one before the 
morning milking and one after.) 

As for the midnight snack, that word 
“snack” will have to be stretched con- 
siderably to encompass the type of meal 
that a night-owlish population will ulti- 
mately be consuming late in the evening. 
(I might add, in this connection, that the 
recreation room in the newer homes is 
rapidly becoming the “midnight snack 
dining room.”’) 

All in all, the American public is on 
the verge of some rather radical changes 
in the number of meals eaten daily, and 
the timing of those meals. That this will 
also affect, to some degree, the makeup 
of the traditional three meals of the day 
is almost a foregone conclusion. 


Company President 


The editor of “Today,” the multiple 
plant publication of International Harves- 
ter, is an alert communicator named Ger- 
ald D. Hurley, and in his current issue 
he has presented a picture story of Har- 
vester’s president from the beginning of 
his working day to the end of it. Em- 
ployes who never had an idea how the 
official spends his time now get a clear 
impression of it, for, so deftly have Editor 
Hurley and his associates arranged their 
narrative, that Harvester folks around the 
kitchen table get a warm and friendly 
picture of the boss. They get a good close- 
up of the executive desk, with the homely 
little caption saying that the company 
president, once a chain-smoker, stopped 
a year ago. Readers note his relaxed re- 
lations with the people around him, meet 
the shoe shine man who has been on the 
job at the main office for 27 years. 

Employe readers have a chance to see 
the various Harvester officials with whom 
the president transacts business, in com- 
fortable, realistic poses. The text is a word 
panorama of activity at headquarters. 


= The “Today” portrayal of the top exec- 
utive on the job is a dignified, yet warm- 


ing, pictorial report. Maybe it won’t ease 
the tempest when the company represen- 
tatives and the union bargainers next face 
each other across the table. Perhaps it 
will not reduce overnight the number of 
grievances with which Harvester—like 
many other companies these days—is 
beset. The chances are fairly good, how- 
ever, that the article will nudge employes 
today just a little closer to the company 
than they were yesterday. There is a 
probability that the next time the execu- 
tive addresses his employes, he will be 
talking to fewer people who regard him as 
a stranger. 


Advertising Age, September 12, 1955 


Company presidents have been seen be- 
fore in the pages of company publications. 
In one memorable issue of an eastern em- 
ploye paper, the chief executive appeared 
in 47 different poses, each of which made 


him look a trifle more absurd than he © 


seemed in the one before. Presidents have 
been pictured in association with their 
editorials, glaring grimly at the help. 
Presidents have been presented as fisher- 
men, clumsily holding their catches. Presi- 
dents have been pictured often, and not 
often well. It took Hurley of Harvester to 
present his president properly, within the 
framework in which the boss operates. 
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DAIRY BOX 44a 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


doctor leaf through the paper. 


candy ad, left above. 


ommended benefit.” 


® Another of the group said: 


room.” 


hinted at by the headline. 


center. You'll want another...” 


In the newspaper office, a small knot 
of men stood watching the advertising 


“This is the weak kind of label head- 
line I deplore,” he said, pointing to a 


Since there is always a defender of 
the weak ad at hand, one of the group 
said: “Well, it’s obvious there isn’t room 
there for anything except what’s present. 
It’s important to say ‘Milk Chocolate,’ so 
they did that instead of using your rec- 


“Let’s 
read the copy, and see if there’s some- 
thing in it that would have justified a 
better headline, supposing there was 


The copy was read. Good copy! Good 
copy that made the ad doctor indignant 
—because its goodness was not at all 


The copy says in part: “You can’t eat 
just one of these delightful Dairy Box 
milk chocolates! One leads to another. . 
then politeness makes you stop counting! 
Pick out a coffee creme. Roll this deli- 
cious confection over your tongue, savour 
that smooth rich milk chocolate. Then 
sink your teeth into the soft coffee creme 


Looking at the Retail Ads 


IN THIS WONDERFUL CANDY! 
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Another spoke: “Too bad there isn’t 
room for something in the headline be- 
sides that ‘milk chocolate label.’ The 
copy’s worth a better headline.” 

The ad doctor asked for a pair of 
scissors. And in a couple minutes had 
the ad at the right. 

“It’s always better,” he said, “to say 
the thing you want your reader to think, 
rather than leave him or her to think it 
up for himself.” 

“How much better is the ad? How 
much more is it worth,” asked one of 
the group, “with the added idea: ‘Delight 
now in this wonderful candy!’?” 

“I don’t know,” said the ad doctor. 
“But from my own experiences, I would 
conclude that for my money the ad at 
the right would be worth at least 25% 
more than the one at the left, maybe 
much more.” 

“And if you can get 25% more re- 
sponse from an ad by adding in half a 
dozen words, that’s the same as buying 
your advertising at a 20% discount. 

“Or, looked at another way: If you 
would have been content with the r- 
sponse from the original version of an 
ad, and you get plus volume from it by 
improvement, then you may say that all 
the gross profit dollars in the plus vol- 
ume from the improvement, are actual- 
ly net profit dollars. 

“In any case, it is a pity to run an ad 
weak, when but a little attention can 
make it stronger.” 
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Bright, clean, color printing from Clement’s precision 
presses is now teaching needlework and helping to 
sell thread and yarn to millions of American women. 
This requires letterpress color printing so clear and 
sharp that you can actually see the stitches. 

Other businesses are profitably using this ability 
to reproduce fine detail and match colors faithfully. 
And they find that Clement’s high quality costs no 
more. 

Your nearest Clement sales office will gladly show 
you examples of fine color printing being produced 
constantly for America’s leading businesses and in- 
dustrial firms. 


8 LORD STREET, BUFFALO, N. Y. 245 ERIE STREET, BUFFALO, N. Y. 


Pr. 


(Crochet Design— Courtesy of Contes & Clark Ine.) 


J. W. Clement Co. 


Manufacturers of Quality Printing 
Executive Offices and Plant: 8 Lord Street, Buffalo 10, N. Y. 
Sales Offices: Graybar Building, N. Y.; Fisher Building, Detroit 
Subsidiaries: 
Pacific Press, Inc., Los Angeles. Phillips & Van Orden Co., San Francisco 


5201 SOUTH SOTO STREET, LOS ANGELES, CAL. 870 BRANNAN STREET, SAN FRANCISCO, CAL, 
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...both agree where to buy 
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SOFT PITCH—This ad on behalf of 
Betholine-Sinclair dealers of Mary- 
land is being featured in newspa- 


pers. The low-key “confidence” 
theme also is being stressed in 
radio, tv, and outdoor advertising. 


This Elephant Urges 
Oregon Phone Users: 
Forget Old Numbers 


PORTLAND, OrE., Sept. 6—Batten, 
Barton, Durstine & Osborn, San 
Francisco, helped to create for Pa- 
cific Telephone & Telegraph Co. a 
ready-made symbol—Rosy, the el- 
ephant—for the largest mass 
change of telephone numbers ever 
to occur in the Pacific Northwest. 

Last Saturday the company com- 
pleted the changing of more than 
170,000 numbers in Portland and 
nearby suburbs, having used an 
extensive advertising campaign in 
newspapers, radio and tv, outdoor 
and transit displays in preparation 
for the switch. 

Every ad featured Rosy, who is 
“mayor” of the Washington Park 
Zoo and Portland’s only elephant. 
The campaign emphasized the im- 
portance of memory, of which Rosy 
and her kinfolk are supposed to 
have plenty. 


ws Stan Sullivan, art director at 
BBDO’s San Francisco office, was 
responsible for the jaunty appear- 
ance of Rosy as she looked out 
from newspaper advertisements 
and outdoor bulletins, complete 
with polka dot shirt and flowered 
hat. 


Mel Blanc, veteran “voice” of 
movie cartoons, portrayed Rosy on. 
radio and behind animated tv’ 
spots. 

Rosy set the tone for the cam- | 
paign designed to get Portlanders | 
to discard their old directory on 
the proper day, search out new 
numbers and dial correctly, and 
also to become accustomed to add- 
ing a numeral to a new prefix. 

Copy for the campaign was pre- 
pared by Jack Pfeil. Clayton Go- 
ing was the account representa- 
tive and Robert E. Mangan 
served as account supervisor, all of 
them working in conjunction with 
R. D. Ross, PT&T advertising su- 
pervisor, and E. D. Smith, general 
information manager at Portland. 


Williamsport Papers Merge 

The Gazette & Bulletin, Wil- 
liamsport, Pa., morning paper, has 
merged with the Sun, an evening 
paper. Morning publication will be 
discontinued and the merged paper, 
to be printed as an afternoon pa- 
per six days a week, will be called 
the Sun-Gazette. Reason given for 
the merger was rising costs. 


Farmer's Exchange to Wibel 
Merrimack Farmer’s Exchange 
Inc., Concord, N. H., has appointed 
Herman J. Wibel Advertising, 
Contoocook, N. H., to handle its 
advertising and to publish a 
monthly magazine, “Merrimack’s 
Messenger.” The exchange will use 


newspapers, radio and direct mail, 


'|'Old Saw’ Campaign 


Promotes McCulloch 
‘Saw Sellabration’ 


Los ANGELEs, Sept. 7—McCul- 
loch Motors Corp. will run its big- 
gest sales-advertising drive for 
power chain saws during October, 
when the chain-saw buying season 
begins. Using the theme “Saw Sel- 
labration,” the company will fea- 
ture its entire line, including two 
new models. 

The ad campaign calls for a two- 
color page in The Saturday Eve- 
ning Post, Sports Afield, and Field 
& Stream; two-color spreads in 
Farm Journal, Progressive Farmer 
and 20 farm publications through- 
out the country, plus five farm 
magazines in Canada. All farm ads 
will carry complete dealer listings. 

A campaign in Canada calls for 


a two-color page in Maclean’s 
Magazine; two-color inside covers 
in the French-language magazines, 
Le Bulletin des Agriculteurs and 
La Ferme, and 700-line, two-color 
insertions in Family Herald & 
Weekly Star. Two-color spreads 
also will run in 12 U. S. and five 
Canadian lumber trade papers. 


a Ad copy will be built around 
the idea of an “old saw roundup.” 
Owners of old saws will be urged 
to bring them in to add to dis- 
plays at their dealers’—and also 
get a trade-in on a new saw. 

Stromberger, LaVene, McKenzie, 
Los Angeles, is the agency. 


‘Glamour’ Names Timm A. M. 

Ralph F. Timm, formerly with 
Vogue, has been named advertis- 
ing manager of Glamour, New 
York. 


Camera Visions Names Locke 

Norton Locke has been appointed 
West Coast director of operations 
of Camera Visions Inc. He previ- 
ously held the positions of senior 
producer-director, WLW-TV, Cin- 
cinnati; director of operations, 
WTVN, Columbus, O., and mana- 
ger of WGEZ, Beloit, Wis. Mr. 
Locke will devote his efforts to 
developing operational procedures 
and training special crews for 
Camera Vision systems. 


WOV Corp. Buys WOV 

WOV Broadcasting Corp., New 
York, has purchased WOV, New 
York. The Federal Communi- 
cations Commission has approved 
the transaction. No changes have 
been made in station management 
or personnel. Ralph N. Weil and 
Arnold B. Hartley are officers of 
WOV Broadcasting Corp. 
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Car Wholesalers to Newmark 

Car Wholesalers Inc., Queens, 
N. Y., car retailer and wholesaler, 
has appointed Michael Newmark 
Agency, New York, to handle its 
advertising and public relations. 
Radio and tv spots and newspa- 
pers will be used. 


Midnight Radio 


Show + WGN chicago tribune Station 
441 N. Michigan Chicago 11 SU 7.0100} 

or call your local 
George P. Hollingbery Company Representative 


Industry Magazine . 
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he’s Motivated ! tormoresaiesthan 


ational fatal ‘oii Association 
$64 N. Pennsylvania St, Indianapolis, indiana 


ever before. The Hardware Budget Plan of the National 
Retail Hardware Association is putting thousands of 
hardware retailers into installment selling on a com- 
petitive and profitable basis. This NRHA service alone 
can add $750 million to hardware store volume! 


he’s activated! t sell more of your 


products by the editorial and advertising pages of the 
. Hardware retailer. Interest in 
the Hardware Budget Plan and other expanded NRHA 
activities, has put Hardware retailer at an all-time high 
in readership, in circulation and in advertising volume. 
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Beirn Emery Robertson 
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| ...{o fully sell the hardware trade 


P HARDWARE & HOUSEWARES is the fastest growing! It does 

the best selling job for you because hardwaremen rely on its live news, 
the latest on new products and trade trends — all presented 

in any easy-to-read style and tabloid format. 


8th Floor, 
Daily News Bldg., 
Chicago 6, Illinois 


inde Tel 


ardwa 


of this Top 
Add to these editorial advantages the fact that only HARDWARE : 
& HOUSEWARES assures your ad top visibility. Every ad you Ranking 
place is near news — there are no “buried” ads, ever. It adds Market “Golden Belt 


up to tremendous readership in 37,000 “plus” individual hardware 
stores with a strong conviction to bzy. 


Ask your HARDWARE & HOUSEWARES representative 
to give you the full story of why smart advertisers know it’s just good 
business to have HARDWARE & HOUSEWARES selling for them. 


SEE YOU IN THE COMICS—Among the advertising men present to bid 
Julian Cargill adios were Bob Healy, McCann-Erickson; Bob Par- 
man and Tom Carnese, Ted Bates & Co.; Ken Beirn, Biow-Beirn- 
Toigo; Basil Emery, Chesebrough-Pond’s, and Ralph Robertson, 


YOU belong ina tabloid... 


| Hardware and 
| Housewares 


TIE-IN TIE—Initials of the admen present adorned the green necktie 
presented to Julian Cargill by Stewart Boyd, of The Saturday 
Evening Post, on behalf of the group. 


Carnese 


New, low-cost coverage 


a of the South” 


The Raleigh News @RALEIGH 
and Observer— 
Raleigh Times gives 
complete coverage of 
Raleigh itself—PLUS the 
33 county “Golden Belt of 
the South.” Here’s a market 
that is solid agriculturally, growing 
industrially, and accounts for 

One-Third of North Carolina’s 

Retail Sales. 
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(See September SR&D for new 
low optional miline rates) 


p & Housewares @ RALEIGH, North Carolina 


PE aE CR ae et 


Morning & Evening 
137,586 


Evening & Sunday 


147,632 


(ABC 3/31/55) 


Represented 
by 
The 
Branham 
Company 
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e 
Julian ‘Comics’ 
Cargill Calls 


It a Career 


New York, Sept. 7—At lunch 
time the other day, dozens 
of the town’s top advertis- 
ing men converged on New York’s 
University Club to shake hands 
with Julian Cargill, a veteran of 
Madison Ave. and environs. Julian, 
it seemed, was retiring after at 
least a couple of hundred years in 
the business, and Stewart Boyd of 
The Saturday Evening Post, for 
one, thought the time was ripe for 
a salute to Julian, onetime sales- 
man for Woman’s Home Compan- 
ion, onetime ad director of the 
Butterick Publishing Co., onetime 
v.p. of the William Esty Co., and 
longtime (the past 14 years) sales- 
man and sales manager of Metro- 
politan Sunday Newspapers’ com- 
ics division. The luncheon motif 
was “Who’s Cargill?” a query that 
each well-wisher was willing to 
answer in writing. (These are be- 
ing bound as a souvenir for Jul- 
ian.) Sample answers: “The best 
one word answer to the epithet 
‘huckster’”; “A good Joe”; “The 
height of Hairbreadth Harry, the 
mind of Dick Tracy and the kind- 
ness of Daddy Warbucks” and 
“The luckiest guy in the world— 
no more work!” 


Screen Gems Sells 
‘Rin Tin Tin,’ ‘Ford 
Theater’ Overseas 


New York, Sept. 9—Screen 
Gems is another tv film producer 
which is happily discovering the 
foreign market. 

The “Ford Theater” series will 
be seen on commercial tv in Eng- 
land—under a different title. Rin 
Tin Tin will rove the video air- 
waves in Italy and France. The dog 
will not have to worry about learn- 
ing to bark in Italian or French, 
however; the dialogue will be 
dubbed in overseas. “Captain Mid- 
night” also will be televised in 
Italy. 

Dutch viewers will get a taste 
of American style tv when “Father 
Knows Best” starts showing in the 
Netherlands. Negotiations also are 
in progress for the presentation of 
Screen Gems’ packages in Austral- 
ia and Thailand. 

Newest title offered for syndica- 
tion in the U. S. by this company 
is “Jungle Jim,” starring Johnny 
Weissmuller. Its current best-seller 
in syndication is “All Star Thea- 
ter,” re-runs of “Ford Theater,” 
which has been sold in 233 mar- 
kets. 


Guenther Estate Probated 


An inventory of the estate of the 
late Louis Guenther, founder and 
editor of Financial World, who 
died March 11, 1953, filed in the 
Surrogate’s Court, New York, 
shows that he left a gross estate 
of $720,625 and a net of $254,890. 
Of the gross estate, $660,598 was 
represented by securities; stock in 
Guenther Finance Corp., his per- 
sonal holding company, was listed 
at $643,098. Debts amounted to 
$149,677, and funeral and admin- 
istration expenses were $61,167. 
Guenther Publishing Corp. was 
listed as an asset of Guenther Fi- 
nance Corp. Mrs. Hedda Dawn 
Guenther, his widow, gets 80% of 
the residuary estate in trust for 
life, and four nieces and a nephew 
get the remainder in trust. 


Katz Agency Appoints Two 
Richard C. Landsman, formerly 
with Harrington, Righter & Par- 
sons, and Albert B. Shepard, pre- 
viously with Forjoe-TV, have been 
appointed to the tv sales staff of 
Katz Agency, New York, national 
advertising representative. 


in the nation’s capital 


Retail Linage | 
The Up- 


of the newspaper space buying 
trend of Washington Retailers 


3 month period May,* June, July 
1955 over same period of 1954 
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As the retail linage gains show, more and more retailers 
are making The Washington Post and Times Herald their 
basic advertising medium. 

At the same time national advertisers placed more 
linage in The Washington Post and Times Herald than 
in the other two Washington papers combined. 

Why? Simply because The Washington Post and 
Times Herald reaches more families, produces better 
results at the lowest cost per thousand circulation. 

Ask us for full facts on Washington newspaper 
coverage and cost. 


he Washington Post 


WASHINGTON’S FAVORITE HOME NEWSPAPER 


410,000 Sunday circulation - 380,000 daily circulation 


Represented by: Sawyer, Ferguson, Walker Company — 
The Hal Winter Company, Miami Beach — Puck, The Comic 
Weekly — Joshua Powers Co., Ltd., London 


*May 1954 was first month after The Post bought the Times Herald that 
rate increase became effective for The Washington Post & Times Herald. 
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Bunny Bear Names Agency 

Bunny Bear Inc., Everett, Mass., 
maker of Bunny Bear portable 
cribs, convertible auto beds for 
children and Nevawet crib mat- 
tresses, has appointed Badger & 
Browning & Parcher, Boston, to 
handle its advertising. Silton Bros., 
Boston, formerly handled the ac- 
count. 


PUT COLOR 


In Your 


ELIZABETH (N. J.) MARKET 
ADVERTISING 


One color and black, two colors 
and black and full R O P color 


Accepted by the 


ELIZABETH DAILY JOURNAL 
ELIZABETH, NEW JERSEY 


Write for details or contact 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


Toledo Officials Plan 
to Circle City with 
Outdoor Bulletins 


ToLepo, Sept. 6—A plan to gird 
Toledo with huge outdoor bulle- 
tins, placed beside every major 
highway entering the city, has 
been announced by the chamber 
of commerce. 

The brightly colored boards, 
42x12’, will be topped by header 
pennants bearing the words “Wel- 
come to Toledo.” They also will 
feature circular photographs of 
Toledo scenes, each 12’ in diam- 
eter, and advertising messages for 
the sponsoring companies. 

Aerial views of Toledo and pic- 
tures of the zoo, the museum of 
art, the University of Toledo, the 
civic center, the public library and 
other well-known points will be 
used on the bulletins. 


|® Each bulletin will carry a line 
|to the effect that the sponsoring 


companies are taking part in an 
area-wide program to promote 
Toledo. Cost to each company will 
be $75 monthly. 

There will be, at most, 14 bulle- 
tins, placed on “ideal highway lo- 
cations” which already are under 
option, the chamber announced. 
Daily traffic counts at the various 
sites range from 2,060 vehicles on 
Alternate U. S. 20 between Rt. 2 
and Maumee to 20,996 on the Chi- 
cago Pike. 


Monsanto Reassigns Four 

Monsanto Chemical Co., St. 
Louis, has reassigned four direc- 
tors of sales in the organic chemi- 
cal division. Arthur P. Kroeger is 
now associate director of market- 
ing, with Cyrus W. Merrell as- 
sistant to the director of market- 
ing. Both are new positions. Willi- 
am M. Russell, formerly director 
of sales operations, and Tullius C. 
Tupper, previously director of 
sales planning, have exchanged 
posts. 


A DARLING—Delegates at the 70th annual convention of the National 
Retail Meat & Food Dealers Assn. in Cleveland got a bang out of 
this 1923 White truck. It is used by Darling & Co. at shows, grand 
openings and conventions to make deliveries. The truck has solid- 
rubber tires and has been in the 


WHO 


WHO Salutes You! 


When this story went out ov 


Gene and Shirley 
Tomaszewski — 


er the 


company’s service since its pur- 
chase. 


Contadina Will Use 
Newspapers, Radio 
in Fall Campaign 


SAN JOSE, Sept. 6—The advertis- 
ing promotion which Hershel Cal- 
ifornia Fruit Products Co. con- 
ducted last spring for its Contadina 
tomato paste is being followed this 
fall by a campaign double its vol- 
ume. 

The drive starts Sept. 18 and 
extends into November, using 75 
newspapers and 50 radio stations. 
Basic newspaper advertising is 
color half-pages in Sunday sup- 
plements, backed by multiple 
small-space b&w _ insertions. 
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WHO dial 


50,000 watt Voi 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
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Cosmetics, Gift 
Shows Build Houston 
as Distribution Hub 


Houston, Sept. 7—The city of 
Houston is driving hard to become 
a wholesaling and distribution cen- 
ter. 
Business from two regional 
wholesaling shows which have 
been held in Houston since mid- 
August approaches $2,000,000. This 


tropics—with handles of rubber- 
ized-plastic, that won’t slip when 
the hands perspire. 

Changes from previously offered 
items all are in the direction of 
adding convenience; occasionally 
some display ease for the merchant 
is added to consumer conveniences. 


AMA Names Bozell & Jacobs 

The American Medical Assn., 
Chicago, has appointed Bozell & 
Jacobs, Chicago, its public rela- 
tions consultant. 


Roto-Broil, Vim in Co-op Drive 
A two-week cooperative adver- 
tising campaign to promote Roto- 
Broil rotisseries was launched 
in the New York metropolitan 
market Sept. 6 by Roto-Broil Corp. 
and Vim Stores. During the pro- 
motion each purchaser of a Roto- 
Broil in any of the 56 Vim Stores 
will receive guest tickets either to 
the “Ice Capades” or the rodeo at 
Madison Square Garden. Vim will 
use space in all New York dailies 
for two weeks, which will be 


placed direct. Roto-Broil will use 
special spot announcements on 
WRCA-TV, WABD-TV, WOR-TV 
and WATV-TV. Product Services 
Inc. is the Roto-Broil agency. 


‘Popular Mechanics’ Rates Up 
Popular Mechanics will increase 
its circulation guarantee and its 
advertising rates, effective with 
the February, 1956, issue. Circula- 
tion guarantee will go from 1,150,- 
/000 to 1,250,000. The new b&w 
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JWT Names 5 to Chicago Statt 

J. Walter Thompson Co., Chica- 
go, has added five members to its 
research department. They are 
Mrs. Rena Bishop, William Bosch- 
er, Arthur Hilgart, Richard Luce 
and Robert Medina. 


‘Courier Express’ Names Rep 
The Buffalo Courier Express has 
appointed Resort Newspaper Rep- 
resentatives, Miami, its Florida 
and Caribbean resort advertising 


has important ramifications for 


|page rate, one time, will be $2,700. | representative. 


local advertising men, since many 
purchase orders from retailers con- 
tain provisions for allocating coop- 
erative advertising here. 

The Cosmesis Club of Texas, 
composed of roughly 50 regional 
distributors of higher priced cos- 
metics and related products, re- 
ported $605,000 in pre-Christmas 
opening orders, after a four-day 
show in the Rice Hotel. 

The Gift & Housewares Show, a 
relatively new annual affair, | 
moved this year from three floors | 

| 


of the Ben Milam Hotel to the 
much larger space of the air-con-| 
ditioned Coliseum. Officials of the 
show reported about 2,800 retailers | 
from cities within 100 miles of 
Houston—and a few from beyond 
—placed orders aggregating around 
$1,000,000 worth of toys, kitchen- 
ware, gardening tools, smal! ap- 
pliances and other hard goods. 
Goodwin-Dannenbaum agency 
handled the show advertising and 
public relations. 


® The gift and housewares show is 


described as third in scope only to 
the Atlantic City and Chicago 
shows. The cosmetics show is one 
of the earliest each fall season in 
the nation, and thus it often pro- 
vides indications of what retailers 
expect consumers will like. 

Indications gathered from a spot 
check of the cosmetics show point 
to a stabilization of the market, 
according to agents interviewed. 
Many companies are lengthening 
their lines to enter price fields 
that have proved popular; others 
are shortening their lines to elim- 
inate sizes and price fields that 
have not sold in volume or haven’t 
fitted in with their over-all mer-— 
chandising setup. 

A few are adding new products | 
to round out their lines. 

Cutting down product lines is in 
complete contrast to the tactics 
since the end of the war, some 
agents pointed out. Through most 
of this time, everything that could 
be manufactured could be sold. 
Manufacturers added to, but never 
shortened, their lines. They sold 
whatever sizes could be manufac- 
tured with the greatest economy 
or largest margin of profit. 


® The leveling off began a year or 
two ago and now appears to be the 
biggest factor in the market—dic- 
tated apparently by the intensity 
of the fight for customer dollars. 
Customer preferences also ac- 
count for changes in the gift and 
housewares fields, a check of that 
show indicated. The use of new 
plastics and new weights of metal 
has been directed toward consumer 
convenience: as lightweight garden 
tools—very popular in the year- 
round mild weather of the sub- 


LYNCHBURG 


VIRGINIA 


“Metropolitan” Lynchburg retail 
sales—32% HIGHER THAN THE 
U.S. AVERAGE! 


Only the News-Advance covers this 

basic Virginia market of over 

50,000 city zone population. 

ADVERTISE IN LYNCHBURG—GET OUR MARKET FOLDER 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


See how the 


Your customers aren’t think- 
ing about last year’s worries 
and opportunities, they’re 
thinking about this year’s — 
and the showplace of what’s 
new in 1955 get-ahead ideas 
is the 1955 American Builder. 
That’s where your ads will 
reach the right people when 
they’re in the right mood. 


ii TAKES a dynamic magazine to 
win and hold the interest of to- 
day’s dynamic light construction in- 
dustry. 


Big changes are taking place. 
There’s 4 new balance between the big 
builder, the medium builder and the 
little builder . . . there’s a new pattern 
of “team specifying” as between build- 
er, supplier and subcontractor. 


To meet this changing situation, 
the 1955 AMERICAN BUILDER—and it 
alone—offers you the aim and im- 
pact of: 


1) Three regional editions, for 
sharpest reporting and interpretation 
in each section, 


2) A free corollary aid like our 


“Balanced Coverage 


BR Pe Br pe ae 


955 American Builder reflects ... 


y os = ea ree 
Vig. 4 om . — me's 
wr, "4 - a yp 


... today's new opportunity 


Light Construction Merchandiser, to 
wrap up your “merchandising pack- 


” 


age. 


3) Balanced Coverage between big 
and little builders, big and little towns, 
East and West, North and South, light 


commercial and residential building. 


4) “Starched” issues to help you 
keep your new advertising targeted 
on today’s new market. 


This is a story you should hear in 
full from your AMERICAN BUILDER 
man. SIMMONS-BOARDMAN PUBLISHING 
Corp., 30 Church St., New York 7, N.Y. 


Bigger Business ” 
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KOA-TV Builds New Tower 


KOA-TV, Denver, has received 
permission from the Federal Com- 
munications Commission to start 
construction of a new $150,000 750’ 
tv tower that will reach 3,000’ 
above Denver at its Lookout 
Mountain site. KOA-TV hopes to 
provide better service to areas be- 
yond Denver that are not presently 
receiving satisfactory signals. 


NORTH CAROLINA 


New Bern is the buying center of 
Craven County’s— 


$61,792,000 

effective buying income. 
The Sun-Journal, New Bern’s only 
newspaper will cooperate in build- 
ing sales for you. 


REQUEST MORE FACTS—ADVERTISE IN NEW BERN 
Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


‘Appointment of Ryder 


; 
| 
| 


OaKLaAND, CaL., Sept. 6—The| 
Metropolitan Oakland Area Com-) 
mittee has been charged with using 
“a rigged questionnaire” and a 
“squeeze-play weekend letter” to 
make the reappointment of the 
agency which has had the account 
for the past six years, Ryder & 
Ingram, look as if it had been made 
in competition. 

The charge was made in a letter 
to the committee, the county board 
of supervisors and all city officials 
in Alameda County by Ad Fried, 
head of the agency bearing his 
name and president of the Adver- 
tising Executives Club. 


@ Officials of both Ryder & In- 
gram and the committee declined 
to “dignify” the charge with a 
public reply, though Maurice G. 
Reed, committee chairman, told 
AA: 

“Mr. Fried’s suggestions will be 


considered by the committee, just 


& Ingram as Agency 


for Oakland Area ‘Rigged,’ Ad Fried Says 


as anyone’s suggestions would be 
accepted. However, the committee 
will not engage in any controversy 
with him, and charges of rigging 
are absurd and cannot be dignified 
by comment.” 

Mr. Fried considers the account 
in controversy to amount to about 
$125,000 a year; Ryder & Ingram 
figures it at $70,000, of which two- 
thirds or more is spent nationally 
in executive magazines. 


® Mr. Fried said the committee 
sent out a letter dated Aug. 29, 
asking for bids to cover a three- 
year period of advertising from 
July 1, 1955, to June 30, 1958. 

He asserted that the bid was 
timed to come just before the La- 
bor Day weekend, when agencies 
were busy trying to meet dead- 
lines, etc. Recipients were asked to 
answer by the following Tuesday. 

“The timing, wording and con- 
text...seem rigged,” he wrote. 


'“It is the considered opinion of, 
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Mr. Fried said that because of 
many leading local agency men the civic nature of the account, it 
with whom I have talked that)| should be rotated among qualified 
there is no intention of ever mak- | agencies. 
ing a change...the letter is just a 
cover up to give the appearance ® “If an agency handles the MOA 
the selection was legitimate.”* | account for one period (whatever 
Mr. Fried also severely criticized specified—one, two or three years), 
a questionnaire, which accompa- | it should then be automatically 
nied the MOA letter, charging that eliminated for the coming periods 
it was a summary of a national until every other qualified agency 
agency formula prepared by Ryder has had a chance.” 
& Ingram to favor its own bid. He also proposed that all agen- 
cies might share the account, 
= “If the MOA committee will an- working as a joint advisory board, 
alyze this situation,” he wrote, with one agency handling news- 
“almost any local agency (espe- papers, another trade press, etc. 
cially those working in this area| Mr. Fried concluded by saying 
for 10 years or more) must be that since the advertising “is sup- 
qualified or they would not be do- ported by the taxpayers of the 
ing business today. You don’t have Metropolitan Oakland area, em- 
to ask them if they are qualified, bracing all of Alameda County, 
as the letter did, unless there is every agency in the area that is 
something ulterior behind it.” ‘now paying taxes should be con- 
“Any of the fine local agencies sidered and given a share of this 
can point to outstanding accounts advertising. Anything less is unfair 
they have been serving, but they and smacks of favoritism which 
may be not just in the category |can never be justified by a rigged 
requested by the questionnaire,” questionnaire or squeeze-play 
Mr. Fried wrote at another point.| weekend letter.” 


they Buy 


@ Even the “small fry” have more for movies, baseballs, 
dolls, toys, or smoothing the path with teacher! That’s 
because the average income per family in this great market 


is $6,593—25.7% above 
among cities of 600,000 


the national average—and 7th 
and over!* 


Whatever you're selling, you'll find a far better market 
in Indianapolis, responsive and ready to buy. In addi- 
tion, you get these other important advantages, as well: 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


*Consumer Income Supplement, 1954, 


Standard Rate & Data Service. 


THE INDIANAPOLIS STAR 


YOUR FIRST TEAM FOR SALES.IN 


More because th 


ey Have More! 


ad ws According to MOA sources, the 
committee abandoned its own ad- 
vertising department in 1952 and 
opened the account for solicitation 
from six or eight agencies. At that 
time Ryder & Ingram was awarded 
the account on a three-year con- 
‘tract, which is about to expire. 

Several weeks ago, it was said, 
William A. Sparling, manager of 
the Oakland Chamber of Com- 
merce (which staffs the tax-sup- 
ported MOA operation), was in- 
vited to talk before the Advertis- 
ing Executives Club and explain 
the operation of the committee. 
Following his talk, Mr. Fried took 
the floor to criticize Mr. Sparling 
and the committee. 

Then on Aug. 29 Mr. Sparling 
sent out the letter to 45 Alameda 
County ad agencies saying the ac- 
count was to be reopened and that 
any interested agency should re- 
turn the enclosed questionnaire 
not later than Sept. 6. According 
to Messrs. Ryder and Reed, how- 
ever, this date was not intended as 
a deadline or cut-off date to close 
off solicitations. 


All-Rite Offers to Trade 
$1,000 Cash for Ad Ideas 

All-Rite Pen Inc., New York 
manufacturer of ball point pens, 
is giving its jobbers, wholesalers, 
and retailers a chance to play ad- 
man. In a trade advertising cam- 
paign, All-Rite is offering cash 
prizes of $1,000 for the best ads 
submitted in the cartoon-copy 
style being used by the company 
in its current Life magazine cam- 
paign. 

Spreads announcing the contests 
will run in Geyer’s Dealer Topics, 
Modern Retailing, Pacific Stationer 
& Office Outfitter and Tobacco 
Leaf during September and No- 
vember. Substantial cash prizes 
are also offered to the All-Rite 


P It’s Bic . . . over 600,000 population 


P It’s Sreapy . . . unsurpassed for diversification and 
balance of industry and agriculture 


> It’s Eastty REACHED .. . you get saturation coverage of 
the metropolitan area, plus an effective bonus coverage of 
the 44 surrounding counties in The Indianapolis Star and 
The Indianapolis News. Write for market data today. 


i™ »' _~ 
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INDIANA 


salesman who draws the most con- 
test entries from his customers. 
Leber & Katz, New York, is the 
agency. 


Sternberg Joins Hammer 

Leo Sternberg has joined Jerry 
Hammer Associates, New York, as 
art director. He formerly operated 
his own art studio. 


PATERSON 


NEW JERSEY 
3rd City in New Jersey Covered With 
THE PATERSON CALL 


In 1954 the Morning Call carried 
more than 6,089,000 lines of local 
advertising. Department Stores and 
national chain food companies 
know, from long experience, the 
people of Paterson read and are 
influenced by their advertising in 
the Call. 

REQUEST MORE FACTS—ADVERTISE IN THE CALL 

Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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Mobilheat 7 
‘irst Fill Offer..% 
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Fill out and mail teday } 
of phone CApitol 3-2195 


B WR a Een kK 


BRAND ESTABLISHMENT—General Pe- 
troleum Corp., Los Angeles, is 
using ads like this in West Coast 
newspapers in its attempt to create 
brand identification for its Mobil- 
heat heating oil. The agency is 
Stromberger, LaVene, McKenzie. 


Mobilheat Drive 
Aims to Establish 
Heating Oil Brand 


Los ANGELEs, Sept. 8—General 
Petroleum Corp. will run a test 
campaign in Portland, Ore. this 
fall in an effort to create a strong 
brand identity for heating oil— 
which normally has little in the 
public mind. 

Newspapers, tv, and direct mail 
will be used in the campaign. The 
test effort features the offer of a 
six-piece cutlery set, valued at 
$13.75, for $4.99. The offer is made 
to persons using Mobilheat for 
their first fill of the season as well 
as those now using the fuel. Con- 
sumers may respond to the offer 
either by phoning or by using the 
coupon which appears in newspa- 
per and direct mail advertising. 


® In all cases the follow-up will 
be made by salesmen. The objec- 
tive of the campaign is to estab- 
lish the quality behind the Mobil- 
heat brand and the accompanying 
service provided by dealers. The 
company feels that oil users gen- 
erally consider all heating oils 
much the same; generally they 
make their first purchase without 
regard to brand and continue buy- 
ing it as long as they have no 
complaints. 

A conventional campaign also 
will run in the Seattle-Tacoma 
area, with a theme of service plus 
quality. Newspapers, tv and out- 
door are scheduled in this area. 

Stromberger, LaVene, McKenzie, 
Los Angeles, is the agency. 


in PEORIA U's the 
JOURNAL STAR 
ba 


Rati Adv. Mor. 
says: 


e and SELL 
IT in the $630 Mil- 
lion Market at ONE 
LOW COST. 


® Me litan Pe- 
ora Ran MSaow 
xe so Sty ©. C. SUMMERS 
Beth in POPULATION SA's 
3rd in BUYING INCOME (Per Capita) 
® MAJO) OIS MARKET... 
2nd ONY AS 
WRITE FOR 1955 PEORIAREA FACT FOLDER 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


_|Vigorelli Sewing Machine Distrib- 


Adler Names New President |Pennsylvania Sales Tax 


103 


ing and prescribed medicines. It|pected to total $125,000,000 for the 


Frank DuVinage, former v.p. of | Expires, Leaving State in Hole was permitted to expire as a polit- two-year period when collections 


Pennsylvania’s 1% general sales |ical issue after Democratic Gov.|are completed. Lapse of the tax 


utors, has been named president} tax, which had been in effect for|George M. Leader gained office leaves the state in a fiscal hole, as 


of Adler of America, New York. 


been appointed East Coast district 


the past two years, expired Aug. last year on a promise to kill the |no alternate revenue producer had 
Fred Salem, formerly with Bell|31. The tax had been imposed on sales tax. 


Portable Sewing Machine Co., has/|all retail sales, except food, cloth- | 


been agreed upon in a politically 
Revenue from the levy is ex- | divided legislation. 


manager. 


Management Institute Meets 
The Institute of Management 
Sciences will hold its second an- 
nual convention in New York Oct. 
20, 21 and 22. Theme of the meet- 
ing will be “The Forward Look in 
Management.” Particular emphasis 
will be placed on the application 
possibilities of automation and 
other electronic computing devices. 


Royal & deGuzman Named 

Small Homes Guide Inc., Chi- 
cago, has appointed Royal & de- 
Guzman, New York, to handle! 
advertising for Home Modernizing 
and Small Homes Guide. 


THIS IS HOWARD KRUEGER— (Another W-G Salesman) 


_ Howard A. Krueger has been in the Newspaper Representative business all of his 
*. business life, having joined our organization immediate] following his graduation 
"| from the University of Illinois more than 20 years ago. Howard has had extensive 
experience in all branches of the business, including the development of sales and 
advertising plans for clients. He is a specialist in promotion and sales plans. Howard, 


like any of our salesmen, will help and work with you to get the greatest results 
: from your advertising campaign. 


Please note individual advertisements of our newspapers throughout this issue. 


WARD-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 


Park Lexington Building. ............sseeseeees ROE ery NEW YORK 
ee DD ns ce nb ocd 0dceseeeeeed SD WHE ba bbs0cccccctecceecoetd CHICAGO 
General Motors Building.............006.0.s005 CE gas ss ncacncaasscaed DETROIT 
Statler Office Building... ............6..0000e0ee rz. eer BOSTON 
Fulton National Bank Building................. SD Gn 2 466.06006.00,6004d00000nE ATLANTA 
Ff  & | "SRRpI ITT rr) WER DENS coecodeccesceccaseas CHARLOTTE 
SN Es ba 0 b65.0 6 44660600068 000cceceesed » Fo SAN FRANCISCO 
Philadelphia National Bank Building........... QOD Fee havc cc cotcécccsieus PHILADELPHIA 


Carnation 


Bouquet 


for API 
Newspapers 


This is a sample of one of the letters sent to API 
newspapers by the Carnation Company. The will- 
ingness of Negro newspapers to render “‘more- 
than-just-space”’ service is evidenced by the ex- 
pression of thanks contained in these letters, and 
is matched only by the unique ability of these 
newspapers to connect advertisers with the fast- 
growing $15 billion Negro market. Carnation 
knows it. So do 475 other contented national ad- 
vertisers who are increasing loyalties and sales 
via Negro newspapers. No other medium can 


When You Use Negro 
Newspapers You Are 
“Putting Out the 
Welcome Mat"’ and 
Extending a Direct 
Invitation to Buy. 


create acceptance for your product or strengthen 
existing loyalties, like API newspapers. For con- 
structive suggestions, special marketing infor- 
mation and helpful merchandising assistance, call 
on the nearest API office. 


ASSOCIATED PUBLISHERS, 


31 West 46th St., 


166 W. Washington St., 
New York 36, N.Y. Chicago 2, Ill. 


J Udson 2-1177 ANdover 3-6343 
Pacific Coast Representatives: 
ROBERT C. WHALEY COMPANY 


55 New Montgomery St., San Francisco 5 SUtter 1-6072 
6513 Hollywood Blvd., Los Angeles, Calif. HOllywood 83-7157 
BALTIMORE DALLAS KANSAS CITY NEWARK, N. J. RICHMOND ST. PAUL 
AFRO-AMERICAN* EXPRESS® THE CALL* AFRO-AMERICAN® AFRO-AMERICAN* RECORDER 
CHICAGO DETROIT T FORNIA EAGLE . SAVANNAH AMPA 
DEFENDER® MICHIGAN CHRonicie® ""F poe ok LOUISIANA WEEKLY TRIBUNE® FLORIDA SENTINEL 
DEFENDER* NORFOLK WASHINGTON 
Pe ye Ao MEMPHIS JOURNAL AND GUIDE® wana AFRO-AMERICAN® 
TRI-STATE-DEFENDER* PHILADELPHIA NATIONAL 


COLUMBUS 
OHIO SENTINEL* 


HOUSTON 
INFORMER* 


MINNEAPOLIS 
SPOKESMAN 


AFRO-AMERICAN* 
THE TRIBUNE* 


SAN FRANCISCO 
SUN-REPORTER* 


AFRO-AMERICAN* 
CHICAGO DEFENDER* 


*ABC Audited Circulation 


“MORE NATIONAL ADVERTISERS USE NEGRO NEWSPAPERS THAN ANY OTHER MEDIUM DIRECTED TO THE NEGRO FAMILY.” 
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Cobb Heads AM Radio 
Committee of NARTB 


Grover C. Cobb, KVGB, 
Bend, Kan., has been named chair- 
man of the am radio committee 


of the National Assn. of 
& Television Broadcasters. 


Philadelphia, and Lester L. Gould, 
WJNC, Jacksonville, N. C. 

Other members are Cecil B. Hos- 
kins, WWNC, Asheville, N. C.; 
James L. Howe, WIRA, Fort 
Pierce, Fla.; Richard O. Lewis, 
Radio KTAR, Phoenix; Lester W. Lin- 
Other |dow, WFDF, Flint, Mich; Todd 


Great 


members of the committee are Storz, KOWH, Omaha; Crna F. 


George Cory, 
Colo.; William Doerr Jr., 


KUBC, Montrose, ‘Uridge, WQAM, Miami, and Jack 
WEBR, S. Younts, WEEB, Southern Pines, 
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will be on the neck label of the 
new design. 

The body of the label will have 
the present Buckeye logotype 
ringed in gold against a scarlet 
background. 


Prudential Will Use 
Sunday Supplements 


Buffalo; Benedict Gimbel Jr., WIP, |N. C. 


ape 


No wonder builders say 


their top magazine is / 
~ Better Homes & Gardens! 


Pres-, 


. Edward M. Ryo" 
pittsburgh, Pen™ 


Monroe 


Ayers 
AGENCY SIGNING—Bruce Berckmans, 
Breweries, Detroit, signs a contract naming Brooke, Smith, French 
& Dorrance to handle the brewer’s advertising beginning Dec. 1. 
International was formed through acquisition by Frankenmuth 
Brewery, Frankenmuth, Mich., of Iroquois Brewery, Buffalo. Ralph 
Sharp Advertising, Detroit, had handled the Frankenmuth account, 


and Lloyd Mansfield Co., 


Berckmans 


Luedke Schwab 
president of International 


Buffalo, previously handled Iroquois. 

Shown with Mr. Berckmans are Walter Ayers, president, and C. 

Allison Monroe, v.p., BSF&D, and Nick Schwab, ad manager, and 
Col. Edward Luedke, administrative assistant, International. 


New Buckeye Label 
Designs Selected 
by Toledo Residents 


TOLEDO, Sept. 6—Products of the 
Buckeye Brewing Co. have come 
out with a new label that repre- 
sents the collective majority opin- 
ion of more than 50,000 persons in 
the Toledo area, Otto W. Cum- 
merow, Buckeye president, has re- 
ported. 


In the survey, individuals were 


shown color reproductions of five 
suggested new label designs and 
asked to indicate what elements 
they preferred over the present 
label. More than six months was 
required for the survey and evalu- 
ation of the results. 


@ Public preference reached back 
into the history of Buckeye for one 
part of the new label. There was 
a heavy vote in favor of the ant- 
lered buck’s head that adorned 
Buckeye’s packaging during most 
of the 19th Century, and which 


and TV in Ad Drive 


NEwarRK, Sept. 6—The Pruden- 
tial Insurance Co. of America kicks 
off a major advertising campaign 
this month with big splashes in 
television and newspaper Sunday 
supplements. 

The company will sponsor the 
“Garry Moore Show” every other 
Friday on CBS-TV. Prudential 
again will sponsor “You Are 
There” every other Sunday, also 
on CBS-TV. Both shows start this 
week. 

In addition, the company will 
run ads in the Saturday and Sun- 
day supplements of 118 newspa- 
pers throughout the U.S. Calkins & 
Holden, New York, Prudential’s 
agency, is handling the campaign. 


Business Is Better Than Ever ... in 


ROCKY MOUNT 


NORTH CAROLINA 


Per capita food sales—$315.09, more than 
double the State average. 
Per Capita Drug sales—$46.14, more than 
double the State average. 
One of the nine largest cities in the State. 
Sell in this rich market through advertising 
in one medium offering complete coverage. 
THE TELEGRAM 
Evening and Sunday 


Write for new market data folder now available. 
Nationally Represented by 


WARD-G RIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


SZUIONNNNIANATAAETAC 


MANIA 


MI 


KIM 


Time proven products and services 
become better and better known 
when identified with an established 


TRADE-MARK. 


PARTRIDGE & ANDERSON COMPANY 
712 Federal Street, Chicago 5—Phone HArrison 7-3732 


for Electrotypes, Mats, Plastic Plates, and R. 0. P. Color Mats 
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issue of U. S. News & World Re- 
port and the Oct. 3 issue of Time. 
Ruthrauff & Ryan is the agency. 


Newspaper Drive 
Marks ‘Certified 
Washable Week’ 


JOLIET, ILL., Sept. 6—The Amer- 
ican Institute of Laundering is 
planning a strong newspaper ad- 
vertising campaign to promote 
“Certified Washable Week.” Pur- 
pose of the drive is to “stimulate 
the development of better wash- 
able products for the American 
public.” The “week” will be held 
Oct. 13-20. 

The AIL will use three-fifths 
page advertisements in the Metro 
group of newspapers, supple- 
mented by additional papers in 
other important markets. Albert 
Johnson, general manager of AIL, 
said newspapers were selected to 
back the week because it is the 
medium that laundries themselves 
use and recognize as a powerful 
means to reach their customers. He 
also pointed out that newspapers 
offer an opportunity for local- 
ized copy that “means a great deal 
to the consumer and to the manu- | 
facturers who participate in the 
program.” 

More than 85 companies are 
licensed by the AIL to use the Cer- 
tified Washable Seal and will be 
listed in the advertisement. Many 
of them are expected to tie in spe- 
cial promotions with the week. 
Local laundry associations are 
being urged to cooperate in tie-in 
advertising placed adjacent to the 
AIL national advertisement. 

The AIL, which is the non-profit 
research center of the textile laun- 
dry industry, is composed of more 
than 4,000 member laundries which 
do more than 80% of the family 
laundry business in the U.S. Bozell 
& Jacobs, Chicago, will handle the 
campaign. 


M. B. Scott Adds Two 

The western division of Fred 
Astaire Dance Studios, and Instant 
Beverages, manufacturer of I-Pop, 
a tablet which makes a beverage 
when water is added to it, have 
named M. B. Scott Inc., Advertis- 
ing, West Hollywood, Cal., to han- 
dle their advertising. Both compa- 
nies are in Los Angeles. The 
Astaire studios will use newspa- 
pers, magazines and direct mail. A 
budget of $100,000 has been set 
for I-Pop over a 13-week period. 


SALISBURY 


i= 


MEDIUM 

cost 
Sell the heart of the rich and prosper- 
ous Carolina market through its only 


newspaper—THE SALISBURY POST. 
Nationally Represented by 


WARD-GRIFFITH co. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


Cusene 


Oucnyr AIRCRA 


Ce tee ee eee ee 


ZOOM—This full-color spread, announcing Chance Vought’s new 
XF8U-1 Navy jet fighter, the Crusader, will appear in the Sept. 23 in September and October issues| New Yorker, Town & Country and | 


OR FRR EN RREE BETES BQOMAEE Sop Ey 


£ n'y ahi eee 


Chance Vought Ads 
for Fall Announce 


Experimental Plane 


Da.tas, Sept. 6—Chance Vought 
Aircraft will announce its newest 
contribution to the nation’s de- 
fense, the Navy XF8U-1 Crusader 
jet fighter, in its fall advertising 
campaign. 

The Crusader is designed to op- 
erate from aircraft carriers at su- 
personic speeds. Its existence was 
disclosed by the Navy this summer 
after a series of successful test 
flights. 

Chance Vought will announce 
this advance in carrier-based fight- 
er design with spreads and pages 


105 


of Time, Life and U.S. News &|U. S. News & World Report. Lynn 


World Report. Ruthrauff & Ryan 
Inc. is the agency. 

As in earlier Chance Vought ad- 
vertising (AA, Jan. 17), the Sept. 
12 insertion in Life emphasizes the 
Navy’s need for aviation cadets. 


Chivas Sets Special Drive 
Chivas Bros. Import Corp., New 
York, will use full-color pages in 
seven national magazines this fall 
to mark the 154th anniversary of 
Chivas Bros. Ltd., distiller of 
Chivas Regal 12-year-old Scotch 
whisky. The ads which have been 
run annually since 1952 will fea- 
ture a statue of Sir Robert Bruce 
at Bannockburn. Magazines sched- 
uled include Fortune, Holiday, 


Newsweek, Social Spectator, The | 


| 


Baker Inc. is the agency. 


TORONTO, CANADA 


Capital City of Ontario—Canada’s Richest 

Province—Having One-Third of Canada’s 

Total Population and 42% of Retail Sales 
—Blanketed by the 


TORONTO DAILY STAR 


—400,000 circulation (largest in 
Canada 

—80% coverage of Toronto 

—50% coverage of 45 prosperous 
Ontario centers 


SEND FOR OUR COMPLETE DETAILED MARKET FACTS 
Nationally Rep~esented by 


WARD-GRIFFITH. CO. 


The Ward-Griffith Co. maintains. offices 


in all principal advertising centers 


wih WAVE 


you don’t buy the 


YOU BUY THE PEARLS! 


WAVE, and only WAVE, gives you concentrated coverage of the 


Louisville Trading Area — Kentucky’s only pearl-like market! 


NOT TOO MUCH — NOT TOO LITTLE! 


With WAVE, there’s no wasted power or circulation. Our 50% BMB day- 
time area is an almost exact duplicate of the Louisville Trading Area 
where 42.5% of Kentucky's total Effective Buying Income is concentrated! 


SPARKLING PROGRAMMING — BIG AUDIENCES! 


WAVE believes in local programming — supports a radio-only staff of 
62, 44 of whom are engaged in on-the-air activities exclusively. 

WAVE is also NBC — the only NBC station between Cincinnati and the 
Mississippi River. The result is balanced programming, big audiences. 


It costs precious little to use WAVE — Louisville’s 5000-watt gem. 


Ask NBC Spot Sales for the figures. 


WAVE 
LOUISVILLE 


SPOT SALES 


National Representatives 


5000 WATTS 
NBC AFFILIATE 
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of the people, 15 years and older, in households owning 
new automobiles, in New York City and suburbs... 


are News readers- 


as you'll learn from the most comprehensive study 
ever made of the metropolitan market, and the part 
which each New York newspaper reaches. See the 


Profile of the millions 


. .. based on findings in 10,349 personal interviews 
made by W. R. Simmons & Associates Research, Inc., 
in New York City and suburbs. Visual presentation, 
by appointment only. Ask any New York News office. 


(Copyright 1955 by News Syndicate Co., Inc.) 


Frozen fruit juice -40% 


of the women in New York City &suburbs, 
who served frozen fruit juice in past month 


are News readers- 


the majority buyers in the New York market of 
coffee, cereals, canned meat, cold drinks, bread, 
frozen fruit juices, ice cream. . . and the largest 
customers for toiletries, apparel, furnishings . . . 
as you'll see in this significant readership study 


Profile of the millions 


summarized in a visual presentation, for agencies 
and advertisers. Inquire any New York News office. 
(Copyright 1955 by News Syndicate Co., Inc.) 


Lipstick buyers~- AN 


of women readers of New York newspapers (City 
& suburbs) who used lipstick in the past month 


are News readers- 


The Daily News audience, which includes 
2,290,000 women—owns most of the homes, cars, 
electric appliances, has most of the jobs, incomes, 
charge accounts, children in school. You can get 
a lot of new data on their buying habits in the 
best study ever made in the New York market 


Profile of ¢'- znillions 


the guide to better marketing, now being shown in 
visual presentation. Call any New York News office. 


(Copyright 1955 by News Syndicate Co., Inc.) 
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Calls Package Keystone 

(of Merchandising Arch 

To the Editor: We were very 
much interested in the news item 
|of your Aug. 22 issue, in which 
\John C. Newell Jr., director of 
marketing for the Folding Paper 
Box Assn., is quoted as saying: 
“Package designs should resemble 
x 
| While we are in general accord 
|with Mr. Newell’s sentiments, it is 
‘our opinion that he has got the 
|cart before the horse. For 25 years 
now we have been preaching on 
|the theme “the package is an ad- 
'vertisement at the point of sale... 
,and at that all-important moment 
of decision.” We have practiced 
this theory very successfully from 
both of our offices and have been 
happy to see the way in which it 
has been taken up by others during 
the past ten to 15 years. 


which in a broad sense is the thing 


chandising arch. Because it is the 
last salesman to come in contact 
with the ultimate consumer it 
should be very carefully developed 
to exert its maximum sales poten- 
tial. Then the advertising should 
be built to support the package. 

One of the reasons for the dead- 
ly monotony of packages on mass 
market retail shelves today is the 
fact that not enough original 
thought is given to package design. 
Certainly the package should be 
treated in this modern day as an 
advertisement, and in this respect 
may come to resemble the adver- 
tising. But the emphasis should be 
—package first, advertisement aft- 
er. 

LEONARD ARTHUR WHEELER, 
President, Leonard Arthur 
Wheeler Associates, Toronto. 

. e . 
International Trucks Used 
in Jewel's Home Service 


To the Editor: The coverage that 


tacular placed by Jewel Tea Co. in 
Chicago, both through the article 
and photo carried in your Aug. 8 
issue, was quite complete, but we 
think one important portion of the 


Our feeling is that the package, 


we have to sell, should be made) 
the keystone of the entire mer- 


you had on the giant outdoor spec-_ 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


sign was neglected when you failed 
to mention the motor truck illus- 
tration carried in the lower right 
corner. 

The legend “Jewel Home Serv- 
ice—Coast to Coast” is carried 
‘above and below the truck illus- 
‘tration and that is particularly sig- 
nificant to us since Jewel has sym- 
| bolized this service by showing an 
International truck with Metro 
body. This home service fleet, serv- 
ing Jewel customers from coast to 
coast on a door-to-door basis, is 
the outstanding truck fleet opera- 
tion of its kind, and this particular 
fleet numbers 1,600 Metros, making 
Jewel Tea Co. the operator of the 
nation’s largest fleet of Interna- 
tional multi-stop units. 

This truck looming high over 
Chicago’s loop is truly significant 
of the Jewel Tea Co.’s unique serv- 
ice to American homes. 

J. W. BrRanta, 

Supervisor, Advertising, Motor 

Trucks, International Harvest- 

er Co., Chicago. 

Jewel operates a chain of food 
|stores in the Chicago area. Else- 
'where it sells and delivers on 
house-to-house routes. 


Challengers Come Forth 
in Fireye Discussion 

To the Editor: I would like to 
take up The Creative Man’s chal- 
lenge in the Aug. 29 issue regard- 
ing what “Fireye” is and what it 
does. 

I think it is obvious from the ad 
‘that Fireye is an electronic seris- 
ing device which is adaptable to 
a number of industrial operations, 


he were, chances are the ad would 
be much more meaningful to him. 

If The Creative Man wishes to 
criticize the layout of this ad, or 
the “gimmick” of spelling out elec- 
tronics, then he is perfectly within 
his own field of advertising. But 
when he criticizes the ad for not 
telling an industrial engineer what 
he wants to know, I think he 
makes a mistake. I know, from the 
ad, what Fireye is and does—with- 
in sufficient limits so that if I 
were working in the field where 
electronic sensing devices were 


used I would write the manufac- 
‘turer for additional information 
(which I doubt could be fitted in- 
_to the limits of the ad in question). 
_An industrial ad can seldom an- 
'swer all the questions a prospect 
‘might ask about the product any- 
way, and I think that this ad ac- 
‘complishes the purpose of telling 
‘enough about the product to in- 
terest those who are prospects. If 
non-prospects are confused, what 
is the difference? An advertising 
expert is seldom a prospect for an 
electronic sensing device. 
GEORGE GARLAND, 

Advertising Manager, Aetna 

Plywood & Veneer Co., Chica- 

go. 


| To the Editor: Accepting The 
Creative Man’s challenge (‘Guess 
What?”) of Aug. 29: Like him, I 
had never heard of “Fireye” until 
I saw your reprint of the Electron- 
ics Corp. of America ad. Presum- 
ably like him, I am a copywriter- 
at-large with a B. A. liberal arts 


| 
| 


since it “reads, sees, controls...”. 


etc. This is not to say that the ad) 


_is a good or bad ad, but I do object 
‘to The Creative Man’s criticizing 
the ad for the reasons he did. I 
‘believe that the ad should be 
looked at from the standpoint of 
the people it is directed toward. 

Obviously, The Creative Man is 
not a prospect for Fireye. He is not 


charced with controlling manufac- 
turing processes electronically. If 


an engineer with the task of build-| 
ing prospective machinery which. 
requires fire warning devices, and | 
neither is he a production manager | 


In CANADA 
31% of the sales made 
in retail steres are 
made to Families reading 
THE STAR WEEKLY 
ask for information 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


ONE LOW RATE 
Evening or Sunday 


CIRCULATION 
Evening, 155,154 
Sunday, 162,175 


GIVES YOU COMPLETE COVERAGE IN 
AKRON’‘S BILLION DOLLAR PLUS MARKET 


Akron’s One Billion Forty Million Dollar Market is served 
by only ONE powerful newspaper — the Akron Beacon 
Journal. You get complete coverage of this fertile market 
| at one low cost either Evening or Sunday. R-O-P color 
| available in all issues. 

POPULATION 


Metro. Area, 446,100 
Ret. Tr. Area, 578,300 


_ AKRON BEACON JOURNAL 


STORY, BROOKS & FINLEY, REPRESENTATIVES - JOHN S. KNIGHT, PUBLISHER 
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degree and no technical training or , talism hangs its head like a hunted| With such illustrations. words are’ brought: also a duplicate of it for|to-goodness consumers like that 


background. 

Wholly on the general informa- 
tion and deductive ability which 
almost any advertising man should 
be expected to possess, I assume 
from the ad in question that 
“Fireye” is a photoelectric cell de- 
signed to serve as a control or 
triggering element in electronic or 
electromechanical systems. The 
first item in the second copy block 
is the clue—“Fireye sees fire and 
light.” The long list of its applica- 
tions suggests a superior design of- 
fering wide-range utility. 

The implication that the ad is 
wholly obscure holds good if we 
assume that it is directed to the 
public in general. It seems more 
likely that it was written for in- 
dustrial publications whose read- 
ers can quickly grasp the essential 
message. As such, it seems more of 
a compliment to the readers’ in- 
telligence—and thus more effec- 
tive in depth penetration if not in 
Starch ratings—than an alterna- 
tive, simple catalog type descrip- 
tion of the “Fireye” device, and a 
listing of its uses. 


At this point the argument can | 
properly begin. I will concede one) 


point as a starter. The artwork is 
strictly off the cob. Apart from 
that, I’d call it a pretty good ad— 
for a product that seems inherently 
difficult to advertise. 

Better tell Jerry to hold up that 
double. There’s a warm debate 
ahead—and The Creative Man 
won’t want to grope his way home 
with a pair of “Fireyes.” 

WILLIAM H. McDANIEL, 
Copywriter, McCormick-Arm- 
strong Co., Wichita, Kan. 

se . m 
Prefers ‘Bureau of Promotion’ 
To the Editor: It is high time 


the Bureau of Education on Fair || 


Trade (AA, Aug. 15) learned that 
“the effect on the consumer and on 
the economy” is not the same when 
a manufacturer seeks by a special 
law to control the bargain between 
dealer and consumer, as when he, 
in effect, retains ownership of the 
merchandise and hires the dealer 
to sell it for him at the manufac- 
turer’s—the owner’s—price. The 
difference is between business ex- 
hibiting itself as trying by special 
privilege to exercise control over 
other people’s property, and as 
putting in a lick for the free mar- 


ket place. Such licks are—alas!— 


all too few, in an era when capi- 


animal. 
| And incidentally—I, for one, will 
begin to listen with some respect to 
‘the first such “Bureau of Educa- 
tion” that has the guts and common 
honesty to call itself, instead, a 
“Bureau of Promotion.” There is 
nothing wrong with the promotion 
of a preduct or an idea, as such, 
but everything wrong with mis- 
representing it as education. 
Harris K. RANDALL, 
Business Communications, 
Chicago. 


. . e 
Cites Rockwell Illustration 
for Rock of Ages Corp. 

To the Editor: In your Aug. 22 
issue, The Creative Man makes 
the point that, to sell monuments, 
“vou show a little girl, kneeling on 
green grass before, presumably, 
her father’s grave.” 

Surely he must have had in mind 
‘the enclosed advertisement of the 
Rock of Ages Corp., which ran in 
The Saturday Evening Post and 
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ax whe have passed boom this worl 


De silk chon tm 
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w= @ 


KOCK «f SHES 


on they laved forget thee. 


MONE MEST® wanes Seemane 


other national magazines _ this 
spring. The illustration, powerful 
in its simplicity and emotional ap- 
peal, is one of Norman Rockwell’s 
finest. It has been called the most 
beautiful advertisement ever run 
in the monument industry. 

Rock of Ages will use the same 
simple appeal in the other adver- 
tisement enclosed, scheduled to run 
in the Reader’s Digest next April. 
Here the shadows of a woman and 
a little girl on the grass before a 
monument tell the same story. 


» Day& Night ‘ 
service! 


‘LAKE SHORE ELECT 


ROTYPE 


a ELECTROGRAPHIC CORPORATION 
(1224 W. VAN BUREN ST.» CHICAGO 7 + PHONE SEeley 8-1010 


} 
| 


hardly needed. Harte. I generally consume only 
Perhaps this approach, as devel- one hot whisky... but Harte kept 
oped by the Rock of Ages Corp.,/on pouring and pouring, and con- 
and this agency, is sentimental.|suming and consuming, until one 
But so is life or love or death. _o’clock; then I excused myself and 
JOHN DROMEY, ‘said good night. He asked if he 

Public Relations Director, (could have a bottle of whisky in 
Harold Cabot & Co., Boston. his room. I rang up George and he 

e . . furnished it... 


Finds Old Crow Understated | “He went to his room and worked 


‘ : the rest of the night, with his bot- 
Bret Harte’s Celebration \tle of whisky... At five or six in 


To the Editor: “Bret Harte en-/the morning he rang for George; 
joys a drink with Mark Twain,” his bottle was empty, and he or- 
says the latest Old Crow Calendar! dered another; between then and 
ad beside an illustration of the two nine he drank the whole of the 
men. “What finer whisky to cele-| added quart, and then came to 
brate Bret Harte’s completion of breakfast not drunk, not even tipsy, 
one of his best stories, than Twain’s but quite himself and alert and 
favorite, Old Crow!” animated... I wondered what a 
This seemed to ring a bell some- story would be like completed in 
where, so I checked. Sure enough, circumstances like these. . .it is my 
with fetching modesty, Old Crow conviction that it belongs at the 
had understated its case. Says Mark| very top of Harte’s literature.” 
himself in Bernard De Voto’s'’ No wonder Old Crow prefers to 
“Mark Twain in Eruption”: /wax nostalgic in its advertising. 
“...my hot whisky punch was You can’t hardly get real honest- 


DAYTONA 


any more! 

RICHARD WINKLER, 
Krupnick & Associates, St. 
Louis. 


BEACH 


FLORIDA 

Population: (U.S. Post Office 

estimate) City Zone, now.... ....63,096 

Florida's Year "Round Resort Covered By 
DAYTONA BEACH NEWS-JOURNAL 

1. Daytona Beach is an unusual test 
market; its thousands of visitors 
come from all over the U.S., Canada, 
Cuba and South America. Its Sum- 
mer seasons now rival its Winters in 
tourist popularity. 

2. Over $115,630,000 effective buying 
income. 

3. Over $92,938,000 retail sales. 

4. A quality market index of 123. 

5. 1954 total advertising 15,487,024 lines. 


SEND FOR OUR MARKET DATA FOLDER 
Represented by V. J. Obenauer Jr. in Jacksonville 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal oedvertising 


centers 


A GEOGRAPHY LESSON ... 


One of a Series 


WASHINGTON 
STATE? 


are BALTIMORE 
> and NORFOLK in 


Q 


4. 


In case you suspect we've become rusty in our geography, we hasten to say we 
are aware that Balt'more and Norfolk are NOT in Washington State. We're 
merely pointing out that the sum of the populations of these two eastern cities 


able-to-buy people .. . 


The Puget Sound area... 
the KTNT-TV area... 
has a Per Capita Income 
greater than the U.S. 
national average. 


> 


WASHINGTON STATE 
~ 


nan 


CHANNEL ELEVEN 


KLTV, 


KTNT-TV, TACOMA 5, WASHINCTON 


Mp racoma 


Morvmeia 
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>. 
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® PopyL ATION: © 


In Washington State, Advertise Where the PEOPLE are . 


316,000 WATTS 


Antenna Height 
1000 FT. 


is less than the population served by KTNT-TV in its “A” contour. 


Within the “A” contour boundaries of KTNT-TV there are more than 1,200,000 
almost half the population of Washington State. And, 
in addition, KTNT-TV’s INFLUENCE AREA extends throughout Western Wash- 
ington and into Canada to the north and into parts of Oregon to the south. 
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SEATTLE 


Of all TV stations 
in the fabulous 
Puget Sound area, 
only KTNT-TV 
covers all 5° cities 
in its ‘A’ contour. 
*Seattle, Tacoma, 
Everett, Bremer- 
ton, Olympia 


Buy KTNT-TV. 


ABOVE SEA LEVEL 


CBS Television for Puget Sound 


Represented Nationally by Weed Television 


“The Word Gets Around... Buy Puget Sound” 
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After the Smoke Clears... 


Trading Stamps, Price Cuts, Lawsuit 
Litter Denver's Food Store Battlefield 


Inc. and King Soopers Inc., an in-||' 
dependent Colorado food chain, 
from alleged violation of the Colo- 
rado unfair practices act. Suit was 
brought by Standard Store, an 


Suit Against Safeway, 
King Soopers Brings 
Out Competitive Saga 


Denver, Sept. 7—A ruling is 
expected to be handed down late 


independent Denver grocer. 


since spring in Denver for an in-| 


junction to prevent Safeway Stores 


What makes the suit unusual is 
this month on a motion pending | that Safeway is made a co-defend- 
ant with King Soopers, one of the 
largest distributors in the country 


1,000,000 Readers 
In America’s Booming 
TEEN-AGE Market 


SKIRMISHES—These three full-page 
Denver papers at various times during the year, are 


indicative of the splash the retail 


has been making in Denver advertising. Busley ad 


of Sperry & Hutchinson Co.’s S&H 
trading stamps. Safeway has 
fought the use of trading stamps 
consistently for several years, and 
has even been accused of being be- 
hind many of the recent attempts 
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MORE PRICES THAT PROVE YOU SAVE ON 
YOUR TOTAL FOOD BILL AT SAFEWAY 
a Specials For Thur. Fri & Sat WHY BOTHER 
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ads, taken from at left counters 
center ad, that 
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grocery business 


words of testimony. Actually, the 
plaintiff rested its case after 10 
days of testimony. The remainder 
of the sessions developed into a 
gigantic legal battle between Safe- 
way Stores and King Soopers to 


Dewees Biggest Fur Day t4- 
THURSDAY 
IT’S KING Soopers 
ROYAL 


, por] 


re ee 


MUSHROOM ==? - 25° 


CRISCO = 79° 


Safeway’s arguments, as shown in 
trading stamps add to food costs. 
King Soopers ad at right shows how trading stamps 
are used in special promotion. 


show who was responsible for the 
grocery price war which has been 
visible across the battlegrounds of 
Denver’s newspaper advertise- 
ments. 

Hundreds of newspaper ads 


Represented Nationally by 
RICHARD A. FELDON & CO., INC. 
205 East 42nd Street 
New York 17,N.¥. LExington 2-7715 


NEW YORK + CHICAGO + LOS ANGELES 
SAN FRANCISCO 


The Pictorial 
Supplement 
of the 
High School 
Press 


Students Say 
This About 
ROTO 


“As the supplement to 
our own award win- 
ning school newspaper, 
the ‘Northeast Mega- 
phone,’ SCHOLASTIC 
ROTO, for many years, 
has been avidly read by 
our students. We feel 
this is because you are 
able to communicate 
with teen-agers on 
their own level about 
things of interest to 
them which occur 
throughout the coun- 
try.” 


Advisor 
“NORTHEAST 
MEGAPHONE” 
Norrueast Hics Scnoor 
PHILADELPHIA, Pa. 


to enact anti-stamp legislation in 


various states (AA, July 25). 


® Standard Store fired the open- 
ing salvo on May 6 in Denver 
district court against 47 Safeway 
stores and seven King Soopers in 
what has since turned out to be a 
long, revealing and noisy court 
case. 

On the surface, Standard is at- 
tempting to obtain a court order 
under Colorado’s unfair practices 
law forcing Safeway and King to 
mark up merchandise by at least 
14%. 


_No. wonder builders say é 


Beneath the surface, a long Tulsa Oklahoma 7 
drawn-out battle is seething be- ¥ x 
tween giant competitive supermar- SOLD 1955 OME’ ( 
kets over price-cutting and inva- bower HAVE ALREA RDENS ‘IDEA H Fico Te 
sion of trading stamps into store "WE HOMES D GA EN'T EVEN ; 
policy and advertising. 3 BETTER TULS D HAV Y NTHUSIASTIC 

Standard contends that the two ) HERE IN T 0 baa N REGARD TO 
chains are violating the law, which STAKED 1 vA us I nc TO BUILD (lee 
requires that all prices charged at ABOUT TS S WE AR Gol ND ARE ' 
retail shall be at least the actual DIRECT SALE at OF OMES, WILL PALE 
invoice cost plus overhead. While IN TULSA'S ANDS OF pEOPL TIN f 
the overhead cost is not specified NFIDENT ous just AS EXC ae 
in the law, Standard argues that it co IT FIND MOTION PACKS ‘ 
should be at least 14% of the re- SEE BHEG PRO 1 SAY ' se 
tail selling price. The independent AS WE WE DO REST. Ty OF AGAIN 
grocer is also seeking damages of IN AND OPPORTUN THIRD ad 
$60,000. THANKS F you FOR f 

WORKING W AR " te ay 
® District Judge Joseph M. Mc- 5 STRAIG : 0 Pi A 
Donald took the dispute under ad- atl on Page 3 ve" 
visement Aug. 20 after almost! ,) set ee BH&G spre ea 
three months of continuous court} | fe Be sure to $ “g Spgs 
hearings, which compiled a court) | - = “ jet ” 
record of 4,000 pages and 1,200,000) | ee ae. ia 
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JOHN BLAIR & CO. 


BLAIR TV, INC. 
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were introduced by the litigants as 
evidence of exoneration or blame 
for being “forced” to cut prices 
below cost. One grocer was heard 
to exclaim, “This is the worst gro- 
cery price war in the history of 
Denver!” 

The volume of claims and coun- 
ter-claims by both Safeway and 
King, which seemed to be aimed 
at culminating the issue in the 
public mind and official records, 
actually began in 1953, with the 
mass introduction of trading stamps 
into the Denver area presenting 
non-stamp trading Safeway with 
its most serious competition. 


® The giving of trading stamps 
actually touched off a price war, 
premium war and general battle. 
The big battle began in mid-May, 
1953, when Denver saw a 150% 
increase in trading stamp volume 
in food markets. 

Miller Supermarkets had just 
adopted Pioneer stamps in its 
stores, and went all out to promote 
them. King Soopers, which had 
S&H Green Stamps, and Piggly 
Wiggly, user of the Red stamps 
put out by the National Gift Seal 
Co., increased their advertising and 
promotion of stamps through gro- 
cery ads in newspapers, on radio 
and television. 

Soon, Save-A-Nickel also en- 
tered the picture with True Blue 
stamps, and the Furr Food Stores 
with C&C Thrift stamps. Busley’s 
Super Markets also took on Red 
stamps. On certain days, newspa- 
pers looked like trading stamp cat- 
alogs. 


= Competition for trading stamp 
shoppers prompted many double- 
stamp days, and rival stamp com- 
panies went all out to aid stores 
promotionally and financially. 

The number of stores using 
stamps as an incentive jumped 
from 150 in 1948 to some 1,000, and 
business volume of supermarkets 
promoting stamps jumped as high 
as 40% in some cases. ‘ 

Safeway, with its 47 stores in the 
Denver area, still has the largest 
local chain. Since the adoption of 
trading stamps was adverse to its 
nationwide policy, its stores were 
the only major supermarkets not 
jumping on the trading stamp 
bandwagon. 

However, the early competitive 
battle among stores promoting 
rival stamp plans drew traffic 
away from Safeway, and it real- 
ized since it could not “join ’em,” 
it was left with the decision to 
“fight ’em.” 


® Safeway Stores uses newspapers 
heavily in Denver. It runs full- 
page ads on Monday and Tuesday, 
and spreads Thursday and Fri- 
day in the Denver Post, Rocky 
Mountain News, and also some of 
the weeklies. 

Setting aside space for “educa- 
tional copy” amid its advertising 
of groceries, it opened its counter- 
attacks against stamp carrying 
stores with such statements as, “We 
suggest you buy your stamps in 
the Post Office,’ and “Our busi- 
ness is selling food, not stamps.” 

With the passing of the months, 
and the establishment of stamp- 
saving food shoppers, the double 
stamp-days passed. Stamp giving 
was stabilized. Today most stamps 
are worth from two mills to l¢, 
and a stamp is usually given with 
each purchase of 10¢ or more. 
However, from those early days of 
stamp trading to the present, Safe- 
way has maintained a steady bar- 
rage of “educational copy” in its 
ads, attacking stamps. 


® Safeway’s copy pooh-poohing 
trading stamps charged: 

1. The cost of trading stamps 
and stamp premiums is actually 
passed on to the consumer. “Trad- 
ing stamp costs are usually made 


up by adding the cost to hundreds 


! 


of seldom advertised, but neces-| 


sary, items or by lowering quality 
standards.” 

2. With cash savings earned by 
buying from Safeway, which can 
afford lower prices by subtracting 
the cost of stamps, shoppers can 
purchase what they like and are 
“not limited to the premium mer- 
chandise offered in the trading 
stamp catalogs or premium stores.” 

3. Trading stamps place an un- 
due burden on the cost of living. 

4. The acquisition of stamps 
slows down the flow of shoppers 
past the cashier’s booth. 


®" For the most part, Safeway’s 
attacks on stamps have gone unan- 
swered in the ads of markets 
carrying trading stamps. Many be- 
lieved that Safeway’s ads were ac- 
tually drawing more public atten- 
tion to trading stamps, and others 
believed it would be unwise to use 
advertising space as a battleground 
for anything other than grocery 
prices. 

The trading stamp premium or- 
ganizations themselves also ignored 
the attacks and used advertising 


space in newspapers, radio, and 
tv to show the gifts which shoppers 
could earn. 

However, direct replies and 
counter attacks on Safeway’s ads 
have come and are continuing to 
come from Busley’s Super Mar-.| 
kets, distributor of Red stamps. It 


uses from four to eight pages of| 
two-color grocery advertisements 


per week in both Denver dailies, 
and is inserting “educational copy” 
of its own pointing out that: 

1. Red stamps are a free bonus, 
not at all reflected in higher prices. 

2. “Red stamps are part of Bus- 
ley’s advertising (the same as this 
newspaper ad, radio or tv), and 
Busley’s advertising costs are far 
lower than the average.” 

3. Red stamps result in increased 
volume, greater turnover, and bet- 
ter efficiency, which tends to re- 
duce instead of increase prices. 

4. “The expense of trying to fight 
Red stamps must surely be re- 
flected in higher costs or lower 
quality merchandise.” 


® The fight for and against trading 


hi LL. oS 


Stamps has become pretty exten- 
sive in Denver, as elsewhere. While | 
all of the “educational” copy has 
succeeded in pointing up this bat- 
tle, there is little proof that con- 
sumer buying habits have been 
affected one way or another. 

What is frightening and discour- 
aging the small independent gro- 
cers is the price war coming out of 
the stamp battles. 

Stores, both large and small, 
now carry trading stamps as a 
buying incentive, but the smaller 
stores are feeling the “bite” from 
the price wars among the large 
markets, and their dealing in trad- 
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jing stamps has not appreciably 
changed the flow of shoppers from 
the direction of lower shelf prices 
and “specials.” 
The independent grocers cannot 
(Continued on Page 112) 


OPRRITORIAL ENTERDRrep 
Largest Weekly Paper In 
The Entire American West 


AN eles hen Beret 


871,359 TRUCKS 
210, __210,300 TRUCK TRACTORS 
1,081,659 ,081,659 (Over 11% of all trucks 
licensed to operate in the 
U.S.) 
200,575 TRUCK TRAILERS 
752,388 BUSINESS PASSENGER 
CARS are owned by ROTARIAN sub- 
scribers or by firms in which they are 
corporate officers or titled executives. 
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Take a look at this market for automotive equipment... 


88% own ail their vehicles 

3% lease all their vehicles 

9% both lease and own their 

vehicles 

Want to sell these men? Reach 
them most effectively and eco- 
nomically through their own 
magazine . . . THE ROTARIAN. 


313,889 Average Total Net Paid ABC (Dec. 1954) 
The Rotarian, 1600 Ridge, Evenston, til. 
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1956 PENNSYLVANIA FARM SHOW 
Previewed in January 14, 1956 Issve 


To Be Mailed Early 
Janvory 3, 1956 


Closing Date 
December 16, 1955 


“If It’s in PENNSYLVANIA FARMER It’s Practical,” 


Says B. Snavely Garber, Lancaster County, Pennsylvania 


Every time a Keystone-state farmer picks up PENN- 
SYLVANIA FARMER he finds something of value— 
something he can apply to his farm. PENNSYL- 
VANIA FARMER is specially edited by men thor- 
oughly familiar with Pennsylvania agriculture. No 
wonder PENNSYLVANIA FARMER is the favorite in 
4 out of 5 farm homes! 


Whenever you chart Pennsylvania farm income 
one fact stands out. It’s unusually steady, month 
after month. It’s right up there, too! Pennsylvania 
is a top-third state in farm income, a result of 
planned diversification. There’s no dependence 


THE OHIO FARMER, Cleveland, Ohio 


Harrisburg, 


on a single crop for a full year’s income. 


Your most practical way to reach this prosperous 


market is PENNSYLVANIA 
twice monthly to keep farm 


FARMER, published 
news—and your ad- 


vertising—timely. You even save the cost of plates. 
PENNSYLVANIA FARMER, as well as two com- 
panion papers circulating in steady income areas— 
THE OHIO FARMER and MICHIGAN FARMER—are 


rotogravure printed. Get the 


selling story on these 


three low-cost mediums that produce a high number 
of customers with big buying power. Write 1010 


Rockwell Avenue, Cleveland 


Pennsylvania 


MICHIGAN FARMER, East Lansing, Michigan 


14, Ohio. 


ENNSYLVANIA FARMER 
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Miss Rheingold Contest Swings into 17th fe 


Year and Liebmann Has Frothy Drive on Tap 


New York, Sept. 7—One of thejand Miss Rheingold 1956—who | 
most successful, long-term promo- |gets a contract worth $50,000 in | 
tions ever launched in the ad busi- prizes and modeling fees—will be 
ness—the annual Miss Rheingold announced at the end of the year. 
contest—is upon us again. 

Liebmann' Breweries Inc. is\= The annual event has grown to 
sponsoring the election for the 17th |the point where it is billed as “the 
consecutive year and is once again ‘second-largest election in the U.S.” 
laying down a heavy barrage of Last year some 24,000,000 ballots 


advertising support in its distribu- 
tion area: southeastern New York 
State and Pennsylvania, New Jer- 
sey, Connecticut, western Massa- 


were cast, compared to 16,000,000 
the previous year. 

The Miss Rheingold promotion 
keys the entire Liebmann ad pro- 


a, on ae 


chusetts and California. gram, beginning with the election 

The polls opened Aug. 15 in the|—a time during which ads present 
55,000 retail outlets carrying Rhein-|the candidates and urge consumers 
gold beer. They close Sept. 30)to vote—and carrying through with 


ads featuring the new Miss Rhein- 


The scope of Rheingold’s current | 


annual ad campaign in the East 
was outlined to AA by William L. 
Dye, advertising manager of Lieb- 
mann. He presented the following 
rundown: 


1. Newspapers: Rheingold has 


become the largest single-product 
b&w advertiser in all seven New 


York dailies. In addition, this 
year’s schedule calls for 52 large- 
Space insertions (1,500 and 1,000 
lines) in nine Westchester County, 
15 Connecticut and 15 New Jersey 
papers and 26 pages in cne Long 
Island paper. 


= 2. Color supplements: Rheingold 
is also the largest single-product 


into his hat and found more 


These sam 
KSL-TV primary a 
by 10 counties, located 


transmitter reac 


For your personal copy of the 
new KSL-TV coverage map 
and market brochure, contact 
CBS-TV SPOT SALES or 


Remember the magician who r 


one rabbit? KSL-TV was just as pleased 
when two surveys recently counted 
178,000 TV sets in the 
Mountain West market area. 


e surveys also showed that the 
rea should be enlarged 
in three states. 


' in-top 
‘< means that KSL-TV’s mountain 
git hes 229,000 households 


! 
in the primary area, alone! 


Serving 39 Counties 


in Four 
Western States 


eached 
than 


Maggie Fiesbe 


Vote now Elect Miss Rheingold 956! 


Cp rttitn foster 
OS i # 


Pick your favorite Miss Rheingold candidate and vote today 


at any Rheingold 
RK THEY ake. the wx charg candy 
chetes for Miss Rheumpald 1056, elected dears 
from heamirects of howely meateds by the Mise 
Bhemgaki Kisction Coamgnitten at recephasie 
i both New York and Coltfernia, Now, the 
feet wo up to youl Kou will elect Mine Ribeangetd 
2958! 
fh’s fun te hatp stect Moe Bhatngebi!? What > 
more, when you vate for Mins Rhwingsid. pou 
take pert th Ameritas second-largest sbectom 
—socersd only to the premicbentset! 


Your vote twimgs tame cad tertenr 


everywhere. tar 


Septewtnr Kith 


which certthes the f&nal 


ard 630,000 wm mardeling fren). al! expense 
pend Uipe ws California, phis stardom in Rhein 
gold astvertiaing during all of 1950" 


Chena, refresbung fawn ot 


You'll find Miss Rhetingnid Biectos halbet 
there are more than 
40,006 Rhevqakd dewless i 
ares stone! Every Rheiagokd sore and tavern 
6 am offhessl pedimg place 


Your votes decide 


Vine tatiay so pour favorite candutate gets a “f 
heed stert an victory’ Get your fiends to vorr 
tan, because every vate counts! Ballots are 
rected bey as mileperntiont cescarct comspmes > 


You! enjoy tking part a the election of 
Miss Rhemgnict just ox you enjoy the cine. 


Ves, pour preference tur Rheingndt’s destincove 
Etre Dryness @ the reason why 


store or tevern! 


i the largestortiing beer os the Bost.  yeor } 
afins yeas’ It's always beer ax tae shurhd terte’ 

the New York 

Vote now! Elect your teverite 

ua wat wna these Rhomgold 1956: 

Now York's orsginas Batre Dey tone 
Deewed by Loebenmnn Breweres len 
master brewers hor axwe thus 53% years 


tabealet ion: 


Rheingoia Extra Dry 


SWEET Six—The six candidates for the Miss Rheingold title are being 
featured by Liebmann Breweries in this ad which is being used in 
four colors in newspapers and magazines. 


full-color advertiser in every 
weekend color supplement pub- 
lished by New York newspapers. 
This year 15 color pages will run 
in weekly supplements distributed 
by the Newark News, New York 
Herald Tribune, New York Jour- 
nal-American (Saturday Home 
Comics and Sunday T-View), New 
York Mirror, New York News, New | 
York Post and New York Times. 
Six insertions will run in the Sun- 
day magazine of Il Progresso. 

3. Thirty-sheet posters: Rhein- 
gold uses 150% showing 12 months 
a year. There are 12 different Miss 
Rheingold poster designs appear- 
ing annually on some 2,000 bill- 


boards in New York, New Jersey, 
Connecticut and western Massa- 
chusetts. 

4. Car cards: Rheingold is the 
largest user of car cards in New 
York suburban trains. Three 
Rheingold cards—two side cards 
and one end card—appear in every 
suburban railroad car leaving New 
York on the following lines: New 
York Central; New York, New 


Haven & Hartford; Pennsylvania; - 


Erie; Central R.R. of New Jersey; 
Staten Island; West Shore, and 
Delaware, Lackawanna & Western. 
A total of 3,200 cars and 10,000 
cards per month. 

5. Magazines: Rheingold runs 27 
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Like a letter from home. our papers bring " 
their communities into every reader's > “4 
a living room with a warm, personal, 4 
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BRUSH-MOORE 
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@ THE CANTON REPOSITORY 
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HERALD-STAR 


ee pebeeseatod nationally by 
STORY, BROOKS & Fimtty 


7 “ONE-NEWSPAPER” Markets 


plus in retail sales! 


@ THE MARION STAR , 
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JOURN W. CULLEN ComPanY 
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pages a year in Cue and The New} 
Yorker and 13 color pages annual- | 
ly in Family Circle, Gourmet and|« 
Promenade. It also used football 
programs at leading eastern college 
games and full-color back pages 
in TV Guide. 


® 6. Point of Purchase: Six com- 
plete window display campaigns 
and one interior wall panel a year 
appear in some 6,000 outlets per 
campaign, and 12 color display 
cards are distributed annually to 
some 40,000 Rheingold dealers in 
the East. During the Miss Rhein- 
gold election, each dealer is sup- 
plied with streamer festoons, win- 
dow cards and ballot boxes. 

7. Radio: An intensive spot pro- 
gram—338 a week—is scheduled 
on leading stations in the Rhein- 
gold sales area. Supplementing 
the spot drive, Rheingold sponsors 
“New York Close Up”—featuring 
Tex and Jinx—twice a week on 
WRCA, New York, and the Guy 
Lombardo “Rheingold Summer 
Serenade” every weekday summer 
night on the same station. 


® 8. Television: The Douglas Fair- 
banks Jr. production, “The Rhein- 
gold Theater,” is presented weekly 
over WRCA-TV, New York, 
WNBF-TV, Binghamton, N.Y., and 
WNHC-TV, New Haven. A second 
“Rheingold Theater,” presented by 
Henry Fonda, will run weekly 
over WRCA-TV and WNHC-TV. 

On the West Coast, Liebmann’s 
subsidiary, Rheingold Brewing Co. 
of Los Angeles, runs a separate 
campaign. There are some 15,000 
Rheingold dealers on the West 
Coast. 

Foote, Cone & Belding 
Rheingold agency. 

The Miss Rheingold promotion 
began in 1939—Jinx Falkenburg 
was the first winner—and Mr. Dye 
cites the program as a major fac- 
tor in lifting Rheingold “from 18th 
place among U.S. breweries to a 
point in production and sales ex- 
ceeded only by three individual 
brands of beer.” 


is the 


Ridge Tool Returns to Liggett 

Ridge Tool Co., Elyria, O., maker 
of pipe tools, which appointed 
Penn & Hamaker, Bedford, to han- 
dle its advertising July 1, has 
moved its account back to Carr 
Liggett Advertising, Cleveland. 
The Cleveland agency had han- 
dled Ridge’s advertising continu- 
ously for 26 years before the in- 
terruption. Carr Liggett also has 
been appointed te handle advertis- 
ing for Union Malleable Mfg. Co., 
Ashland, O., maker of pipe fittings, 
and B. L. Marble Chair Co., Bed- 
ford, maker of executive and of- 
fice chairs. Trade publications and 
direct mail will be used for both 
the latter accounts. 


Pream Offers 25¢ Refund 


New Instant Pream, a powdered 
cream, in an “October get-ac- 
quainted promotion,” is offering a 
25¢ refund in return for the labels 
from a jar of Pream and any brand 
of instant coffee. Two-color, page 
ads in eight national magazines 
(October issues of American 
Home, Better Homes & Gardens, 
Family Circle, Good Housekeeping, 
Ladies’ Home Journal, Life and 
Woman’s Day, and the November 
True Story) will carry the offer. 
Food stores will feature the 25¢ re- 
fund with special Pream and in- 
stant coffee displays. 


Formfit Promotes Leopold 


James E. Leopold, formerly east-_ 


ern division 
Formfit Co., Chicago, has been ap- 


sales manager of | 


pointed sales director of the com-_ 


pany. 


‘U. S. News’ Names Heaton 

Jack E. Heaton has been pro- 
moted to regional sales manager 
of the Detroit office of U. > 
News & World Report. 


‘Brunswick Tosses 


‘Lifetime’ Ball at 
Bowling Addicts 


Cuicaco, Sept. 7—Brunswick- 
Balke-Collender Co. and its agen- 
cy, McCann-Erickson, Chicago, 
hope to bowl over no fewer than 
30,000,000 keglers this fall with the 
company’s biggest bowling ball 
promotion. 

Focal point of the five-week 
drive—now under way—is a life- 
time guarantee on all new bowling 
balls. The offer was inaugurated 
with a kick-off page in Sports Il- 
lustrated, Aug. 22, followed by 
600-line ads in newspapers in 38 
markets. 

Tv spots adjacent to network 
shows began Aug. 27, and there 
will be a follow-up spread in 
Sports Illustrated, Sept. 12. Other 
ads appear in four bowling maga- 
zines, and a Brunswick sales kit 
aimed at 4,000 dealers includes 
point of purchase materials and 
ad mats. 


LIFELINE—Brunswick-Balke-Collender Co. officials check the proofs 

on their new campaign featuring a “lifetime” guarantee on bowling 

balls. Left to right are: Nat Wexler, advertising-promotion man- 

ager; Bruce Kelly, ad manager, and Howard McCullough, v.p. in 
charge of bowling and billiard sales. 
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Mead Johnson Boosts Cooniz 

Mead Johnson & Co., Evansville, 
Ind., has promoted Harvey C. 
Coontz from market research spe- 
‘cial project manager to product 
manager in the merchandising de- 
pariment. Mr. Coontz will be re- 
sponsible for developing market- 
ing plans for the nutritional and 
pharmaceutical products produced 
by the company. 


Van Dyke to ‘Presbyterian’ 

Arthur W. Van Dyke has been 
appointed to the advertising sales 
staff of Presbyterian Life, Phila- 
delphia. Mr. Van Dyke formerly 
was on the New York ad sales 
staff of Better Farming. 


FREE SAMPLE—New Scissors and Paste- 
Pot art service by the originators of cre- 
ative layout devices. Get your copy of 
the new monthly Clipper—all new in 
size, format, content, ideas — sample, 
yours to use without cost. Sensational 
introductory offer. No obligation —no 
salesmen. Address: Multi-Ad Services, 
Inc., Box 806A, Peoria, Illinois. : 


Popular? 

You bet! 

Morning .. 
Sunday .. 
lands on the doorstep of a hon 
the St. Paul 
13th largest market* 


. evening ... or 


Fe it’s 
Pioneer Press! 

The St. Paul “Twin” is a loyal, 
day-after-day Dispatch-Pioneer 
reader... and outside newspape 
scarcely dent the surface! 
Here’s the chart that proves it. 


. whenever a newspaper 
“half”* of the nation’s 


bound to be the St. Paul Dispatch- 


THERE'S ONLY ONE NEWSPAPER 
ON THIS TWIN’S DOORSTEP! 
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... spending 


$7,000,000,000 


HE Index of Buying Power in the $7 bil- 

ion dollar Fresh Fruit and Vegetable In- 
dustry is as simple as ABC—the 16,302 ABC 
circulation (net paid May 7, 1955 issue) of 
The Packer—the industry’s complete weekly 
Newspublication. 


These growers, shippers, distributors, 
wholesalers and retailers of fresh fruit and 
vegetables depend on The Packer for up-to- 
the-minute news of crops, market conditions, 
forecasts and new developments in their in- 
dustry. Regular Packer readers represent bet- 
ter than 85% of the industry’s buying power. 


The Packer’s growing circulation figures 
are an accurate index, too, of the progress 
made by this high-buying, ready-spending 
industry. Right now they indicate that in the 
past year the number of the top-buying- 
power leaders has increased by 1,182. . . bet- 
ter than half a billion dollars in additional 
buying power for Packer advertisers! 


If you have something to sell to any or all 
parts of the Fresh Fruit and Vegetable In- 
dustry ... the time is ripe now... and The 
Packer will deliver your message directly to 
the men who make the decisions. 


THE PACKER 


201 Delaware Kansas City, Mo. 
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Trading Stamps, Price Cuis, Lawsuit 


Litter Denver's Food Store Battlefield 


(Continued from Page 109) 
meet the prices of their giant com- 
petitors, nor can they afford to 
hawk their periodic “loss leaders” 
over all the pages of advertising 
which large stores can afford. 


® Mel Otto, acting on behalf of the 
Colorado Retail Grocers & Meat 
Dealers Assn., circulated a report 
on the “Effects and Use of Trading 
Stamps by the Grocery Trade in 
Denver,” based on a study by the 
University ~of Denver’s business 
and social research bureau, con- 
cluded and published in the spring 
of 1954. 

According to Mr. Otto, the report 
finds that the giving of trading 
stamps appears to have little in- 
fluence upon the patronage of a 
particular grocery store in Denver. 

The University of Denver report 
indicates that 2.6% of the families 
interviewed said that the giving of 
stamps was the principal reason 
for patronizing particular stores; 
8.7% classed stamps as a trading 
factor secondary in importance; 
96% count prices, quality and 
service as the most important rea- 
sons for patronizing stamp-giving 
stores. 


® Local and national trading stamp 
organizations point to the fact the 
American shopper is by nature a 
premium saver, that trading stamps 
have met with popularity wher- 
ever introduced, that they have 
served to spur business among 
sponsors and that they are here to 
Stay. 

Dating back to 1896, trading 
stamps today serve more than 100,- 
000 merchants throughout the na- 
tion. Largest trading stamp distrib- 
utor is Sperry & Hutchinson, of 
New York (Green stamps), with 
Pioneer Savings Stamps of Denver 
following. 

S & H reports that some 94% of 
its stamps are redeemed, and Pio- 
neer reports better than 87% re- 
demption. - 

Two points are clear from the 
findings of proponents and oppo- 
nents of trading stamps: 

1. Trading stamps have become 
part of the “buying habits” of a 
sizable mass of the consuming pub- 
lic. 

2. Price savings, quality and 
service will remain as the mer- 
chant’s leading competitive device. 


® According to the consensus of 
trade opinion, the present price 
war was launched through the 
stamp war. 

In order to make up on any pos- 
sible losses due to the trading 
stamps, Safeway went all out to 
offer lowest retail prices. Safe- 
way’s largest competitor, King 
Soopers, was then put to the task 
of proving that stamps would not 
result in higher competitive costs, 
and slashed prices wherever pos- 
sible. Other stamp-carrying mar- 
kets did their best to follow suit, 
and the price war was on. 

Standard Store, in its court 
suit, contends that Safeway and 
King are selling some 156 common 
traffic items at a loss, severely in- 
juring Standard’s business since it 
can’t meet such competition. It 
also alleges that $60,000 actual 
damages in its business operations 
resulted from this competition. It 
also alleges that the independent 
grocer can’t operate below a 
14% mark-up. 


8 Safeway, in its long court reply, 
countered that it did not undercut 
prices of competitors, but rather 
met prices while taking the giving 
of trading stamps by other stores 
into consideration. It used coffee 
prices as an example, saying it cold 


at 10% below cost only after five 


competitive chains sold coffee at 
prices below Safeway’s. 

Put on the spot, King Soopers 
counter-alleged that its below cost 
sales are intended to meet com- 
petition by Safeway. It contended 
that its sole purpose in giving 
stamps is to increase and consoli- 
date customers. 

A King official explained that 
the Green stamp program costs 
King 2% of its gross sales and is 
considered “overhead.” 


® Regardless of Judge McDonald's 
decision in the case, both supers 
were forced to bring facts and fig- 
ures into the light which were pre- 
viously hidden. 

Both defendants have also con- 
tended that a 14% mark-up law 
would be unconstitutional. The law 
would force them to raise the price 
of each individual item from 1% 
to 5%, they argue, making it im- 
possible for them to compete. 

While price battles have resulted 
in a huge competitive war among 
supermarkets in Denver, these 
stores are still not selling food 
items at prices below what the 
housewife pays in other leading 
cities of the nation. Nevertheless, 
the low mark-ups and below-cost 
selling, in most cases, have forced 
much business away from the 
small retailer. The war has also in- 
creased the advertising linage in 
newspapers. 


® A finding in favor of Standard 
would, no doubt, aid the small re- 
tailer. How it would change the 
grocery retailing picture, especial- 
ly in connection with trading 


\stamps, remains to be seen. 

Lloyd King, president of King 
Soopers, told ADVERTISING AGE that, 
in his opinion, a decision in favor 
of the plaintiff would tend to in- 
crease, rather than decrease the 
amount of advertising linage in 
local newspapers. 

Other officials of Denver stores 
contend that the decision here will 
stabilize the entire picture in the 
increasingly competitive grocery 
trade over the whole nation. 

In the meanwhile, the supermar- 
kets plan to continue their present 
policies. 

Safeway will continue to sell at 
the lowest possible prices while at- 
tacking stamps through its ads. 

King Soopers and other large 
grocers will continue to ballyhoo 
stamps while doing their best to 
meet competitive prices. 

And the consumer will continue 
to be the target of both forces. 


Petry Appoints Kerwin 

Hugh O. Kerwin, a former sales- 
man with U.M.&M., tv film distrib- 
utor, has joined Edward Petry & 
Co., radio-tv station representa- 
tive, as tv manager of the St. 
Louis office. He replaces George 
Stevens, who was transferred to 
the representative’s Chicago office. 
Petry also has appointed Jose- 
phine Maggio head of the traffic 
division of the tv special service 
department in New York. Miss 
Maggio formerly was traffic man- 
ager of CBS Television Spot Sales. 


Newmark Names Psychologists 


Michael Newmark Agency, New 
York, has named Play Research 
Institute Inc., a group of practic- 
ing psychologists, consultant for its 
new products division. The insti- 
tute will evaluate toys and related 
children’s items produced by its 
clients, the agency said. 


(4... MEYERCORD 


also makes specially processed 


DECAL SIGNS 


for application to the 


OUTSIDE of Doors and Windows 


Over 200,000 of these exterior- 
mounted decal signs have been used 
by Liggett & Myers to promote their 
“L & M Filters” brand. These signs are 
specially processed by the Meyercord 


Co. for outdoor application... 


store doors and show windows. L & M 
prefer exterior decal signs because 
they feel this type of application offers 


them several advantages such 


venience for the salesman installer, 


usual dealer cooperation and 


ance. All of which adds up to a peak 
number of sign installations. This sign 
is double faced, with a courtesy mes- 
sage facing the store interior. 
use point of sale decal signs, we invite 
you to get full facts about Meyercord 


decal signs. Write us... 


Decal Signs. 


Do you have a copy 
of the MEYERCORD 


Advisor Manual? 


This valuable book on point 
of sale decal signs is yours free 
for the asking. It shows how 
large and small firms alike 
make that all-important con- 
tact at the point of sale with 
eye-arresting MEYERCORD 


company letterhead, please. 


to glass 


as con- 


accept- 


If you 


ADVERTISE 
DECORATE 
IDENTIFY 
with 


MEYERCORD 
DECALS 


Request on your 


DEPT. H-201 


@ 5323 WEST LAKE STREET © CHICAGO 44, ILLINOIS 


i : : | Be [ec 2 sok caboag hh eb a ee aa ee Re ra Sole 
: ee F 
| " 
a “3 
| > 0 Bee. 
ee 
| ae =) | 
CKER ~ . 
THE PACKER OOS MM : 
3 - —— =~ ee 5a - ‘ } 
= al 40 
q we : \ 
ZB ee e==\ Q \ a / 
ae 1 ¢ > A . 
apt Oe ne «| = ee 
‘ Zane" ae en \i Lal \ =e 
ro eee \ Ze | GAL =a 
a as* On Vit : \3 » 
¥, ZA = \AA NS | 
a QE Nea eae . | 
\ & OF ge s—-\ pee 
aN eA = ee EK ne ; 
Sh ee) a sin cers 
VA eee eae A ¢ iy / 
| ESE Ee Ede ee 
= — “aes Pid ote | 
a | \F a \ erhageis & os, See 
4." aw | ~ se =i = } ne #6 hi eee, 
= rh eens \ = a ee ‘ , rp Siphon phones oy J 
\ = \eeen— —_ Mehiteg etre: : : 
~ ne \= —, “4 3 : ost ; 
ie — ay a ae. . 
Ros —<_ € as - ee ott ate | 
: a. * wie Tt? 
“\ \ ce ae da | 
4 ; | oe, 
’ > : . ‘ Sy | 
a mmm af, . = 4 
f ~ fim a ; tar Mey 5 ; oT a 3 
a ~. ae ‘ 
& ‘ iz » rome . . “ a 
- —————— 4 x | ar - oy ed ; 
ft a in ——_— mee * ! 
: —— : na , *¢ ae i 
4 ae g: =P. | 
|  — <—— m 8 | - 
_ . + eal cs a j f 
Fs ey me * wig” 94 < . LTA »i y | 
, NERA Be ae ! | 
: Saas .> . cee 
. . ' ~ 4 Ad Ld “4 . j rk * 
‘ ” : +o 44 le 4’ ™ « Ey, : 
$i . ANAS 43° CGE ? | 
4 . Pas ee "hau oF vee : 
: * = cs * a * wa a Pe 
i Ws ee 3 te Ae € oe " f 
; “g Wx: a “See, > uf ” 
= , - < &s Ses . 4 * 
; Pre 5 
F ‘tae ae 
QR 7 | 
| ee : 
| 3 
a 
2 ee ee ee oe OOOO 
q ee | yl . 
| | | eeeerrrrrrrrrt—“iti‘i:s‘sSsSCstsSQSCCN 
} 
| | 
| Po 
ee / 
- we — — F 
ee ; 
ln el 
Tm aT Om 
> 
| | dy | 
es ~ol gec | 
fe . KING-SIZE * REGU = ie 
id 
: ee much MORE FLAVOR a 
ee much LESS NICOTINE 
; es Re: s ike 
wad i Sriae 
| 3-=5 Be Aes OGAK co 
te: . I. 
>: F=- | = 
: = Ly J 
| = } Pagan 
| 7 ETE 
+3 Pee 
iG — 
: | 
| ee ae PS 
. 
. » 
es ; ea) — 
| maa" - @ 
a — ~~"! > | 
+ 
, | THE MEYERCORD CO 
i, - 
: : — Wnldli Lirgest Decabeomania Manufaclaners 
3 : | ining “ ‘ ae i> Ni Pee see me . See ar 
ee 
Fae. Soe ee Oe ee Te ee ee Te ey kg oe Ps : 325 z ep TK SSB: , : ay) “ Fab dew Not ak AS op ay dine Wise age = vids 3 ofephls See | PO Bs Pa ae fie ae Mites, : x neers od in cae ae 
pe sa pee A ie Peet ti 9 ae Pei Ol Piney ites Bite SRT i ale eh age 9 2 SPREE Rr t iy Aiiaee ee ee San «, eee tS te glial! Pty PR 4a ah a eh ed 8 Sept It ae a puget te MEY! Dee MT ay eet tay Wi eg Oe ee aN ge ne ey waa 
gas. gee spas a oe Pe see . ay ren Mee i Gas ciao? pu Sey ‘ a ee eee ieee ig i kee ee Pe fe SOB phe a ee ee CNRS (el Bee eee. at wt) le See 53 RST Se Ty i MON aN ae oe BIE aicsites Babe? es ee + bea | a ly ae od he, 
shar: 4 Sem Sa ta ies es athe eee ag ies aoe uf one Bele se 5 age Seger ne eM ORO ae Orde ag SEE 5 gia Se TE age eet Sh is aya eare a a aN etre ly Gitar tte gt fer Bd Sane gra set ip phe: 
NSP te ge gl POM Re ES RR Sie AR ke 8S RIT bs ER e Dine eie P e geS BeI UO iced ek Sn wee arta Lok. mR ets eae nM See Eig ea ag Oe EE OE al ee ee” Se ae Ne ek oe Pte SIRE ORD SRP 2 hae Tannen tonal me eee a OM ns an SO ee By eke hy PE tg Rak MPN as AORN AST mae Ge ae ot Se SO Tele er PES ES Ds 


Advertising Age, September 12, 1955 


Polk Puts Direct Mail 
on 15% Discount Basis 


(Continued from Page 1) 
publisher, for specific types of di- 
rect mail advertising campaigns. 
These rates will apply equally to 
the advertisers and agencies con- 
cerned and will be fully commis- 
sionable to your agency. 

“The Polk Co., as publisher, will 
accept full responsibility for qual- 
ity control on all phases of publi- 
cation. The agency’s responsibility 
shall end with presentation to the 
Polk Co. of acceptable artwork, en- 
gravings, electros, etc., under the 
usual standards of printed media 
trade practice. The Polk Co. as- 
sumes responsibility for prepara- 
tion and quality of the printed ad- 
vertisement, for selection of the 
circulation list, for distribution to 
the selected market, etc. 

“This new policy is not retro- 
active and will not extend to mis- 
cellaneous sales and services de- 
partment on an individual item 
basis.” 


=" The “Polk market” consists of 
the millions of names and thou- 
sands of lists compiled by the Polk 
organization, which keeps a cur- 
rent registration file of some 43,- 
000,000 passenger car and truck 
owners; compiles city directories in 
723 cities; has a bank directory di- 
vision, and facilities for the pro- 
duction of some 2,000,000 direct 
mail pieces daily. 

Explaining how the commission- 
able system operates, Polk says: 

“After the advertiser has defined 
his prospects and the circulation 
list has been set up, the preparation, 
distribution and billing of the ad- 
vertising is handled in the same 
way as other media. 

“A publisher’s agreement, with a 
standard rate for the market cov- 
erage desired, is furnished to the 
agency and client. 

“Under the publisher agreement, 
the agency researches, plans and 
creates the advertising and deliv- 
ers to the publisher the art com- 
position and key-lines. The adver- 
tising is printed and distributed 
on a schedule set up by the agency. 

“The advertising program is 
billed to the agency by the publish- 
er in accordance with the agency’s 
specification—as a single item, or 
broken down by individual dealer 
area on a cooperative program. 
Billing is at gross rates, less the 
standard agency commission.” 


® Although the Polk “publisher” 
concept and agency commission 
hinge entirely on the use of Polk- 
compiled lists, and therefore will 
not directly affect ordinary mail 
service operations in which the 
client supplies the list, the move 
is bound to have an important ef- 
fect on all direct mail advertising. 

Direct mail, generally accepted 
as the second most widely used of 
all types of advertising (after 
newspaper advertising), has al- 
ways considered itself something 
of an “orphan” in advertising agen- 
cy circles, because it has never 
been commissionable and it has 
been difficult for agencies to con- 
vince clients that they should pay 
a fee for preparation and handling 
of direct mail. If a method of mak- 
ing direct mail fully commission- 
able were to be devised, direct 
mail authorities feel that the me- 
dium might be given far more em- 
phasis than has sometimes been the 
case in the past. 


® That this concept can be sold 
was demonstrated at the Direct 
Mail Advertising Assn. meeting in 
Detroit two years ago, when Frank 
J. McGinnis, manager of advertis- 
ing, sales promotion and training 
of Ford; Norman H., Strouse, then 
v.p. and now president of J. Wal- 
ter Thompson Co., and Elmo Roper, 


well known researcher, teamed up 
to tell “the Ford story”—the ex- 
periment from which the current 
Polk program stemmed. 

Asserting that direct mail was 


too often placed in a different cat- 


egory from other media in agency 
thinking, Mr. Strouse said then: 

“We have reached a point now 
where advertising agencies must 
no longer ignore direct mail’s great 
potential as a national advertis- 
ing medium... The first step ...is 
to include direct mail as a normal 
part of the budget—not something 
that is handled afterwards and 
separately. The history of other 
media that were handled separate- 
ly should teach us that this can 
be accomplished successfully only 
by going the entire route, and plac- 
ing the medium on an agency com- 
missionable basis. 

“I believe we are safe in saying,” 
Mr. Strouse told the 1953 DMAA 
meeting, “that after four years of 
handling direct mail on this new 
basis, none of the parties involved 
—Ford, Polk, the Ford dealers or 
the agency—would wish to return 
to the old method. Everyone has 
gained: Ford and Ford dealers 
through more effective advertising 
at lower cost per reader; Poik 
through a more dependable, effec- 
tive use of its medium and in- 
creased volume, and the agency 
through increased commissionable 
billing.” 


THEISS LAUDS POLK 
‘MAGAZINE’ CONCEPT 
Detroit, Sept. 9—A day after its 
initial announcement, R. L. Polk & 
Co.’s new “Polk Market” proposal 
for fully commissionable direct 
mail campaigns has received fa- 
vorable comment from two agen- 


Direct Mail Advertising Assn. 

Arthur Theiss, v.p. of Patriot 
Life Insurance Co., New York, and 
DMAA head, said the new Polk 
scheme “may very well be the 
opening shot in a new and greatly 
expanded era of direct mail’s vast- 
ly increased usefulness to adver- 
tising.” 

Mr. Theiss also found it “inevit- 
able that a method would be found 
so that advertisers and their agen- 
cies might profitably employ direct 
mail advertising on the same basis 
as other major media. 


a “I say the development of such 
a method was inevitable because 
it was very much to be desired by 
advertisers, and what is much de- 
sired has a way of being devel- 
oped,” he explained. 

Principals in two agencies who 
had a part in previous Polk ex- 
periments with the commission 
system also spoke up. Norman H. 
Strouse, president of J. Walter 
Thompson, congratulated Polk on 
its “advertiser-agency-publisher” 
concept, and commented: 

“To bring the agencies into close 
collaboration on the creative and 
planning phases will unleash new 
and constructive energies in the 
direct mail medium. With adver- 
tising volume rising two and a 
half times the rate of retail sales 
since the war, these creative tal- 
ents are needed to make direct 
mail fully competitive with other 
media.” 


ws Don C. Miller, v.p. of Kenyon) 
& Eckhardt, also complimented 
Polk on its “magazine” concept. 
K&E’s six-year experience with 
the plan, he said, “has shown that 
this is the way to produce direct 
mail advertising of maximum val- 
ue to our clients and with most 
satisfaction to us. 
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MOTOROLA TVs 


ENGINEER'S GALLERY—The first two pages of Motorola’s four color 

pages in the Sept. 12 issue of Life give 522 of the company’s engi- 

neers a hearty plug. The following two pages introduce the 1956 tv 
line and tell its new engineering story. 


creative handling and agency serv- 
ice that we give to all other 
media.” 

Mr. Miller predicted that other 
agencies and clients will take a 
similar position. 


Chevrolet Dealer 
Sells Prospecting 
Adventure with Car 


Detroit, Sept. 8—When Saul 
Rose, owner of the Grand River 
Chevrolet Co., began offering cus- 
tomers $300 worth of uranium 
stock, the Michigan Corporation & 
Securities Commission stepped in 
with a big frown because Mr. Rose 
was not a licensed stock broker. 

So he did the next best thing— 
he began offering the customers 
$300 cash so they could purchase 
their own stock. 

Mr. Rose had acquired a block 
of on-the-market uranium stock 


cies and from the president of the |from Hornblower & Weeks. 
| Those who are not interested in 


uranium stock are offered $300 
worth of uranium prospecting 
equipment, complete with Geiger 
counter. 


® Other equipment includes a 
sleeping bag, lean-to attachments, 
cooking kit, steel hammer-axe, 
heavy duty boots, maps and books 
on uranium prospecting. 

Mr. Rose theorized that the 
average American is the average 
car buyer and that the average 
American is an adventuresome, 
gambling sort of fellow. 

“Those who don’t care to gamble 
on uranium stock may find it more 
fun to go out in search of the 
precious ore themselves,” said Mr. 
Rose, whose company is one of the 
larger Chevrolet dealerships in the 
Midwest. 


Secretary Wins $250 
for Self, Free Time 
on TV for Coca-Cola 


CHARLOTTE, N.C., Sept. 8—A 
secretary for Coca-Cola Bottling 
Co. of Charlotte has won WBTV’s 
500,000 set count promotion con- 
test. 


son, won $250 for herself and a 


for Coca-Cola by coming closest 


'to guessing when the 500,000th tv 
set would be sold in the station’s 


coverage area. It was sold at 12:50) 
p.m. on Aug. 11 to J. A. Hutchin-| 


‘son of Charlotte. 

The station reports it received 
several thousand entries from 
agencies and advertisers through- 
|out the country. 


Waddell to Bozell & Jacobs 


| 
| 


Eugene Waddell, consultant to 

“We consider direct mail to be) advertisers 
a normal and important medium, | joined Bozell & Jacobs, New York, ‘sistant to the v.p. in charge of 
and one that should have the same! to work on special assignments. 


and agencies, 


The secretary, Betty Ann Alver- es 


free 13-week schedule over WBTV i 


has | 


Competitors Leave 
Polk to Carry Ball 
on Agency Billing 


(Continued from Page 1) 
tablishing it as a broad policy.” 
In a prepared statement to AA, 
Mr. Andersen also stated: 


= “Agency commission on com- 
plete direct mail programs is not a 
new idea. 

“We often investigated the pos- 
sibility of entering into a commis- 
sion situation on dealer-help direct 
mail, but always withheld putting 
it into effect for several reasons. 

“1. Several large agencies them- 
selves questioned whether their 
services (probably only creative) 
constituted enough of a contribu- 
tion to warrant full commission. 

“2. Second, apart from postage, 
often as much as half of a typical 
dealer-help mail program is art, 
plates, paper and printing, on 
which none of our suppliers are 
willing to give a discount. The 
balance of the job—lists, list com- 
pilation, addressing, folding, seal- 
ing and mailing—the part on 
which we make a profit of less 
than 15%, obviously doesn’t allow 
a commission unless it is added in 
its entirety to our selling price. 

“3. Many of our clients indicated 
they weren’t interested in paying 
a 15% premium for a mail pro- 
gram which they could get from 
Donnelley, who can create, handle 
and research the entire package 
anyway. While creative services 
and research represent a portion of 
Donnelley costs, on a $1,000,000 
direct mail package, it certainly 
does not amount to 15%, or $150,- 
000.” 


® Like Mr. Andersen, Harry F. 
Da Larme, v.p. of Buckley-Dement 
Co., Chicago, expressed surprise at 
the new Polk move, and said that 
his company has no plans for fol- 
lowing it. 

“The agencies have been after 


a 


Pre nee KANTROWITZ, adv ertising 
| manager of Emerson Radio Phono- 
graph Corp., New York, since 


1952, has been promoted to as- 


marketing. 
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|us to do this for at least ten years,” 
he told AA. “But frankly it 
‘couldn’t be done on the present 
‘margins—if a direct mail house 
can wind up with a straight 10% 
‘profit it’s doing well. 

| “Ours is a service organization, 
while a magazine is not,” Mr. Da 
Larme went on. “We sell labor. If 
'there’s 15% given to the agency, 
it stands to reason that 15% will 
be added to the bill.” 


® Speculating that the Polk prop- 
osition is “a pitch to get agencies 
more direct-mail minded,” Mr. Da 
Larme added: “The average direct 
mail organization does far more 
for advertisers than for agencies. 
This would seem to be penalizing 
the advertiser to lure the agency.” 

Mr. Da Larme noted that the 
ethical pharmaceutical agencies 
have for many years been charg- 
ing a 15% commission on direct 
mail, above and beyond their own 
production time charges. Their 
practice, however, is to add the 
15% on to the production bill pre- 
sented to the client, whereas Polk 
will issue the commission direct to 
the agency itself. 


® Officials at Dickie-Raymond Co., 
Boston, thought the Polk proposi- 
tion might eventually mean “pub- 
lisher” status for the big “factory” 
direct mail firms—but not for 
Dickie-Raymond. 


That company is a “creative 
planning organization,” not a 
“manufacturer” like Polk, a 


spokesman told AA. Also: “We 
work with, not for, the agency,” 
he said. 

As for the 15% commission, it 
might be all right when applied to 
mechanical work, but certainly not 
for creative work, the Dickie-Ray- 
mond official added. 


® An exception among Polk’s di- 
rect mail competitors was James 
Gray Inc., which was prepared to 
go along with the commission idea 
—with reservations. 

“The commission arrangement 
is, I think, a wise move forward in 
the field,” Edward N. Mayer Jr., 
Gray’s president, told AA. “Where 
Gray acts as publisher (to use the 
Polk term), printing and distrib- 
uting to a mailing list, then we'll 
pay 15%.” 

There was still a question in Mr. 
Mayer’s mind about “situations 
where Gray is called on to create a 
campaign.” 

“We have a consulting service, 
which creates advertising cam- 
paigns for clients,” he explained. 
“I’m not yet resolved about 
whether we'll pay 15% commis- 
sions when this service is called on 
by an agency.” 


Don't Buy TV Early: 
Wait and Pre-empt. 
GOP Timebuyer Says 


WASHINGTON, Sept. 8—State 
chairmen attending a Republican 
campaign school here this week 
were urged to remember that in 
tv, price isn’t always the big con- 
sideration. 

Carroll Newton, BBDO v. p. who 
served as time buyer for the 
Republicans in 1952 and 1954, ex- 
plained how the Democrats bought 
time in 1952 months before the 
commercial schedules were set. 

Republicans waited, and pre- 
empted the prime time periods 
with built-up audiences. 


a “It was costly,” he said, “but it 
was worth it because we outpulled 
the Democrats by 2-1.” 

Tv was high in the minds of 
the chairmen, who were assured 
the GOP can win next year under 
such slogans as “Everything 
Booming but the Guns.” 

In tv as in everything else, the 
big question was: Will Ike run? 
Every effort was made to convey 
the impression that he will. 
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Along the 


Media Path 


A plaque “in recognition of 
leadership in promoting traffic 
safety” has been presented by Gov. 
Arthur Langlie of Washington to 
the Yakima Morning Herald and 
the Yakima Daily Republic. It was 
inscribed to W. H. Robertson, pub- 


lisher. The presentation was made | 


at a dinner where Gov. Langlie 
was presented the National Safe- 
ty Council’s grand award for the 
state’s 1954 traffic safety program. 


e WBEN, the Buffalo Evening 
News radio station, celebrated its 
25th year on the air Sept. 8. 


e Albers Super Markets, which 
will start distribution of Every- 
woman’s Magazine beginning with 
the October issue, will dramatize 
the magazine to its customers by 
participating in the publication’s 


«.-are you getting 
your share of the 


“‘Mentions’’? 


How to check the use of your name 
in the newspaper advertising of 
another manufacturer's product 


@ ACB calls them “‘mentions.”” They 
are usually buried deep in the body 
copy or hidden in a 6-point cut cap- 
tion of some advertiser who buys 
from your contract division. Yet they 
are golden advertising nuggets for 
the products they “‘tie’”’ into. 
Finding these “‘mentions’”’ would be 
an impossible job for any manufac- 
turer. They may appear in any ad- 
vertising any day on any page of the 
1,750 daily and Sunday newspapers 
published in 1,393 different cities. 
ACB is keyed to such a degree of ac- 
curacy that its readers pick up better 
than 95 out of every 100 “‘mentions”’ 
published. “‘Competitive’’ mentions 
to show you exactly how you stand, 
may also be of importance to your 
organization. 
This is but one of many ACB services 
available for business management. 
From such data, comes sounder ad- 
vertising and sales policy. 
Send for ACB’s Catalog. 48 pages. 
Describes each of ACB’s 14 Research 
Services. Gives many case histories; 
cost of service, or method of estimat- 
ing; complete directory of dailies; 
. Census of retail stores. It’s 
free! Ask for it today. 


ACB reads every advertisement in every daily newspaper 


ACB SERVICE OFFICES 


79 Madison Ave. + New York 16 
18 S. Michigan Ave. + Chicago 3 
20 South Third St. « Columbus 15 
161 Jefferson Ave. + Memphis 3 
51 First St. * San Francisco 5 
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_ The | 
ADVERTISING. 
CHECKING BUREAU 
INC, 


i! 
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“Fall Festival.” The Cincinnati 
chain operates 68 stores. The pro- 
‘motion is scheduled for more than 
40 other chains. 

-e A booklet printed in Japanese in 
Tokyo, “Your Business and Adver- 
tising,” for distribution to Far East 
‘business men, has been used by 
'Time as a promotion piece. Time 
had copies sent to business men in 
the U.S., Canada and Europe, 
with an English message remind- 
ing western business men of the 
basic advantages of advertising. 


e Supermarkets and maternity 
fashions got together in August as 
40 Lane Bryant stores and super- 
markets distributing Better Living 
tied in with the magazine’s mater- 
nity fashion article, “The Prettiest 
Clothes.” The supermarkets used 
blow-ups of the magazine, as well 
as mannequins and live models 
displaying the Better Living fash- 
ions. The stores also distributed 
Lane Bryant “Stork Fact Cards” 
with copies of Better Living. The 
Lane Bryant stores featured win- 
dow displays of supermarket carts 
piled with groceries and Better 
Living pushed by Lane Bryant 
mannequins. 


e An article in the Sept. 3 issue of 
The Saturday Evening Post con- 
cerning television in Lubbock, 
Tex., “Home-Town TV Makes a 
Hit,” underlines the role KDUB- 
TV plays in the lives of Lubbock 
citizenry. 


e WOOD and WOOD-TV, Grand 
Rapids, Mich., have found a new 
way to impress the trade with 
their new studios. They have sent 
out a Stereoscope View-Master, 
with a disc showing three-dimen- 
sional scenes of their new quarters. 
Recipients were advised to keep 
the View-Master for additional 
film reels on the new center which 
will be sent out periodically 
throughout the year. 


@ On Oct. 18, Look will break its 
new fall drug promotion, “Com- 
plete Medicine Chest.” Besides ad- 
vertising by drug and toiletry 
products, it is expected that over 
100 drug chains and up to 2,000 
independent druggists will tie in 
with the promotion. 


|@ Three special newspaper sec-|@ KOIL, Omaha, 


tions will launch KFJZ-TV, Fort 
Worth, when it signs on Sept. 11. 
The Fort Worth Star-Telegram 
will run an eight-page section on 
Sept. 11, the Fort Worth Press will 
run a similar tabloid section on 
Sept. 12. For the formal opening, 
to be held several weeks later, 
suburban papers will carry a spe- 
cial souvenir tabloid section of 18 
to 24 pages. 


© Some 2,600 retail drug stores, 
both chains and independents, are 
tying in with the “Private Eye 
Beauty Hour” editorial feature in 
the October issue of Good House- 
keeping. 


© WNAO-TV, Raleigh-Durham, 
N.C., u.h.f. CBS affiliate, has 
moved into new and larger quar- 
ters at 2128 Western Blvd. 


® KCOP, Los Angeles, holds a 
gala dedication ceremony on Sept. 
12 to mark the increase of its pow- 
er to 170,000 watts. 


@ KLAC, Los Angeles independent 
radio station, has produced a 20- 
minute color motion picture, “The 
KLAC Story,” for showing to 
agencies and sponsors. The picture 
sells radio generally and the sta- 
tion specifically. The film features 
the station’s “Big Five” disc 
jockeys, who spearhead its format 
of music, news and sports. 


e Western Electronic News’ Aug- 
ust issue, released in time for the 
Western Electronics Show and 
Convention, features an aluminum 
foil cover with four-color repro- 
duction. The cover was prepared 
by Italian Court Art Studio, Chi- 
cago, and is one of 12 pages to be 
printed on the laminated alumi- 
num foil stock. Six pages, includ- 
ing covers one and four, are 
printed offset on foil and the six 
back-up pages, offset on white 
book stock. The center spread is 
on foil and two other pages of the 
four-page fold-through signature 
are also on foil. 


e Transportation Supply News, 
Chicago, is planning a special con- 
vention news supplement in con- 
nection with the biggest conven- 
tion in the industry that it serves 
—the 22nd annual National Truck- 
ing Assn. convention to be held in 
Washington Oct. 17-21. The con- 
vention supplement will be an 
eight-page wrap-around on 5,000 


extra copies. 


IT TAKES 


HIGH-PROFIT 
FARMING 


TO CREATE 
CONSUMER 
FARMERS 


YW” 
Mi 
>. 


SAS 
CAPPER’S FARMER territory is 
the land of grain—of meat—of 
modern power-farming methods. 
U. S. Department of Agriculture 
studies show that the big-scale, 
high-profit farm operators in 
this area lead the nation in farm 
cash income; families here have 
higher levels of living. Nowhere 
in America are there better pros- 
pects for household furnishings, 
appliances, and all the many 
products that make for a more 
comfortable way of life. 


S 
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formerly an 
American Broadcasting Co. affili- 
ate, became an independent on 
Aug. 22 and has introduced a new 
format, including five minutes of 
news on the hour and half hour, 
and music 24 hours a day. 


e A survey of 52 top Starch-rated 
b&w ads which appeared in Busi- 
ness Week during 1954 is being re- 
leased in a report, copies of which 
are available from Walter Persson, 
Business Week, 330 W. 42nd St., 
New York 36. 


e Five new studies on the reading 
habits and preferences of key 
American leadership groups have 
been released by U.S. News & 
World Report. Groups studied are 
those listed in “Poor’s Register,” 
“Who’s Who in America,” the 
latest roster of the National Indus- 
trial Conference Board and the ex- 
ecutives of U.S. Class I railroads 
and aircraft manufacturing com- 
panies. All reports can be obtained 
by writing to the market research 
division, U.S. News & World Re- 
port, 24th and N Streets, N.W., 
Washington 7. 


e A study of the readership of The 
American Legion Magazine is 
available from Walt Robson, pro- 
motion manager, American Legion 
Magazine, 720 Fifth Ave., New 
York 19. 


® Beginning with its December, 
1955, issue, Institutions Magazine 
will publish on the 15th of the pre- 
ceding month. 


@ The Herald, New Britain, Conn., 
afternoon daily, is now marking its 
75th anniversary. In a three-col- 
umn box announcement of the oc- 
casion, the newspaper extended 
its thanks to all its “readers, ad- 
vertisers, customers and friends 
for their loyal support and good 
wishes.” 


@ The Houston Post has revised 
its Sunday feature section, Now. 
Smaller in shape and bigger in 
content, it is a 40-page tabloid 
with features by staff and syndi- 
cated columnists, in addition to a 
12-page pull-out television and ra- 
dio section with a full-week’s 
program listing for 14 tv stations 
in Texas. 


e A perfume selling guide will be 
issued by Harper’s Bazaar and dis- 
tributed to retail salesgirls 
throughout the country. The bro- 
chure, a preview of the October 
beauty issue of the magazine, will 
contain ideas for counter and case 
displays, newspaper advertising 
and suggestions for use at sales 
training meetings. 


e Sports Afield is starting an ex- 
pansion program with its October 
issue, on sale Sept. 20. It will dou- 
ble the number of editorial pages 
in the feature section and double 
the number of four-color pages for- 
merly carried. The magazine has 
been completely restyled following 
an intensive survey of the outdoor 
field, and each issue hereafter will 
carry an additional 25-page sec- 
tion covering seasonal outdoor ac- 
tivity. 

© Department of New Laurels: 

Ladies’ Home Journal reports 
that each month during the past 
year it showed an advertising lin- 
age gain over the same month of 
the preceding year. September, the 
12th month, closed with 38.7% 
more ad linage than September, 
1954. 

Field & Stream had the largest 
first six-month period in its his- 
tory this year. Average net paid 
circulation was 856,692 for the 
period ending June 30, an increase 
of 21,738 over the same period of 
1954. 

Family Circle’s six-month circu- 
lation for the first half of 1955 was 
the highest average in its history 
—4,152,751. 

McCall’s September linage was 


17% greater than the September 
linage of 1954. 

Advertisers’ investment in the 
two issues of September will total 
more than $1,000,000, according to 
Harold B. Holtz, ad director of 
Vogue. This will be the equivalent 
of 297 pages of advertising, the 
largest number Vogue has had in 
six years. 

Sixty-seven new advertisers 
have bought major space in Wom- 
an’s Home Companion for Jan- 
uary. This does not include addi- 
tional new advertisers who have 
used less than 85 lines during this 
period. 

The October American Home 
closed with over 100 ad pages, 
marking the third consecutive 
month that the magazine has pub- 
lished the biggest issues in its his- 
tory for those months. 

Business Week’s advertising vol- 
ume rose 9.7% in the months of 
July and August over the level of 
the same two months last year. 

Child Life had the biggest net 
paid average circulation in its his- 


The “local-ness” 


of daily newspapers gives 
ACB two important jobs to do 


ACB supplies proofs-of-insertion for 

more than 1600 publishers... and 

14 Newspaper Research Services to 
over 1,100 merchandisers. 


There are 1,393 cities in the United 
States in which daily newspapers 
are published. 

_ Each of these cities and its trad- 
ing zone comprises a local and inde- 
pendent market in which consum- 
ers are dominated by newspaper 
advertising. Daily newspapers pub- 
lish more advertising than all other 
media combined! 

The “‘local-ness” of each of these 
markets is the great reason for the 
effectiveness of newspaper adver- 
tising. It permits advertising to be 
localized to fit the mutual needs of 
the national manufacturer and his 
local merchant. It lets advertisers 
aim their sights at a single com- 
munity rather than at a national 
statistical average. 


A “Clearing House” for Advertisers 
It is also the “‘local-ness’’ of these 
markets that in 1917 called for the 
existence of Advertising Checking 
Bureau. em Sd publishers in 
practically all of 1,393 cities wanted 
advertisers and their agenciesserved 
more promptly and efficiently with 
proof-of-insertion copies from a cen- 
trally located clearing house. ACB 
took the job and handled it with an 
extremely high degree of accuracy. 

Once again the “‘local-ness’”’ of 
newspaper advertising gave ACB 
an important job—this time from 
the advertisers themselves. These 
advertisers wanted to know ‘“‘who’”’ 
advertised ‘‘what” in these 1,393 
local and widely separated markets. 

Thus began the ACB Newspaper 
Research Services described at 
length in the column on the oppo- 
site column. 


ACB furnishes a complete, accurate & dependable service 


See opposite column for listing 
of ACB Service Offices 


The , 
ADVERTISING | 


CHECKING BUREAU 
| WR 


oe Re StS 


See ay | Re SRP e aR eS a 
ae ea. <P on rh ; oe / i SS a ec cee ath te Moe eens Cte On peas eae 3S eo ee ee ree a eek? Oo 5 phy pe ee J dg po a 
a 3 83 oe eae = 4 Ty ea ia end cae <2 ° pe - a te rl : oF le ol ee 7: J J 2 s ¢ a 5 ¢ 4 d +2 
a | 
— P iM 
; a 
ee ee She 
— 
ae 
: 
ae 
| 
ee 
4 
t 
ee | ee _ - | 
a PE Se ee Re en ee i Cl ee ee ee 
) 
————— 
a | ee 
| 
————$—_—————O TT | | “af ee 
. 4 | | | ae Mes 
| * 
oF ™ j ido ae ° 
x Hinished with cepppe ee ! 
R FASTENERS» oe 
, | cS : 
7 ns nN 
e Pe \ \ * Uj i. he, , 
, > bi \ xo / 
+ % el " . & 
: | “ tee tees 
Na a —— a ‘ Bee 
§ yx > i 
w WY wool” ALF f oa : 4 ‘ a ; 
«fabric is of BOTA Ba | hte 
- : | iene im. eo 
— cad ij j 
\ alle > 
—_— & {| 
wp» dy eis, 
Pry, i. 
I ~ BEAL. | } 
% “a 2 
Ma - 
coll VOGUE'S new colo oe ee 
T Combinations” 
SET SEER SEE EES 0 EA EOE Ee Ee ene 
| 
a a 
| ee ‘ 7 
y 
A ¥ 4 
a wh | 
“as | ( * 
bite 
iy ua fALIAP 
aN hed laa 
M af: * C—~d) 
Rasrans: wt mS: we ’ Pye (AM 5 
Me iy ro Sallie Pat tt AT ¥ 
. had © ~> lk ‘ vA al as a” * gw. *" a 
ye F 
y Ai) E 
CAPPER COUNTRY. 7 
aa a 
oo). Kae eee ted 
oi ee ee a IT a. Beseg sees? ee ; 
- “ PRR ST a sais 
rc ae ee oe any a 7 
Sa a ct Salita, WS 
fe = fa vt 4 a BE 
a= ra 2 3 = 
eS y = 
wheal , Lg <a 2 , 
oe ae mi 
a 4 eae ; 
Sow é tog se ; 
cee ee ’ Jo ie 
| The : ; it pe SH 
a — e ad the best farm counties _ : 
| 5 ee 
: t ; 3 eis Fae ey a, Roe ; Rit awy - ae aan 
eee Jae ees : ie re ig eke eC tek ay Fh, aN aoe 8S PER ge i CNR PS A rn me Bi ae oe Mk Se Pg ee eel etmek to, em ee 
Ee ty am eet ga emg er ee, MA 6 EN ieee ga eas On tae RECS A ne cee tag tee Mae A ME ON Poeg So alee ah Oh ag sh ee ht Whe Re PEM) Oe a Oia aR Cae E Reed — Jie EA seca CaN Die Bc a PDS yg, Rsk en 
wh an Men vex mechs sears GaP ak ae ee as Bs ese ae a eda de ove ee x Ree WES ee: Mel HIS. Spee edt WSs Sect 5 pattie Rte SRE Sy ii Ba A oe par ee a! pei ror eee ene Poet 8 iis, a oye nat 
Pig Spee Sig a tee SP eg ne, ae MS Toa, Fe cham 8g an By er Ue Gk San Silene eS ee eS ae MORE SO pas igh ks te ak ee eR Oe Na, i aR” aati eX tgeTN geo Noe ah arc ex, cee eelt Le Wan Casas Meta Ge Poi Oe ta Sa A ete es RR MLS barre tee ow enone ie rc oY PRA has tae 
Sere a es 58 GET LG RE iF AES So” ea Tas ay ae ans x ee Cae Pa ee COG EE GREP Hyg Oy IP Sa eg TCR TE GN ODER WEL ae ile giles | ene PRR ay eh ta ee ee ie dae et CST a Sake ba ghey ieee Sia eo day qa Ee ape ae Tet Sa CURE Rae CS, Og cee 


Advertising Age, September 12, 1955 


POP-UP—This insert for Allis-Chal- 
mers Mfg. Co.’s circuit breakers, 
appearing in Electric Light & Pow- 
er and Electrical World, is, the 
company says, the first four-color 
pop-up ad to be used in industrial 
publications. Compton Advertising 
Co., New York, handles the Mil- 
waukee company’s industrial ad- 
vertising. 


tory for the first six months of 
1955: 327,828. 

The September issue of Coronet 
carries more advertising pages 
than any previous September issue 
in the magazine’s history. Adver- 
tising for September was up 123% 
over the same month last year. 

The Milwaukee Sentinel has 
racked up the biggest first six 
months in its history this year. 
Each month showed a gain over 
the month of the previous year in 
advertising linage. 

The September issue of Scien- 
tific American carries more adver- 
tising than any other issue: 128 
pages or a revenue of $152,897. 

A new record of 65 pages of ad- 
vertising will run in the Septem- 
ber issue of Consulting Engineer. 

True Confessions’ advertising 
linage for the third quarter of 1955 
is up 23.9% over the same pe- 
riod of 1954. 

The October issue of U.S. Cam- 
era carries more advertising linage 
than any previous October issue in 
its history. It is also the biggest 
over-all issue U.S. Camera has 
ever produced. 

ABC-TV’s gross time sales to 
Aug. 29 amounted to a record of 
$69,737,939. Of this, 64.3%, or $44,- 
835,995, was in new business. Re- 
newals amounted to $24,901,942. 


New York, Sept. 7—The second 
volume of “Consumer Behavior,” 
to be published next week (Sept. 
15) by the New York University 
Press at $5, offers a chance for 
marketers to view consumer activi- 
ties against the natural life cycle. 

The volume presents eight arti- 
cles relating to the theme, “The 
Life Cycle and Consumer Behav- 
ior,” plus three articles originally 
published elsewhere. Among the 
leading social scientists and mar- 
keting experts who contribute to 


"ithe book are David Reisman, Bur- 


leigh B. Gardner, Samuel G. Bar- 
ton, president of Market Research 
Corp. of America, and Donald D. 
Miller, v.p. of Burke Marketing 
Research. 


® Here are some items culled from 
the experts’ comparisons of living 
and buying: 


e Writing with Howard Rose- 
borough, Mr. Reisman concludes 
that “the American economy is 
poised between the ease with which 
people move from one income grad- 
ient to a higher one...and the 
frictions that family and friend- 
ship create for the markedly mobile 
individual.” 


e In a rundown of how product 
consumption relates to the life cy- 
cle, Mr. Barton noted the follow- 
ing: In cough syrups, families with 
children under six years of age 
purchase almost double the U.S. 
average rate; canned spaghetti and 
ravioli are consumed at their peak 
in the 13- to 20-year bracket; 
shampoos hit their highest purchase 
rate in families with females from 
15 to 24; coffee is consumed about 
15% more in families where wom- 
en are employed, though instant 
coffee holds a lower share among 
employed women than housewives. 


e Mr. Gardner reports that our so- 
ciety is composed about as follows: 
“Three per cent or less for the en- 
tire upper class, around 12% for 
the upper middle class, about 65% 
clustered in the lower-middle and 
upper-lower classes, and about 
20% in the lower-lower class.” 


Mr. Gardner thinks the New 
Yorker is essentially upper-middle 
class. 


.@ Mr. Miller notes that television 
lcommercial recall varies widely 


No wonder builders say 
their top magazine is | 
Better Homes & Gardens! * 


Pte ison! 


‘Consumer Behavior,’ Second Series, 
Contrasts Living and Buying Habits 


by age groups. Housewives under 
35 absorb two-thirds more than 
housewives over 50, he reports, and 
he takes a dim view of the over- 
65 bracket. 

“Undoubtedly it is a large mar- 
ket in terms of people, and its 
buying power may be great in to- 
tal, though less per capita than| 


younger groups,” he writes. But it) 
is also “a market that is harder to 
educate to an awareness of a new 
product...a particular brand... 
[or] to reasons why they should 
buy it.” 
Publication of “Consumer Be- 
havior” is one of the activities of 
Consumer Behavior Inc., a new 
organization whose composition is 
heavily academic but also includes 
leading market researchers. It has 
been holding periodic conferences 
at Ann Arbor, Mich. 

Lincoln H. Clark, professor of 
marketing, New York University, 
edits the volumes. 
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, ABP Offers Award for Best |Howden to Stromberg-Carlson 
ABC Month Trade Paper Ad Norman M. Howden has resigned 
| Associated Business Publications, as publicity director of Charles R. 
‘New York, is offering a $100 award Rumrill & Co., Rochester, N.Y., 
to the person who creates the best agency, to join Stromberg-Carlson, 
ABC Month business paper adver- a division of General Dynamics 
_tisement. The contest is designed Corp., Rochester, as staff assistant 
‘to stimulate greater promotion to the director of public relations. 
\during the ABC Month to be held Mr. Howden was with the Roches- 
‘during October. 'ter Democrat & Chronicle from 
| Anyone who creates an ad for | 1933 to 1952, when he joined Rum- 


| 
| 
| 


eligible to compete. Each entry 
must be sent in duplicate to ABC 
Month Contest, 205 E. 42nd St., 


/an ABC publication in October is | rill. 


ASK YOUR LAWYER 


‘New York. Entries must be ac- 


companied by the name of the cre- ABOUT THIS 


,ator of the ad and the name of the Test CASE AND COMMENT’s stature 
‘publication in which the ad is to|and depth of penetration with your 
‘appear. Deadline is Monday, Sept. | ware, “O Gorae tee = Se one 
et-size collection of professional help, 

COMMENT (tees Wee Aen ten 
‘Foster to Mathews-Roberts |market you 2» can bu F ; Gunrestasd 
Eudine Foster, formerly media | pte yy Creat cain ts 
and research director of Robert) jaw students. vs cosnamienll For sam- 
Stevens Advertising, Albuquerque, | ples, facts—write CASE AND COM- 
has been named production mana- | MENT, Dept. AA58, Rochester 14, N. Y. 
ger of Mathews-Roberts & Co.,| tiv Re eG we ee eon 
Plaza 3-5171. ’ ‘ 


Denver agency. 


cig annals 


KEY TO COVERAGE 


Bi 50% to 100% 
ZA 35% to 50% 


20% to 35% 
C] Under 20% 


the most effective 


Ormsbee or write 
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Chain Outlet: 
(‘] Indicates Number of Independent Drug Outlets in Each County 


one single medium sells this $ 50,000,000 drug and cosmetic market 


MONONA | CRAWFORD 
Cs 


lm) @ 
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GLY OMLIT 
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sr Walgreen's 


57% daily coverage in 103 counties 


The World-Herald gives IMPACT to your 
advertising in Nebraska & Western lowa 


Use this simple 3-way combination for marketing success: (1) A fifty 
million dollar market, strong and (2) aggressive independent druggists 
and (3) single medium promotion with The World-Herald. Druggists 
throughout Nebraska and Western Iowa know the impact that World- 
Herald advertising creates in their communities. They have seen it 
spark consumer reaction for many products. The impressive record of 
this medium’s ability to move goods is just one reason why World-Herald 
advertisers can count on getting druggists tie-in and in-store sales support. 


The World-Herald’s 103 Plan offers you 5 other ways to stimulate retail co-operation: 
1. Mailing to alert key retailers to your campaign 
2. Personal calls on advertising retailers 
3. Campaign presentation to your local sales meetings 
4. Assistance in staging local sales meetings 
5. Split-run advertising for testing appeals 


Regardless of your product classification, this one single medium offers 


way to sell this growing 2 billion dollar market. To 


sell the 114 million people in this 103 county area, sell through the 
one single medium that reaches 3 out of every 5 families in Nebraska 
and Western Iowa—The Omaha World-Herald. Contact O’Mara and 


the national advertising department of The Omaha 


Omaha 
World-Herald 


252,795 daily 267,090 Sunday 
Average Net Paid Circulation for April, 1955 


O'Mara & Ormsbee, National Representatives 
New York + Chicago * Detroit * Los Angeles * San Francisco 


World-Herald for further details. 
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THE 


LANDING 


STRAY 


as seen by 
JOHN BURGOYNE 


Lew HILL, for al- 
most thirty years 
Advertising Di- 
rector of the Co- 
lumbus Dispatch, 
died with shocking 
suddenness this 
summer. Lew 
made some signifi- 
cant contributions 
to advertising in 
general and his 
own paper in par- 
ticular; he was one of the most alert 
and progressive men in a field where 
those qualities are usual. 


But Lew’s real interest was people 
—the people who worked for him 
and with him, the big readership of 
his paper, the space buyers, the peo- 
ple in the organizations that were 
his “outside interests,” and the scores 
ef youngsters whose careers he 
helped to shape. 


Lew could match facts and figures 
with the best of them, he was a mas- 
ter at making a penetrating and ob- 
jective analysis of a factual situation, 
his thinking was always crystal clear 
and to the point. But when it came 
to people (as it usually did, with 
Lew) he thought with his heart. 


And that’s the way, now, the peo- 
ple he left behind like to think of 
Lew—with their hearts. 


Lewis B. Hill 


* 


S.. 2 


it seems the maker of a familiar 
liquid household product decided he 
wanted a push-button, spray-on con- 
tainer. He had a bunch of designers, 
artists and packagers evolve a dream 
package, fashioned of.a new miracle 
plastic. It was a joy to behold and, 
presumably, a delight to use. An 
enormous advertising campaign, in- 
volving all media and huge sums of 
money, was prepared. Then he called 
in his top executives; in the hushed 
stillness of the panelled board room 
they solemnly filled three of the 
wondrous new containers with the 
old familiar juice. They all had a 
good time squirting the stuff around 
and exclaiming raptly about this new 
wedding of Art and Science. Then 
they placed the gleaming new con- 
tainers on the gleaming mahogany 
table, and went to lunch. 


When they returned, they found 
nothing on the table but three pud- 
dles of their famous product. The 
liquid, a little wonder in its way, had 
neatly and completely dissolved the 
beautiful new plastic containers. 


eS . -2 


The obvious moral of this one is 
Look Before You Leap—and there’s 
no better man than Burgoyne to do 
the looking. We don’t guarantee that 
your product won’t eat up its pack- 
age. But once you get it in a suitable 
container and on the shelves, we do 
guarantee to tell you what happens 
to it, in any or all of our 20 test cities. 
Just pick up the phone now and let 
us tell you how we operate. 


Arguments Over, 
FCC Prepares to 
Move on Pay TV 


(Continued from Page 1) 
now make the most use of it. 

CBS said tests of public accept- 
ance would prove only that there 
might be a minority which can af- 
ford to pay. 

“All that it would prove is that 
if someone got the right to charge 
admission to what has hitherto 
been a public ground, enough hun- 
gry people might need a place to 
eat badly enough to make the en- 
'terprise of charging admission an 
extremely profitable one. 

“This would be true even if few- 
er people could use the picnic 
ground and even though the peo- 
ple who were excluded from it 
might be those who needed its fa- 
cilities most,” CBS declared. 


ws Zenith, first of the fee-tv advo- 
cates to get in its licks, insisted fee 
tv would unshackle stations from 
the monopolistic control it said 
networks now exercise over pro- 
grams and revenues. Arguing that 
fee can help build nationwide 
competitive service, Zenith quoted 
FCC financial reports to show that 
networks last year made $36,000,- 
000, while 302 post-freeze tv sta- 
tions lost $14,000,000. 

Zenith’s brief seemed to be 
building the basis for appeal to the 
courts in the event FCC were to 
rule that fee-tv is contrary to the 
public interest. 

Zenith said that the public owns 
the air, which is now used for 
profit by broadcasters, advertisers, 
networks and others, and the pub- 
lic clearly has a right to use the 
air to obtain subscription programs 
otherwise unavailable to it. This 
public right, Zenith said, is at least 
as great as the network’s right to 
sell the use of the same air to ad- 
vertisers. 


a The Zenith reply brief asserted 
that FCC cannot legally deny the 
public an authorization for sub- 
scription tv on the grounds that it 
might cut into the profits of net- 
works and movie theaters. 

On the contrary, it said, author- 
ization of subscription tv would 
be in keeping with the congres- 
sional mandate to encourage the 
larger and more effective use of 
television and stimulate competi- 
tion within the industry. 

The National Assn. of Radio & 
Television Broadcasters also reg- 
istered its opposition to any fur- 
ther testing of subscription tv. 
NARTB took the position that sub- 
scription tv is not “broadcasting” 
within the meaning of the Com- 
munications Act. It contended that 
Congress intended only that “free” 
broadcasting be authorized. 


a Meanwhile, Jerrold Electronics 
Corp., which has been active in 
promoting community antenna 
systems, told FCC that it plans 
tests early next year with sub- 
scription tv via wired community 
systems. 

Jerrold warned the commission 
that the coding devices used by 
Zenith, Skiatron and Telemeter 
can easily be “broken” and that 
any subscription ty system broad- 
cast over the air would lead to 
large-scale bootlegging. Jerrold 
challenged the commission to stage 
a public demonstration so that its 
experts could show how they could 
“break” the subscription ty coding 
devices. 


. Jerrold argued that wired serv- 
‘ice of the type it proposes could 
be provided for about the same 
investment as the broadcast-type 
service advocated by Zenith, Skia- 
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Kahn 


Advertising Age, September 12, 1955 


Arnold 


EXCLUSIVE DEAL—Henry L. Junge, exec. v.p. of Underwood Corp., New 

York, signs an agreement for exclusive dealership of TelePrompTer 

Corp.’s new portable prompting apparatus with Irving Kahn, presi- 

dent of TelePrompTer, New York, as William F. Arnold, marketing 
v.p. of Underwood, looks on. 


involve any interference with free 
tv, or any danger of “bootlegging.” 
The Jerrold tests will be con- 
ducted in four communities al- 
ready equipped with community 
antenna service. Jerrold also said 
it plans tests in larger markets, in- 
cluding a city of 1,000,000. 


TV Films Are 
Better Buy Than 
Newspapers: NBC 


New York, Sept. 8—NBC Film 
division has completed an analysis 
‘in five major markets to show how 
syndicated films stack up against 
newspapers on a cost-per-thousand 
basis. 

The over-all results, based on 
December, 1954, data, indicate that 
it costs from three to nine times 
more to reach a thousand people 
with a page newspaper ad than it 
costs to reach a thousand people 
with one commercial in a 30- 
minute syndicated tv film show. 

Jason Lane, supervisor of re- 
search for NBC Film, based his 
comparisons on the top-circulation 
newspapers in San Francisco, Den- 
ver, Atlanta, Dayton and Provi- 
dence, and the average syndicated 


program in choice time on stations 
with the best Class A syndicated 
lineup in those cities. 


® Mr. Lane cited this example to 
show how the figures were arrived 
at: 

“In San Francisco the paper with 
the largest circulation is the Exam- 
iner,” he said. “It sells 224,128 cop- 
ies, which means that it’s seen 
by about 560,230 people daily. 

“But, according to Starch, only 
33% (or 184,906) of these people 
can be expected to notice the aver- 
age full-page ad in it. Since the 
Examiner charges $1,792 for a full 
page, the cost per thousand ad 
noticers comes to $9.69. 


= “The average Class A time syn- 


dicated program on San Francisco’s | 
KROC-TV reaches 174,452 homes, 
/placed through D. P. Brother & Co. 


and 453,575 people. According to 
Starch, 63.3% (or 287,113) of these 
people can be expected to see the 
average program commercial. 

“The station charges $702 for a 
half-hour of time and a typical 
half-hour program charge in the 
market is $1,000.11, for a total cost 
to the advertiser of $1,702.11. But 
this is for three minutes of com- 
mercial time. 

“The cost of one commercial is 
$567.37, which results in a cost 
per thousand commercial viewers 
of $1.98,” Mr. Lane said. 


TV Film vs. Newspaper Ad Costs 


Source: NBC Film Division 


This table is based on a survey made in December, 1954, by 
NBC Film Division for its account executives. It is supposed to 
match cost per thousand for top-circulation newspapers in five 
markets against costs for commercials on choice-time syndicated 
film shows on stations with the best Class A syndicated line- 


ups. 
Full Page Ad 
Paper Noticers* 
Circulation’ Readers’ vs. 
vs. vs. Commercial Cost/M 
Homes’ Program Viewers® People 
Reached Viewers Number Cost Reached 
San Francisco 
Examiner ............ 224,128 560,320 184,906 $1,792.00 $9.69 
KRON-TV ......... 174,452 453,575 287,113 567.37 1.98 
Denver 
ON 236,366 590,915 195,002 1,388.80 7.12 
IIIT sncehitiececcenes 51,509 123,622 78,253 194.71 2.49 
Atlanta 
Constitution Journal 430,171 1,075,428 354,891 2,408.00 6.79 
WSB-TV  oceccccccee 140,311 364,809 230,924 294.19 1.27 
Dayton 
News Journal Hid. 229,775 574,438 189,565 1,429.12 7.54 
WLW-D eo ceccccceseee 77,170 185,208 117,237 288.99 2.47 
Providence 
Bulletin Journal 192,210 480,525 158,573 1,144.32 7.22 
WIAR-TV ©... 228,158 593,211 375,503 307.47 82 


"Standard Rate & Data Service, Dec. 1, 1954 

"American Research Bureau and Television Magazine, December, 1954. 
*2.5 times circulation, the figure claimed by newspapers. 

“33% of paper's readers, according to Starch estimates. 

*63.3% of program’s viewers, according to Starch. 


Auto Giants Vie 


in Race to Buy 
Bigger TV Shows 


New York, Sept. 9—The big tv 
race is on in the automotive in- 
dustry. 

The giants in the field are strain- 
ing to outdo each other as sponsors 
of the season’s super telecasts. 

Ford Motor Co., one of the orig- 
inal NBC “Spectacular” backers, 
will offer a monthly Saturday 
night “Jubilee” on CBS in addition 
to “Producer’s Showcase.” Judy 
Garland was selected to get the 
Columbia color series off to a 
running start. 

This week Pontiac Motor divi- 
sion of General Motors Corp. sign- 
ed up for two special b&w series 
for the new season. The car maker 
bought six “Project 20” Telemen- 
taries on NBC. These shows will 
be scheduled irregularly in choice 
times, with the first, “Nightmare 
in Red,” to be seen Nov. 13 at 9 
p.-m., EST. MacManus, John & 
Adams is the agency. 


® Pontiac also moved in as backer 
of the elongated “See It Now,” 
which will run an hour or 90 min- 
utes this season at times to be 
announced later. The company 
bought the October and mid-De- 
cember show and optioned four 
others in the Murrow-Friendly 
series. 

Though cars are not to be the 
featured product, General Motors 
now seems set to sponsor virtually 
all the monthly “Wide, Wide 
World” series. An hour of the show 
has been bought, and most of the 
rest has been optioned by GM. 
Guide Lamp division, A. C. Spark 
Plug division and United Motors 
Service division will share the 
commercial time. The business was 


and Campbell-Ewald Co. 

Oldsmobile will be back as spon- 
sor of Max Liebman’s Saturday 
night monthly color spec on NBC. 
And Chrysler returns with “Show- 
er of Stars” on CBS. In addition, 
of course, car manufacturers will 
figure prominently in the regular 
weekly and alternate-week spon- 
sor lineups. 


® Elsewhere on the network tv 
front: ABC put the “sold out” 
sign on the “Mickey Mouse Club,” 
with Lettuce Inc. of California and 
Arizona (John Cohan Advertising) 
and Morton Salt (Needham, Louis 
& Brorby) buying the last avail- 
able segment (see earlier story 
on Page 38). 

American Tobacco Co. beat out 
Hazel Bishop Inc. in the bidding 
for a Sunday night availability on 
NBC. The cigaret company will 
fill the 10:30 p.m., EDT, spot with 
a show titled “Justice.” Helene 
Curtis (Earle Ludgin & Co.) signed 
to replace Speidel as one of Sid 
Caesar’s three sponsors on the 
same network. Whitehall Pharma- 
cal (Biow-Beirn-Toigo) bought al- 
ternate-week sponsorship of the 
“Midwest Hayride” and Lionel 
Corp. (Grey) bought a _ seven 
week pre-Christmas run on the 
Paul Winchell Saturday morning 
show. 

Sale of the week on NBC’s ”’To- 
day,” “Home” and “Tonight” par- 
lay was made to General Foods 
(Benton & Bowles), which bought 
45 participations for Instant Max- 
well House coffee starting Sept. 
12. 

At CBS-TV there was talk of an 
hour series for Longines-Wittnauer 
to follow the “Ford Jubilee.” Pro- 
posed show will be titled “Con- 
quest—Man’s Fight for Progress.” 
The network is checking to see if 
stations will clear 11 p.m. to mid- 
night, EST, Saturdays for once-a- 
month offerings. 
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‘Confidential’ 


Appeals Ban 
hy Post Office 


WASHINGTON, Sept. 9—Confiden- 
tial today appealed to the federal 
district court here for an injunc- 
tion setting aside a Post Office 
Department order keeping its Jan- 
uary issue out of the mail. 

The magazine told the court it 
had just learned that Postmaster 
General Arthur Summerfield has 
notified the postmaster at Mount 
Morris, Ill., that he considers the 
publication unmailable. 


ws Confidential told the court (1) 
it has no word from the Post Office 
Department, (2) it has no informa- 
tion as to the basis of the action, 
and (3) that no hearings have been 
held. The Post Office Department 
will have five days in which to 
oppose the issuance of the order. 

Confidential said that if it is un- 
able to use the mails it will be 
forced “forthwith to discontinue 
publication” and “suffer financial 
ruin.” 

The order applies to 4,000,000 
copies of the January issue. Under 
the postal laws only individual 
issues can be covered by a postal 
order. 


Nathanson Booms 
as Toni Leaves 
Leo Burnett Co. 


(Continued from Page 1) 
to launch one, leaving only three 
to employ an advertising budget 
estimated at more than $15,000,000 


in measured media alone. For sev- 
eral years there had been four 
agencies on the account. 

2. With the Prom and Toni per-| 
manent lines now in the same 
shop, it would seem that a Toni 
marketing tradition has _ been) 
breached: That of having fierce 
intra-company competition through | 


Last Minute News Flashes 


CBS Cracks Down on Airline Plugs 


New York, Sept. 9—CBS Television has cracked down on the free 
over-long plug for airlines. The network’s policy in the future, ac- 


cording to Hubbell Robinson, v.p., will be to allow programs to give 


a brief aural credit—“Our guests were flown here tonight by ..... 5 


There will be no more pictures of airplanes and no more long spots for | 


them on some other sponsor’s time. CBS stopped the free ride for 
airlines, it said, because “it had gotten completely out of hand.” (AA’s 
Eye & Ear Man called attention to the practice in a column Aug. 15.) 


Scarborough Is New ‘Everywoman’s’ Publisher 


New York, Sept. 9—The board of directors of Everywoman’s Maga- 
zine has accepted the resignation of Robert L. Haag as president and 
publisher and has named John B. Scarborough to succeed him. Mr. 
Scarborough was formerly publisher of American Family and Ameri- 
can Magazine. 


General Mills Names Humphrey Canadian A. M. 

TorONTO, Sept. 9—Thomas B. Humphrey has been named advertising 
manager of General Mills’ Canadian operation. He succeeds Robert S. 
Spaeth, who has resigned. Mr. Humphrey joined General Mills in 1941 
as a trainee. His last post was assistant advertising manager of mixes 
with the parent operation. 


Greenthal Sues Ringling Bros. for $82,774 


New York, Sept. 9—Monroe Greenthal Co. has filed suit for $82,774 
against Ringling Bros. and Barnum & Bailey for advances and commis- 
sions which it alleges are “long past due.” The suit was filed in New 
York supreme court. Greenthal acquired the circus account at the start 
of this year. 


s ‘ 

Montgomery Ward First Six Months Sales Top ‘54 

Cuicaco, Sept. 9—Montgomery Ward & Co.’s sales in the six months 
to July 31 totaled $423,092,027, an increase of $21,973,909 over sales for 
the equivalent period of 1954. According to the company, nonrecurring 
expenses of last spring’s proxy fight and a change in the method of 
computing income tax cut earnings for the six-month period below 
those of last year. Net income was reported at $11,771,690, or $1.70 a 
share, as compared with $12,401,602, or $1.80 a share last year. 


‘Chicago Trib’ Linage Hits New High 


Cuicaco, Sept. 9—The Chicago Sunday Tribune which will appear 
Sept. 11 will carry an alltime high linage of more than 500,000 lines. 
The paper’s previous high, set Dec. 6, 1953, was below the half million 
mark. 


Dow Jones Elects McCormack; Other Late News 


e Buren H. McCormack, member of the news staff of the Wall Street 
Journal since 1931, has been elected treasurer of Dow Jones & Co., pub- 
lisher of the Journal and Barron’s. He succeeds William F. Kerby, v.p., 
who will take over new managerial duties. 


e Argosy, New York, will boost its advertising rates by about 8% 
with the March, 1956, issue. B&w pages will cost $4,060. The magazine 


blamed “continually increasing paper, printing and shipping costs” | 


for the increase. ~ 


e Lincoln division of Ford Motor Co. has announced a 25% increase 
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PUBLIC HUG-PLUG—Fairmont, Minn., 
gave its Miss America candidate, 
Marlyse Lee Reed, a public hug 
and itself a plug in this ad in the 
Atlantic City Press. Six local com- 
panies, Fairmont Railway Motors, 
lst National Bank, Fairmont Can- 


ning, Nelson Ice Cream, Fairmont 


‘Sentinel and Station KSUM, picked 
up the tab. 


Libby Board Wins 
Reelection by 


Large Majority 


PORTLAND, Me., Sept. 8—A bitter 
two-month proxy battle for con- 
trol of Libby, McNeill & Libby ap- 
parently was climaxed here yes- 
terday when the entire incumbent 
board of directors was returned to 
\office by an overwhelming major- 
ity of votes. 

The Libby management, headed 
by William B. Traynor, board 
chairman, who also is president of 
the Chicago Board of Education, 
received 2,134,161 votes, or nearly 
59% of the 3,627,985 shares of out- 
standing shares of company stock. 
The annual meeting lasted only 
‘one hour and 10 minutes. 

The vote might have been closer 
except that proxies obtained by an 
independent stockholders commit- 


the development of conflicting | over its 54 budget, making the campaign for the ’56 Lincoln the big- tee were banned from the voting 
product lines assigned to separate gest in the car’s 33-year history. The drive, opening this week, will | by an injunction obtained in U.S. 


competitive agencies. 


WEISS & GELLER 
ADDS 4 ACCOUNTS 

Cuicaco, Sept. 9—Weiss & Gel-| 
ler, which last week lost its larg- 
est account, Toni division of Gil- 
lette Co. (AA, Sept. 5), this week 
added four new accounts. 

They are Jose Escalante & Co.,| 
Chicago (Corina cigars); John B.| 
Canepa Co., Chicago (Red Cross | 
macaroni products), and two sub-| 
sidiaries of Precision Radiation In-| 
struments Inc., Los Angeles—Ter- 
minal Radio International Ltd., 
New York, the export subsidiary, 
and Radio Craftsmen Inc., | 
cago, newly-acquired subsidiary 
which makes high-fidelity compo- 
nents and equipment. 

Weiss & Geller was appointed to) 
the main Precision Radiation ac- 
count two weeks ago. Previous| 
agencies on the four new accounts | 


are Guenther Bradford & Co., Chi-|j 


cago (Corina); J. Edward Long | 
Co., Chicago (Red Cross); Mc- 
Carty Co., New York (Terminal 
Radio), and Cliff Johnson & Asso- 


ciates, Chicago (Radio Crafts- 
men). 
Richard Amberg Named 


Publisher of ‘Globe-Democrat' 

Richard H. Amberg, formerly 
publisher of the Post-Standard, 
Syracuse, N. Y., has been named 
publisher of the St. Louis Globe- 
Democrat. Mr. Amberg succeeds 
E. Lansing Ray, who died Aug. 30 
(AA, Sept. 5). Replacing Mr. Am- 
berg in Syracuse is Stephen Rog- | 
ers, formerly editor of the Long) 
Island Star Journal. 


York, handles the Lincoln division. 


e W. R. Farrell, director of advertising for the Monsanto Chemical 
Co., St. Louis, has been named chairman of the international confer- 
ence committee of the National Industrial Advertisers Assn. 


of the current chairman of the 

Charles Hook Leaves board and chief executive of 

H s Armco Steel Corp. He graduated 

Post Office, Joins from Phillips Academy and Yale. 
Kudner as Exec. V.P. 


WASHINGTON, Sept. 8—Charles J udgment on Tire 


'R. Hook Jr., who has been No. 2 
'man in the Post Office Department 
‘since the Eisenhower administra- 


Discounts Wounds 
Robinson-Patman Act 


Chi- tion took office, has resigned to 


accept the position of exec. v.p. of; Wasnincron, Sept. 8—The Fed- 
Kudner Agency.|eral Trade Commission’s effort to 
He will also|curb discounts which are earned 
be a member of |by big tire distributors suffered a 
the agency’s ex- | setback today when Federal Judge 
ecutive commit-| Alexander Holthoff ruled in favor 
tee. of 20 manufacturers and dealers 
At the time of| who contend the FTC order limit- 
his appointment | ing the amount of discount is il- 
as Deputy Post- legal. 
master General 4 Under pressure from small deal- 
1953 he was v.p.|ers the commission had issued an 
in charge of per- order in 1952 that the maximum 
sonnel of the unit in computing discounts in the 
Chesapeake & | tire industry is to be 20,000 Ibs. 
Ohio Railroad. As Deputy Post- | While the commission acknowl- 
master General he has been, in | edged that some big distributors 
effect, the general manager in | may be entitled to larger discounts 
charge of all Post Office opera- because of the savings which re- 
tions. sult from shipments in excess of a 
carload, the commission said larg- 
er discounts would give big dis- 
dent, said Mr. Hook will join the tributors an excessive advantage 
agency shortly after Oct. 1, and over smaller dealers. 
will have major responsibilities Discount ceilings were author- 
in the New York office. ized by the Robinson-Patman Act, 
Mr. Hook was born in Middle- but this is the first time FTC has 


# J. H. S. Ellis, Kudner presi- 


‘town, O., Sept. 22, 1914, the son! attempted to enact such a ceiling. 


use magazines, newspapers, radio and tv. Kenyon & Eckhardt, New district court, New York, by the 


‘Securities and Exchange Commis- 
‘sion (AA, Aug. 22). Judge J. Ed- 
ward Lumbard, who issued the in- 
|junction, ruled that the committee 
was guilty of false and misleading 
statements in its proxy material, 
and forbade the committee to vote 
i proxies. 
be Shortly after the results of the 
voting were announced, Charles S. 
Bridges, Libby president, said: “We 
do not vision any more legal ma- 
‘neuvering. The independent group 
‘went up to a Supreme Court justice 
and their position was denied.” 
Mr. Bridges apparently was re- 
ferring to several legal maneuvers 
tried by the rebel committee earli- 
er this week in which it unsuc- 
'cessfully tried to have the date of 
the annual meeting postponed. The 
committee contacted Justice John 
.M. Harlan of U.S. Supreme Court 
and asked him for an injunction to 
delay the meeting. Judge Harlan 
/denied the request. Appeals by the 
‘committee to two other judges to 
‘postpone the meeting also were 
‘denied. 


® The battle may not be over, 
however, as there were strong 
hints from the committee that it 
intended to continue the fight in 
the courts. Wilbur E. Dow Jr., one 
of the committee leaders, said the 
committee would fight the results 
of yesterday’s election in the 
courts. Leo Brady, attorney for the 
committee, said the independent 
stockholders committee plans fu- 
ture legal action but it has not 
been determined which of the 
|legal recourses will be pursued. 
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Wary of Weekday 


‘Monitor’ Plan 


(Continued from Page 1) 
minute segmentation plan. This of- 
fers an advertiser his choice of five 
minutes of nighttime strip shows 


‘jsuch as Bing Crosby, Tennessee 


Ernie, Jack Carson or five minutes 
of the one-hour Edgar Bergen 
broadcast for $2,100. CBS hopes 
this will entice sponsors to use sev- 
eral of these stars to sell their 
products. Some weekend daytime 
shows also can be bought on this 
basis at the same time and talent 
price. 

Though there has been sniping 
from some stations and representa- 
tives, who warn that “Monitor” 
will ruin the national spot busi- 
ness (AA, Sept. 5), most stations 
seem inclined to go along with 
NBC’s efforts to get radio rolling 
in the right direction. 


a Many of them report that the 
jived up weekend programming 
has proved a great attraction for 
advertisers on a local basis. The 
network put together quite an im- 
pressive ad this week, quoting 
some of the station reaction, in- 
cluding such big operators as 
WLW, Cincinnati; KSTP, Minne- 
apolis, and KSD, St. Louis. 


Ford Will Conduct 
All-Media Drive 
for ‘56 Cars, Trucks 


(Continued from Page 1) 
(Ford Dealers Advertising Fund) 
pools. 

The magazine schedule calls for 
full pages and spreads in 40 mag- 
azines, 28 state farm papers, seven 
specialized farm papers, seven 
commercial truck trade papers, 36 
|state trucking papers and 43 other 
trade publications. Eight inser- 
tions, the most for any one pub- 
lication, will run in The Saturday 
Evening Post. Six of these inser- 
tions are spreads. 


® Daily and weekly newspapers 
all over the U. S. will be used, but 
all of the advertising will be either 
co-op or FDAF. The newspaper 
drive will start Sept. 18. In Octo- 
ber and November, spreads, full- 
page and one-third page ads will 
run in The American Weekly, Met- 
ro Group, Puck—The Comic 
Weekly, This Week Magazine and 
independent Sunday supplements. 

Ford also has prepared a special 
film which will be shown in many 
outdoor theaters throughout the 
U. S. the last week of this month. 
In addition, an extensive outdoor 
poster campaign is planned. 

The campaign will be handled 
by J. Walter Thompson Co. 


Lloyd Willoughby Rejoins 
Patterson as Sales V. P. 

Lloyd Willoughby will rejoin 
Patterson Publishing Co., Chicago, 
Sept. 15 as v.p. in charge of sales 
after an absence of 33 years. Pat- 
terson publishes American Motel 
and American Restaurant. 

Mr. Willoughby, who joined the 
company in 1919, the year Amer- 
ican Restaurant was launched, 
served until 1922 as the magazine’s 
first advertising manager. From 
1922 until 1928, he was with Engi- 
neering and then served for three 
years with W.R.C. Smith Co., At- 
lanta. In 1931 Mr. Willoughby 
joined Conover-Mast Corp. and in 
1949 resigned to assume the pres- 
idency of Sillis & Lane, Redwood 
|City, Cal., wholesale paper compa- 
ny. From 1951 until now he has 
been western advertising manager 
of Industrial Publishing Co. 


Se nee 
‘hy wale 


<i 


=” dak ee ns a RS ra =< eae Fiar cate 1 ee eas Bic + paren * { ? 
a Se) ae ea iy sr ae Bee ear Pale OEUbe eee “ 
ae &. -s Ms 2 - i 
‘ pe eee ee ¥ * oe Snetaee es e , BE a rsh Samy Pay 7 Se ae oak Ge Pare ares Bren i ee ate ier: ie e. oxy : ae’ Pita pet iS? eC 
an : eer ; , 4 gore : é ee ots : Shs - Sots ? ot ? 
i ea . ee m pe Stee @ , , eax 80 peat 
os ast 
3 aay 
; _ 4 
ee 
> 
i 7. ‘J 
] la eS = 
ae: 
. ~ chaser ae yer . = 4 
‘ ° omen! Avrernzity © es: fe . cs ws ad ‘ eet 
ee — a te : : . ‘ - ys 
§ r i. : = 
% * bs is « x ’ 
gic . ee 4 
Ae > aie es 
es ee +e : 
¥ . - ne j 
; , - 
oo 
i on - 
Bp: , 
m, wr. a 
REST ae . baci 
et et : om ih 
See SS ae a 
 scoees eeelh aneliaann ioe 
=o ae a =a ; ; 
; So Se <i ee 
| = emt ee oe 
ee | 
5 = a a Tes t babel ' E 
7 “ ae i ed 
gtr “= ae pre te Ao SE | 
sy io wee - 
ee ed ge torenn.hetiar § ate Se : 
2 Be ofan ——— : 
."* Be on MER Yee x: Seber 
{ ‘ + br he hh Merce SSS : 
~ ‘ “é SRV ess ee Pe ted | 
ee - 
icasblbnshetlnahliclamnentsnanipsini . | “a 
Dl my 
| ey 
« , i 
z 
A ; 
wa 
ee ES 
ee ee : 
| Ee 
| 4 
' 
a 
| ie 
sa] 
| : 
r 
| ; 
Po J 
De 
ao 
} 
x 
| a 
| = 
a 
Pi 
aa iF 
Fi ge 
_ 
4 
2 
ra 
“i 
k 
a 
2 
a 
= 
Bas 
Fea 
ae 
ae 
He 
a ‘ rN 
The 
5 
nea 
to 
ab 
rd 
a 
a 
2 
= 
egos: 
eo 
be 
sane 
ue 
‘ oF 
~ as 
cS 
- i 
a 
ea 
' 
ie 
a ‘ ast & 
eet cise > ere. ela ST he yy ag p hn age tz ae ee ee a Caps Oa rete, Cee een ea Se fer aif ae ae a ‘ See ) Seeman ve oe Soda oh, et et ew we See hs Ae gaan St eee ee Pets Sy eee re Se © Be, ee he 
RCM ER Seer see ct Ar i ay Mm paca A 7S Oe ea cas fen rea ee oe eee f eT ee, PRR ey ihacl S55, SRT Ss lec Rie tee Re aM Nout S, oe Dea TE eee ERO Pee, abe) hs eae ee aire Sh mets Rott ae Racee kp ae 
SF PEE Re Wa ere ee oe PES Rete ieee Fea SAE a I ee gt: ote han Se, 2 ak eae’ Eien a ae oh Se ge, jks ey en ee Rete Sra Pag ns erg Vee pale Manga eee rg BNO a PERF OME ee oh eR Pkg 
og i pe eee ee | Foe ae le es GS jE e3 = ee Me se Rae ee Bs ie Sagas cone Na aaah ita Saree par Fae a dt a oh RN Lote 2S eT tere bie 4S Dy Ried FL Nees ihe PaaS eg Pa Ee a wane OES, Cee tach ha Seacgasad Pity, yom el eh Mc 
Sa am ee cs eg Bo Tae PP Sem hg raya Meg, FIVE Oe vat RRA Ai Naas OS pai oS Le OGG CER M GS a ck LP Te mde eae 0, ht hen eer POR OR, nee AS Einar Ge A ads UMN rsh Cra Wee ad Se. Se: aman ae, Sit intend CN eR Sk Ser rene ons Sa ea 
PRG Ee BS es We Age Se of eee SG ei Pay eee ed Ri eee of a ah Get PE ES yer ea Bek od OR Nn 9 ha end eek ee iy «ae ar eel aid Beep cg So gen OMEN egestas eg tue oe) ee Er eas te ay ee eR ee eM oe Ft ey NTs 


THe ADVERTISING MARKET PLACE | 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline Wednesday noon 5 days 
preceding publication date. Display classified takes card rate of $15.50 per 


column inch. Regular card discounts, 


size and frequency, apply on display. 


HELP WANTED 


IN CALIFORNIA 
Old, established, small but active agency 
seeks all ‘round man with small agency 
experience. Must be qualified to contact 
present and prospective clients, write 
copy and prepare rough layouts, with 
knowledge of production. Age is no bar- 
rier. Here is an opportunity for a per- 
manent and desirable connection, where 
salary will depend upon ability to pro- 
duce new business in an almost non-com- 
petitive field, and where you can acquire 
a substantial interest, if desired, as owner 
expects to retire soon. Here you can be- 
come part of a live, growing home com- 
munity of some 60,000 population. Please 
give complete resume for early considera- 
tion. 
Box 7764, ADVERTISING AGE 

200 E. llinois St. Chicago 11, Il. 


FEMALE PRODUCTION ASSISTANT 
wanted by Chicago trade paper publisher. 
Write experience and details to: 

Box 7766, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


ALL IS GRIST 
(indus which comes to our mill. 
Lila Molene 105 W. Adams St. 
ANdover 3-4424 Chicago 3, Il. 


ADVERTISING MANAGER 
Unusual opportunity for young man sea- 
soned in all phases of retail store adver- 
tising, sales promotion and production. 
Shoe experience helpful. Stores from 
coast to coast with headquarters in Chi- 
cago. All company benefits. Give details 
of experience, age, education, salary ex- 
pected. Confidential. 

Box 7760, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Il. 


ADVERTISING AND PUBLISHING 
Openings for Space Salesmen, Editors, 
Production and Circulation help. 
.GEORGE WILLIAMS - PLACEMENTS.. 
209 S. State St. Ha. 7-1991 Chicago 
FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash FR 2-0115 Chicago 


HELP WANTED 


INDUSTRIAL COPYWRITER 

| Wanted by medium-sized, progressive 
| agency in St. Louis. Good potentials for 
development. State experience, salary ex- 
pected, and submit samples which will be 
|returned promptly. 

Box 7758, ADVERTISING AGE 

| 200 E. Illinois St. Chicago 11, Il. 


| EXPERIENCED ARTIST 

|for responsible position handling finished 
jart on Folders, Direct Mail Pieces and 
|High Quality House Organs. Only top 
‘notch Artist capable of handling com- 
|plete job need apply. Wonderful oppor- 
tunity in 6 man Art Studio of well es- 
tablished printing and lithographing firm 
located in modern Michigan community. 
Excellent schools and living conditions, 
close to woods and lakes. Tell us in con- 
| fidence full details of experience, educa- 
tion and salary requirement. 

Box 7756, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Til. 


BARNARD’S - NATIONWIDE 
OFFICE AND PROFESSIONAL 
Investigate our free-lance service. 
WA 2-2306 202 S. State St. Chicago 


WE NEED A COMBINATION 
ILLUSTRATOR-LAYOUT ARTIST 
Must be able to do modern layout and 
finished illustration with emphasis on 
good figure work. Should have flair for 
Industrial Advertising. Permanent posi- 
tion in 3-man Art Department. Excellent 
working conditions. Opportunity to grow 
with progressive, well established agency. 
Send samples (will be returned) and sal- 
ary requirements -also when available. 
Paul Locke Advertising, 

216 West 4th St. 
Tulsa, Oklahoma 


POSITIONS WANTED 


Advertising Age, September 12, 1955 


POSITIONS WANTED 


. ADVERTISING MAN 

6 solid years agency and manufac.uring 
exp. in creative and managerial positions. 
Presently employed as assist. ad mer. 
with large co. that distributes consumer 
and industrial products nationally, through 
Hdwre, automotive, tobacco, electrical, 
etc. jobbers. Also chain and dept. stores. 
Good background in direct mail, pkging, 
campaign adv. with sales programs and 
merchandising. Seeking executive position 
as either ad mgr. or account man. Copy, 
layout, production abilities. 28 yrs. Ma- 
ture, college. Present salary $8000. Prefer 
New York, but open to offer. 

Box 7755, ADVERTISING AGE 

480 Lexington Ave. New York 17, N. Y. 


Experienced top-flight lay-out man and 
illustrator wants agency job after 14 years 
of own studio. Highly creative. Would 
like young, aggressive agency with future 
where his knowledge will help. Income 
not as important as opportunity to create. 
Box 7770, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


INDUSTRIAL ADV. & SALES PROMO- 

TION MGR. wants job with Mfgr. Strong 

on hard goods copy for space, direct 

mail, publicity, dealer promotion, cata- 

logs. 6 yrs. as ad mgr. 10 yrs. experience. 
Box 7763, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Il. 


ADVERTISING MANAGER 

I am a wide awake young female who 
can create, compromise, execute, sell. 
Versatile executive background in cata- 
logs, retail, direct mail. 9 years proven 
skills as writer, editor, layout-art-copy 
supervisor. Self-starter, ready to start. 

Box 7765, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


ADV.-SALES PROM. MANAGER 

of multi-million industrial firm desires 

relocate New York or New England. Age 

31. This experience yours for only $13,000. 
Box 7761, ADVERTISING AGE 

480 Lexington Ave. New York 17, N. Y. 


Available Oct. ist 


WRITER WANTED 
Good opportunity for bright experienced 
guy. Medium size Chicago agency that’s 
going places fast. Send resume and salary 
required. 
Box 7749, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


ACCOUNT EXECUTIVE 
$15,000 


For large, midwestern ad agency. Must be 
seasoned copywriter and have solid all-around 
agency background. Experience in air lines, 
petroleum and paints helpful. Age 35-48 O 
portunity to acquire position of ownership 
and official title. Contact in confidence. 
GEORGE E. PYLKAS 
Executive Advertising Consultant 
WABASH EMPLOYMENT AGENCY 
202 S. State St. Chicago 4 WAbash 2-5020 


Advertising Manager 


Must be experienced writing ethical 
pharmaceutical copy. Excellent op- 
portunity with old-established phar- 
maceutical house, now expanding. 
Send full details to Personnel Mgr. 


G. W. Carnick Co. 
20 Mt. Pleasant Ave., Newark, N. J. 


EDITOR—WRITER—Catholic periodical 
publisher seeking versatile writer—man or 
woman—who can edit. Varied assignments 
to meet needs of different age levels in 
children’s field. Teaching experience de- 
sirable. Midwest city. Salary open. In re- 
plying write brief sketch giving personal 
history, educational background, writing 
experience, interests, etc., Box 497, AD- 
VERTISING AGE, 480 Ave., 
New York 17, N. Y. 


“Our 44th Year” 


WE HAVE TOO MANY 


desirable adv. openings all over U.S.A. to 
stress one particular position. If you have 
good experience with agency or company, 
we would sincerely like to receive your 
résumé, Confidential? Surely. 


GLADER CORPORATION 
"The Agency’s Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


THIS TOP LEVEL 
CREATIVE MAN 
COMES HIGHLY 
RECOMMENDED 


Currently director of mefchandising 
services for multi-million dollar 
midwest agency with prominent na- 
tional accounts. Highly successful 
top level client contact executive. 


Experience: 5 years strong food 
background as agency executive and 
account supervisor on several large 
grocery product accounts includ 
soup, beer, bread, margarine an 
breakfast cereals. 5 years diversified 
experience on the client side as ad- 
vertising manager. 

Now in early 30’s, married and has 
some post-graduate work in adver- 
tising in addition to BS degree. Sal- 
ary bracket $10-15,000. Will relocate. 

For further details write or call 

Harry Feuer 

Director of Merchandising 
Bozel and Jacobs, Inc. 
510 Electric Building 
Omaha, Nebr. 

Jackson 8030 


EXPERIENCED SPACE SALESMAN 
Top producer with solid advertising and 
merchandising background wants out- 
standing opportunity selling magazine 
space. Present location Chicago. 

Box 7768, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, IL 


Ass’t. te advg. mgr. Agency exp. Contact. 
Coordination, production, budgets. Exe- 
cute level incl. heavy respon. Married, 27, 
college, vet. Resume upon uest. 

Box 7757, ADVERTISING AGE 
480 Lexington Ave. New York 17, N. Y. 


ADVERTISING & PROMOTION MANA- 
GER FOR KANSAS CITY, MO., FIRM 
desires an association with advertising 
agency. Familiar with all media. Main 
assets: creative ability, energy and mer- 
chandising background. Will relocate. 
Married, 40, and top references. 
Box 7769, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Il. 


TO COIN A PHRASE 
A rare blend of costly ingredients! 

A mixture of TV production and writing; 
Solid administration background; 
Graphic Arts-successful sales record 
IQ of 149—high creative ability score. 
Age 31 Male 
Box 17771, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


BUSINESS OPPORTUNITIES 
WANTED - Freelance Artists to set up 
rent-free in growing commercial art stu- 
dio. We have business to start you going. 
Call Mr. Grimshaw, Chicago SE 8-6290. 


Fine, Fast, Fairly Priced Photography 


pic 


DEARBORN 2-1062 
167 N. LASALLE, CHICAGO 2, ILLINOIS 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 
TOP BUY IN 


TV WRITING TALENT 


Eighteen years highly successful ex- 
perience writing in all media on 
wide variety of standout consumer 
accounts. Heavy emphasis on TV 
copy. 

If you’re looking for a senior TV 
writer, TV copy supervisor, senior 
copy writer or copy supervisor — 
write — 


Box 508, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 


SALES REPRESENTATION WANTED 
Established National Food Manufacturer 
desires to appoint organizations or indi- 
viduals accustomed to negotiating success- 
fully with top executives, to sell 

Outstanding Holiday Gift Line 

to commercial and industrial accounts for 
their Christmas gift needs. This line not 
sold thru grocery outlets. Desirable com- 
mission basis. 

For available territories and complete in- 
formation, write full details in first let- 
ter to: Louis Milani Foods, Inc., Gift Sales 
Division, 12312 West Olympic Blvd., Los 
Angeles 64, California. 


REPRESENTATIVES AVAILABLE 


WEST COAST 

PUBLISHERS REPRESENTATIVE 
11 WESTERN STATES -ONE MAN OR- 
GANIZATION WITH MANY ACTIVE 
ADVERTISING CONTACTS. SPECIALIZ- 
ING IN INDUSTRIAL ACCOUNTS. OPEN 
FOR ONE ADDITIONAL MAGAZINE. 
WILL ARRANGE CHICAGO OR NEW 
YORK INTERVIEW. 

Box 7759, ADVERTISING AGE 
480 Lexington Ave. New York 17, N. Y. 


MISCELLANEOUS 


FOR SALE: This 2066 Multilith printing 
press is slightly used but still in excellent 
condition, just waiting to save you mon- 
ey. Write and make us an offer. 

Central States Health and Accident Assn. 
410 W.O.W. Building Omaha 2, Nebraska 


Ad exec must dispose of acreage near 
Villa Park, Ill. Will divide. Near trans- 
portation, schools. Box 7762, ADVERTIS- 
ING AGE, 200 E. Illinois St., Chicago 11, 


Top quality technical illustrator and re- 
toucher desires free lance artwork assign- 
ments, catalogs, manuals, perspectives in 
color, black & white and line. 

A. C. Ullrich Rte 3 Box 459 
McHenry, Ill. Ph. ME 9-6348 


TIRED OF THE CITY? 


Production-Layout, age 30-35, pos- 
sessing pees judgment, ability to 
work with minimum direction. Some 
copy desirable. Small 50 year old 
nationally recognized agency prom- 
ises excellent, lifetime future for 
successful applicant. Beautiful Col- 
lege city location on 120 mile long 
lake in COOL vacation county: 
Championship golf and tennis facil- 
ities 10 minutes from office. One 
hour from major ski areas. Living 
expense 20% less than city. No noise, 
dirt, commuting. State salary desired 
with your résumé. References will 
be thoroughly investigated. 


HAYS ADVERTISING AGENCY 
. BURLINGTON 3, VERMONT 


AN IMPORTANT OPENING FOR 
A TOP-FLIGHT COPYWRITER! 


A real opportunity for the right man 
with this medium-sized agency han- 
dling national accounts which are 
leaders in their field. Seasoned ex- 
panes essential—not a job for a 

ginner or someone “out of a job.” 
Age 30 to 40 preferred. Salary will 
be commensurate with proved abili- 
ty. Location in pleasant, middle 
western city. Send résumé and per- 
sonal background, including recent 
photo, references, and salary re- 
saree. Write in confidence to 

x 505, ADVERTISING AGE, 200 
E. Illinois St., Chicago 11, Ill. 


ADVERTISING EXECUTIVE 


— A top Agency Executive who would prefer a major 


who is ready to step into 
spots in industry. 


ton Ave., New York 17, N. 


advertising position in industry. 


or 


The right man for this unusual opportunity 


— An Advertising Director who is currently with a man- 
ufacturing company with sales in excess of $100,000,000 


one of the top advertising 


must possess an outstanding record of 


advertising achievement. 


Preferred age—40 to 55 years. Location— 
New York City. Starting compensation in 
excess of $40,000 plus added incentives. 


Replies may be brief, should include present position, 
age and home telephone, and will be treated in strict 
confidence. Box 507, ADVERTISING AGE, 480 Lexing- 


a. 


480 Lexington Ave. 


WE DON’T WANT A MAN AT THE TOP 
WE WANT A MAN WHO WANTS TO GET THERE 


We're hard hitting and growing. We want a merchandiser 
with plenty of ideas and the courage to try them as Head of 
our Animal Health Merchandising and Sales Program. 


If you’ve had food, drug or animal health merchandising 
and supervisory experience, and you’re ready for a profit- 
able challenge, write us as much information about your- 
self as possible so that, if you’re our man, we will know it! 


Box 506 ADVERTISING AGE 


New York 17, N. Y. 


and address. 


Box 504 
200 E. Illinois St. 


FREE LANCE MAIL ORDER COPYWRITERS WANTED! 


One of Chicago’s leading mail order houses wants 
to interview free lance copywriters for various 
flyers, supplements and catalogs to be published 
during the year. Need copywriters in following 
fields: heavy appliances; photographic equip- 
ment; furniture; men’s, women’s and children’s 
wearing apparel; housewares; watches. 


Top salary. State experience and give phone 


ADVERTISING AGE 


Chicago 11, Ill. 


COPYWRITER 


Los Angeles office of national 
4-A agency has immediate 
opening. Airline or travel ex- 
perience desirable. Predomi- 
nantly space copy. Please in- 
clude detailed experience and 
salary requirements in reply. 
Box 500 
ADVERTISING AGE 
480 Lexington Ave. 
New York 17, N. Y. 


PROFITABLE 
SUBURBAN 
SHOPPING PAPER 
FOR SALE 
CHICAGO AREA 


Fabulous expansion potential 


Purchase can be made on time to 
qualified buyer. Phone Miss Bass 
(intermediary) AMbassador 2-4047 


(Naturally, all replies 
in confidence.) 


ADVERTISING 
POSITIONS 


ADVERTISING DIRECTOR ......to $25,000 
Advertising ency background appli- 
ance field a MUST. Previous mfg. ex- 

rience helpful. Midwest location. Age 


5-45. Interview in Chicago in 
tember. . > 


Asst. Ad. Mgr.—Farm Equip. ... Ph set: 
eweasgeese . -$6-10,000 
+ +++$7,000 


Account Executives 
ws et Sete apeonsseteons ' 
anager (insurance) .......$8-9, 
Public Relations Asst. , same spe be 000 
Aircraft knowledge important 
Many beginner positions also 


ARTHUR R. SNYDER 


Cadillac Employment A 
220 $. State Street, valeage, A ance 
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RELAYS—Alice Olson appears astonished at an automation exhibit at 

the Production Engineering show, Chicago, where many exhibits 

foreshadow a future time when everything but photographic models 
may be run by machine. 


Huge Industrial Exhibit Shows How 


Machine Tools Get 


(Continued from Page 2) 
only one operator. 


e Machines have been devel- 
oped that find and correct their 
own and other machines’ mistakes. 
Machines are larger, heavier, more 
expensive and capable of doing 
more work, faster. 


e There has been a tremendous 
improvement in electrical equip- 
ment, motors and controls that run 
the machine tool devices. 


a Mr. Berna and Mr. Rutz told AA 
that although machine tool ma- 
chines will last a lifetime, many 
become obsolete a few years after 
they are marketed because of the 
rapid improvement in new ma- 
chines. The market for the new 
and improved machines, they said, 
is with manufacturers who are 
tooling up for new products, and 


Bigger, Brainier 


manufacturers who discover that 
the new machines will pay for 
themselves in a year because of 
the increase in speed and effi- 
ciency. 

Although the newer machines 
require fewer men to operate 
them, the persons that do run the 
machines are higher paid and are 
better educated, the men agreed. 

The NMTBA alloted $75,000 as 
an advertising budget to promote 
the show. The drive started in 
Mareh, and the schedule called for 
ads in Wall Street Journal and 
Journal of Commerce, 30 trade and 
business publications in the U. S., 
and 12 trade publications in Eu- 
rope and South America. Fuller & 
Smith & Ross, Cleveland, the agen- 
cy, conducted the campaign. 

The show also was promoted by 
members of the association who 
mentioned the show in their ads. 
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The great majority of all adver- 
tising in the machine tool indus- 
try is done in trade publications. | 
Some of those promoting show ex- 
hibits were American Machin- 
ist, Machine & Tool Blue Book, Iron 
Age, Machinery, Production En- 
gineer, Production Engineering, 
Steel and Tool Engineer. 


a Mr. Berna told AA that the 
quality of advertising in the in- 
dustry has improved much over 
the last 10 years. He and Mr. Rutz | 
credited the improvements to the) 
publishers of the trade publica- 
tions, who demanded better ads, 
and to the fact that many more of | 
the ads in the last decade were! 
prepared by advertising agencies. 
Mr. Rutz estimated that more than 
50% of the companies in the in- 
dustry now have agencies. 

The sales volume in the indus- 
try has increased steadily since | 
1901, with large jumps recorded 
during World War II, and the Ko- 
rean war. Sales in 1901 amounted 
to $17,900,000, and by 1942, the 
sales had skyrocketed to $1,320,- 
000,000, the record year in the in- 
dustry. Sales in 1943 were $1,180,- 
000,000; 1952, $1,125,900,000; 1953, 
$1,191,200,000 and 1954, $891,750,- 
000. Sales for the first seven 
months this year were $369,550,000. 

Some of the interesting machines 
seen by AA at the show were: 


e An automatic connecting rod 
straightener machine, made by 
Sheffield Corp., Dayton, O. This 
machine is able to determine, in 
four or fewer phases, how much 
the connecting rod is bent, and how 
much pressure is needed and 
where it is needed to correct the 
mistake. This machine is still in 
the experimental stage. 


e The Bryant Chucking Grinder 
Co., Springfield, Vt., exhibited a 
machine which grinds, rejects and 
corrects ball-bearing races. 


e The Cincinnati Milling Machine 
Co., and the Lodge & Shipley Co., 
Cincinnati, had machines that spin 
flat pieces of cold metal into any 
desired shape. 


e A dynamic balancing machine 
which memorizes by means of elec- 
tronic devices was exhibited by 
Gisholt Machine Tool Co., Madi- 
son, Wis. 


© As an added feature of the 
show, about ten of the companies 
provided airplane service direct to 
their plants for prospective cus- 
tomers. There also was helicopter 
“taxi” service between the show 
and the Production Engineering 
show at Navy Pier. The next ma- 
chine tool show will be held in 
Chicago in 1960. 

Kenneth E. Knowles, v.p. of 
Clapp & Poliak, told AA that his 
company has been working on the 
Production Engineering show for 


chines are becoming more special- 


ized and much more accurate all 
the time, he added. 


® A total of 222 companies had 
exhibits. Some of the more inter- 
esting ones seen by AA were: 


e General Electric showed an 
electronics brain, which could be 
adjusted to do drilling, milling, 
punching, riveting or welding op- 
erations. When the desired opera- 
tion is determined, punched cards 
are fed into a machine, which in 
turn controls other machines that 
complete the operations. 


e The Eastman Kodak Co., Roch- 
ester, N.Y., had a contour projec- 
tor, which magnifies metal parts 
up to 100 times their size. Defects 
in parts are easily seen through 
this projector. 


e Pneuma-Serve Inc., Cleveland, 
showed an automatic self-feeding 
screw driver. The air compressor 
gun, which shoots screws wherever 
desired, was marketed early this 
year. 


e The Westinghouse Air Brake 
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Co., Wilmerding, Pa., exhibited 
a hydraulic power steering device 
which is being used in off-the- 
highway vehicles. The company is 
probing the possibility of using the 
device in machine tool equipment. 


® The Coliseum machinery show 
also opened yesterday here and 
will run until Sept. 17. Chester 
Wells, general manager of the 
show, told AA that there were 100 
exhibitors, and he estimated that 
50,000 persons would view the dis- 
plays. 

This show, he said, is for ma- 
chine tool manufacturers who are 
not members of the NMTBA. He 
said companies must be members 
of the NMTBA for five years be- 
fore they are permitted to exhibit 
at the organization’s show. This is 
the first time this show has been 
given, he said, but the next show 
will be held in 1960 at the same 
time as the NMTBA show. 

The show, which is being held at 
the Coliseum here, was promoted 
by Exhibition & Convention Man- 
agement Inc., Cleveland. 
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Harvard BUSINESS REVIEW? 


They are influential, policy-making executives who initiate 
company plans and policies. Their influence extends through every 
department — every level — of the organizations they manage. 
They are the prime audience for advertisers who want 


to reach top men, 


60.93% 
94.13% 


nearly three years. Exhibitors at) a 
this show, he explained, eee eeadlZ) 
you reach them ALL 100% more effectively 


through Harvard BUSINESS REVIEW. You reach them 
in a class medium and you reach them economically. 


panies which make machines that 
control the machines made by the 
machine tool industry. These com- 
panies have no industrial organiza- 
tion like the NMTBA, he said, 
because of the wide variety of 
products they manufacture. 

Mr. Knowles told AA that his 
company advertised the show with 
full-page and half-page ads in 
American Machinist, Automa- 
tion, Business Week, Control En- 
gineering, Design News and For- 
tune. A large direct-mail campaign 
also was employed. Clapp & Poliak 
had an ad budget of $35,000 for 
the show.” 

“Things are moving too fast in 
this industry, sometimes so fast 
that even people in the field can’t 
keep up,” Mr. Knowles told AA. 
Because of the rapid development 
of the automation controlling ma- 
chines, some new devices are 
outmoded before they get off the 
drawing board, he said. 

The most rapid strides in this 
industry have been accomplished in 
the last two and one half years, 


Mr. Knowles said. Production ma- 


of Harvard BUSINESS REVIEW readers 
range from Chairman of the Board 


to Controller 


are responsible for the administrative, 
financial, sales, production, advertising 


and public relations functions of 
their companies. 


reach the top — advertise in 


Harvard BUSINESS REVIEW 


for the whole story, write today for free booklet, 
“SUMMING UP...” 
40 East 49th Street, New York 17, N. Y. 
Soldiers Field, Boston 63, Mass. 
120 S. LaSalle Street, Chicago 3, Ill. 
3257 West Sixth Street, Los Angeles 5, Cal. 


GUARANTEED NET PAID CIRCULATION — 45,000 
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Juan Tucson says: 
“TIME Magazine, July 25 told the whole excit- 
ing story—did you read it?” 


San Manuel—U.S.’s Biggest Copper Find 


YOUR ADVERTISING 
GETS ACTION IN AMERICA'S 


FASTEST GROWING MARKET! 


New arrivals are increasing the size of this market by 1,000 

a month. Here, in one self-contained 3-county area, are found 

all the elements that contribute to the unprecedented growth 
of the entire Southwest. Right at Tucson’s suburban edge are found the 28-million 
dollar Hughes guided missile plant, a great Douglas aircraft modification center, 
aid Davis-Monthan Air Force Base with its million dollar a month payroll. Within 
the trading area are found the Army’s giant Electronics Proving Ground at Ft. 
Huachuca and the 120-million dollar San Manuel copper development. Agriculture, 
cattle and tourist industry contribute their part also to this dynamic economy. Now 
is the time to reach this market with your advertising—today! 
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Douglas Aircraft Experimentation Plant 


Ghe Arizona Daily Star 


Cucson Daily Citizen 


2 Ind dently Owned Newspape 
Sporated by Sloe ee ine. 


The Arizona Daily Star and the 
Tucson Daily Citizen reach 67% 
of the homes in the 3-county area, 
and 94% of the homes in the 
Greater Tucson Area. 


above national average 
since 1948, 
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U. $. Army €l Proving Nationally represented by Cresmer & Woodward 
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